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Corporate Ad 
Expenditures for 
49 Put at 1% 


WASHINGTON, June 19—Tomor- 
row, June 20, the Secretary of the 


Treasury will officially release 
data showing that corporations 
spent almost 1% of their 1949 


sales and receipts on advertising— 
a considerable increase over 1948. 

(Data on the percentage of 
sales spent on advertising for the 
years 1945 through 1948 appeared 
in an exclusive ADVERTISING AGE 
tabulation in the April 29 issue.) 

The latest Bureau of Internal 
Revenue income tax data—from 
which the 1% figure was calcu- 
lated—casts serious doubt on the 
long-accepted axiom that the per- 
centage of sales spent on advertis- 
ing has been steadily decreasing 
in recent years. 


@ ADVERTISING AGE calculations 
show that the percentage of gross 
sales and receipts spent on adver- 
tising, for all industrial groups, 
has increased as follows: 

In 1945, the figure was 0.788%; 
in 1946, 0.874%; in 1947, 0.857%; 
in 1948, 0.876%, and in 1949, 
0.999%. 

The percentage of sales spent on 
advertising increased markedly in 
every major category listed by the 
Bureau of Internal Revenue. 

In retail trade, for example, the 
percentage of sales and receipts 
spent on advertising increased 
from 1.398% to 1.583%, from 1948 
to 1949. In manufacturing, the per- 
centage increased from 0.985% in 
1948 to 1.128% in 1949. In the ser- 
vice trades, the figures were 
1.586% in 1948 and 1.794% in 1949. 


@ The basic figures are taken 
from income tax returns of 614,- 
842 active corporations, almost 20,- 
000 more than reported in 1948. 
Next to the large increase in the 
percentage of sales spent on ad- 
vertising, the most startling fact 
disclosed by the data is that ad- 
vertising expenditures increased 
by more than $300,000,000 while 
corporate gross sales and receipts 
actually declined more than $18 
(Continued on Page 109) 
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NEW VENTURE—The Brown Bomber is 
now in the whisky business. Joe Louis 
Distilling Co.'s first ad is this page in 
the June 26 Jet. W. B. Graham & As- 
sociates, New York, is the agency. 


Chesterfield 
in King Size 
Bows in East 


New York, June 19—Liggett & 
Myers has brought out a king- 
size Chesterfield cigaret in New 
York and Boston, and Arthur God- 
frey assured his TV audience last 
night that this announcement 
would cause Chesterfield’s com- 
petitors to “fall flat on their... 
you know what.” 

A press release from the Ches- 
terfield agency, 
Walsh, said the OPS has approved 
a list price of $9.10 per 1,000 in 
cases of 10,000 king-size cigarets, 
less discounts of 10% and 2%. 
Godfrey said the king size would 
sell for 1¢ more than regular Ches- 
terfields. 


@ Liggett & Myers will promote 
its new size with large ads in “a 
full list of newspapers” and on 
Chesterfield TV and radio shows 
—Godfrey, Perry Como, “Gang- 
busters,” Giants and Red Sox 
baseball games, Martin Block’s 
(Continued on Page 113) 


Uncrowded Showrooms, Slow Buying Show 
Furniture Men the Buyer's Market Is Back 


Cuicaco, June 19—There are no 
records being broken at the sum- 
mer furniture market now holding 
forth in Chicago. 


Manufacturers trotted out their | 


new lines, but in the opening days, 
at least, dealers showed no inclina- 
tion to join any buying rush. A 
check at the American Furniture 
Mart found a number of depopu- 
lated showrooms. 

The word, “normal,” was much 
in evidence at this market. Indus- 
try leaders agreed to a man that 
the buyer is in control again and 
that smart merchandising will be 
needed to sell home furnishings. 


@ The industry is still feeling the 
consequences of the scare buying 
which took place in the winter of 
1951. Inventories have been re- 
duced considerably, but retailers 
are in no mood te do any full- 


scale replenishing. In the past 


| 


Newspaper Advertising in 1951 


A “newspaper progress section,” reviewing the newspa- 
per as an advertising medium during the past year, begins 
on Page 31 of this issue and continues to Page 97. 

Included is the Bureau of Advertising’s report on the 
individual advertising expenditures of all national news- 
paper advertisers investing $25,006 or more in the medium 
during the year. This detailed tabulation begins on Page 54. 


NBC Management Shift Puts AM-TV 
Operations Under White and Weaver 


Turner Advertising 
Gets O’Cedar Corp. 
Account from Y&R 


Cuicaco, June 19—O’Cedar 
Corp., which now spends $2,000,- 
000 a year advertising its polishes 
and mops, this week moved from 
Young & Rubicam to Turner Ad- 
vertising Agency, which now bills 
in the neighborhood of $500,000 
annually. 

The decision to leave Y&R was 
taken Tuesday at a board of di- 
rectors meeting. It followed by 
three months American-Marietta 
Co.’s acquisition of 85% of O’Cedar 
stock (AA, March 17). 

Marietta, Chicago paint manu- 


facturer, does little consumer ad- | 


vertising and has been with Turner 
since 1949. Immediately after the 
recent stock transaction, John K. 
Turner, the agency head, was made 


|}a member of the O’Cedar board. 
| Marietta and the Turner agency 


| 


Cunningham &|} 


| O’Cedar 


nine months they have been made | 


acutely aware of the phenomenon 
known as “consumer resistance.” 

However, the market did get off 
to an optimistic start because of 
recent sales trends. During the past 
six weeks furniture sales have in- 
creased from 10% to 15%. Dealers 
reported that May was a good 
month and that so far June is 
good also. Lawrence H. Whiting, 
president of the American Furni- 
ture Mart, even ventured the pre- 
diction that total sales this year 
may equal 1951, which was a peak 
year for the industry. 


gs While store-wide volume is run- 
ning well below last year, store 
sales during the first quarter were 
only 1% below the corresponding 
period in 1951. And the National 
(Continued on Page 112) 


both have offices at 101 E. Ontario 
St. here. As of now, the Turner 
agency has 40 accounts, most of 
them small. 


s Mr. Turner told AA the agency 
switch will mean no change in 
advertising policies. He 
(Continued on Page 8) 


New York, June 20—National 
Broadcasting Co. is calling on its 
ace television executive to re- 
vitalize radio. 

In a surprise move this week 
Sylvester L. (Pat) Weaver Jr. was 
named y.p. in charge of the radio 
and television networks. His part- 
ner in this assignment will be 
Frank White, former Mutual 


Pat Weaver Frank White 


Broadcasting System president, 
who becomes v.p. and general 
manager of both NBC networks. 
As v.p. in charge of the NBC- 
TV network—a post he has held 


since 1949 when NBC started the | 


industry trend toward separate 
radio and video operations—Mr. 
Weaver has had a magic touch. 
His first big gamble—installing the 
expensive extravaganza, “Your 
Show of Shows,” on Saturday 
night—has more than paid off. 


(Continued on Page 109) 


Last Minute News Flashes 


‘Burnett Gets Toni's Bobbi Account Oct. 1 
Cuicaco, June 20—Toni Co. division of Gillette Co. will have a fourth 
agency Oct. 1 when Leo Burnett Co. takes over the new Bobbi pin-curl 


permanent account (AA, June 16) 


trom Foote, Cone & Belding. Toni 


wants competitive brands handled by different agencies. Last month 
it moved Prom permanent from FC&B to Weiss & Geller. Tatham-Laird 
handles White Rain shampoo and Toni and Tame hair rinses. Two 
new associate ad managers will direct Toni’s advertising (see Page 113). 


Kenyon & Eckhardt Drops Kellogg After 18 Years 
New York, June 20—-Kenyon & Eckhardt, which started handling 
Kellogg Co. about 18 years ago, today resigned the account in the 
U. S. and Canada. The K&E domestic portions included All Bran, Pep, 
Variety package, Bran Flakes, Raisin Bran, Shredded Wheat and Gro- 
Pup; it had the full line in Canada. The $4,000,000 account included 
“Space Cadet” on ABC, AM and TV, and “All-Star Revue” on NBC. 
Although Ralph Olmstead, Kellogg ad chief, declined to say who would 
get the account, trade sources point to Leo Burnett Co., Chicago, which 
in the past two years has taken over about half of Kellogg’s ad billings. 


DuMont Offers 10% Bonus for Election Time 

New York, June 20—DuMont Television Network reportedly is 
getting the jump on the competition in clearing one-station markets 
for campaign telecasts for the Democratic National Committee next 
fall by offering a 10% bonus. The Joseph Katz Co. is mapping plans 
for the 1952 presidential election—with TV, radio, newspapers—and 
maybe outdoor—penciled in the schedule. 


Scheideler, Beck Wins Soilax Account 


New York, June 20—Scheideler, Beck & Werner has been named by 
Economics Laboratory Inc., St. Paul maker of Soilax household cleaner. 
The account was formerly with Cunningham & Walsh. 


(Additional News Flashes on Page 113) 


Research Kinks 
Hold Attention 
of Marketers 


Cincinnati, June 17—Research 
techniques held the spotlight dur- 
ing the American Marketing 
Assn.’s spring meeting here today. 

The discussion got under way 
this morning with a talk by Lowell 
T. Galt, assistant director of op- 
erations, Bureau of the Census. 

Mr. Galt said that the U. S. 
population is increasing at the rate 


For other news and pictures of 
the marketers meeting, see Pages 
2, 14, 20, 100 and 109. 


of a city the size of Orlando, Fila., 
each week, and that it will hit 175,- 
000,000 or 180,000,000 by 1960. 

He also described the population 
shifts that have taken place since 
1940 and their importance to con- 
sumer product marketers. 

However, Mr. Galt devoted par- 
ticular attention to the monthly 
“Retail Trade Report” issued by 
the Census Bureau. The reports, he 
said, now contain monthly data on 
the dollar volume of sales in some 
20 types of retail business, includ- 
ing chain store outlets. 


@ The revised retail series is based 
on data derived from a sample 
which includes all types of stores 
and includes a provision for the 
addition of new stores. 

In addition, he announced that 
final reports on the characteristics 
of the U. S. population now are 

(Continued on Page 24) 


Emerson Ad Column 
Bows Out; Darragh 

. ’ 
Column ‘Disappears 

New York, June 19—You can 
scratch two editorialized advertis- 
ing features from the active list. 

“Faye Emerson’s Column” bows 
out July 20 after a 13-alternate- 
week run, and “Dorothy Darrow’s 
Bulletin Board” is a pre-publica- 
tion fatality. 

The Emerson venture is fold- 
ing because of a failure to retain 
some of its six original advertisers 
and to add replacements. The col- 
umn appeared in 36 Sunday news- 
paper supplements with a com- 
bined circulation of 17,500,000 and 
promoted Bourjois perfumes, 
Crown luggage, Drene shampoo, 
Dura-gloss nail polish, Van Raalte 
stockings and Vassarette girdles. 


® The decision to end the column 
caught some of these advertisers 


by surprise, since several were 
“very pleased with the returns” 
and “really got our money’s 
worth.” 


But Vassarette, for one, decided 
not to renew—a decision made “re- 
gretfully, especially since we be- 
lieve our participation in the col- 
umn has been an exceptionally 
good investment of Vassarette ad- 
vertising dollars.” Vassar Co. gave 
Jim White, executive director of 
the column, the following reasons 
(through its agency, Aubrey, Fin- 
lay, Marley & Hodgson, Chicago) 

(Continued on Page 8) 
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$31,576,600 Spent 
in 1951 by Sears 
on Newspaper Ads 


CuHicaco, June 17—The nation’s 
top retail advertiser in newspapers 
is still Sears, Roebuck & Co 

In 1951, Sears spent a total of 
$31,576,600 for newspaper space, 
topping its record 1950 expendi- 
tures by nearly $3,000,000. 

Despite the dollar increase, lin- 
age declined from 1950's all-time 
high of 249,802,600 lines to 248,945,- 
200 last year. Sears officials said 
rate increases account for the dis- 
crepancy. 

Ads run by Sears were spread 
among 1,033 dailies and weeklies in 
47 states. (There are no Sears 
stores in Wyoming.) Twenty new 
retail stores were added by the 
company in 1951, bringing Sears’ 
national total to 674. 

| 


® Sears is primarily a newspaper| 
advertiser. The company spent) 
only 17% of its $38,000,000 ad bud- 
get in local radio and television, 
circulars and miscellaneous media} 
such as posters and fashion shows. | 

Sales volume in 1951 hit a new 
peak—$2,657,408,000. This includes | 
both retail and mail order sales.| 
And for the first four months of! 
1952, volume is running 5.8% bet-| 
ter than last year. 

The national office of Sears pro- 


vides stores with a periodic mat 
_ service, but space buying is left 


up to the local outlets. Marvin C. 
Lunde is the national retail sales) 


promotion and ad manager for! 
Sears. | 
Forced Combination | 


Ban Helps to End 
‘Norwich Record’ 


Norwicu, Conn., June 18—The 
recent Louisiana federal court de-| 
cision against “forced combina-| 


Stion” ad rates has helped force the 
ssuspension of the 64-year-old Nor- 


wich Record, evening daily. 
Norwich Bulletin Co. said ris- 


‘ing costs have made the evening 


paper an unprofitable operation. | 
The Record suspends June 27. The 
company will continue to publish 


‘the morning Bulletin and Sunday |} 


Record } 
The company said in a front-| 
ipage statement in the Record: 


“The circulation of approximately | 
3,000 copies daily, Monday through | 
Friday, is not economically justi-| 
fied, nor has it been justified for} 
a long period past, Of this fact} 
there is no doubt whatsoever, and 
sentiment alone is what has kept 
it in the street for several years.” 


8 The management said the court 
decision in New Orleans May 27) 
against the New Orleans Times-| 
Picayune and States unit adver- 
tising rate (AA, June 2, 9) led in 
part to the decision to suspend the 
daily Record. General ad space in| 
the morning Bulletin and evening | 
Record is sold only as a unit. (The 
Sunday Record rate includes an in- 
sertion in the Bulletin Saturday or| 
Monday.) 

The management also said that | 
no community of less than 100,000} 
population can support more than 
one daily newspaper. 

Practically the entire working 
force of the evening paper will be 
absorbed in the staff of the other 
two Norwich papers. 


Grubb & Petersen Adds Three 

Grubb & Petersen, Champaign, 
lll., has been appointed to direct 
advertising for Joseph Schafer & 
Sons, Springfield, Ill., producer of 
livestock and poultry feed; G. W. 
Kleiboeker Seed Co., Hoffman, IL, 
manufacturer of seed cleaning 
equipment, and Blackhawk Opti- 
ca! Laboratories, Urbana and Rock 
Island, Ill., and Indianapolis, maker 
of custom eyewear lenses and 
frames. 


CENTURY AWARD—Eberhard Anheuser 
(left), chairman of the board of An- 
heuser-Busch, is shown accepting an 
Award of Merit June 10 from the Ad- 
vertising Club of St. Louis for his com- 
pany’s century of contribution to the 
brewing industry and to community and 
country. Making the presentation is Rob- 
ert G. Stolz, ad manager of Brown Shoe 
Co. and Ist v.p. of the adclub. 


Marketers See 


Long-Term Gain 
During the ‘50s 


CINCINNATI, June 17—Business 
forecasters had a field day as the 
summer conference of the Ameri- 
can Marketing Assn. opened yes- 
terday. 

Although some of the speakers 
had important qualifications, all: 
agreed that the long-term trend is 
upward, 

Louis H. Bean, assistant to the 
Secretary of Agriculture, said that 
in 1960 the gross national product 


Marketers 


will be 40% greater than it was in 
1950—$100 billion more at 1950 
prices. | 
He said that “the general trend 
of the economy is much easier to 
predict in the 1950s,” since we are 
“no longer suffering from the no- 
tion of the ‘mature economy.’” 


s “Today,” he declared, “it is gen- 
erally accepted that the basic trend 
of the American economy is to 
double every 20 years.” Following 
a trend analysis, this means that by 
1960 agricultural production will 
be up 20%; there will be a non- 
durable increase of 33%; a 40% in- 
crease in durable goods, and a 50% 
increase in producers’ durables. 

Mr. Bean added that he does 
“not rule out the possibility of a! 
depression.’”’ But he said the im- 
portant step that economists must 
take is to reject the textbook meth- 
od of looking at trends and recog- 
nize the constant expansion of the 
American economy. 

He said that the present level of ; 
activity is in line with long-term 
wends. He added that the Ameri- 
can people are going to hear more 
and more talk to the effect that 
there is surplus steel capacity. “But| 
to me, it is clear as ABC that steel 
requirements in 1960 will be far 
ahead of anything that we can now 
foresee.” 


e Mr. Bean also predicted that 
farm prices would remain firm, 
both because of “political realities” 
and “the long-term tendency of 
farm prices to advance in compari- 
son with industrial goods.” 

The main reason for this, he con- 
tinued, is that agricultural produc- 
tion is relatively limited while in- 
dustrial production is potentially 
unlimited. 

Wilson Wright, manager of the 
economic research department of 
Procter & Gamble, described the 
situation this way: 

“Demand for consumer non-dur- 

(Continued on Page 110) 


‘Bone Up on Sociology to Sell, Editor of 


‘House Beautiful’ Tells Furniture Group 


Cuicaco, June 17—If Elizabeth 
Gordon, editor of House Beautiful, 
had her way, business men would 
return to school to learn more 
about social science. 

For 35 minutes last night, Miss 
Gordon talked sociology and sell- 
ing, showing their inter-depend- 
ence. And she got a most enthusi- 
astic reaction from some 500 per- 
sons making up the third annual 
American Marketing Congress. The 
congress, which is held in connec- 
tion with the summer furniture 
show here, consists of 400 furniture 
dealers and 100 manufacturers in- 
vited by the trade press. 


® Miss Gordon, who is a graduate 
of the University of Chicago, ad- 
vised the merchants that if they 
want to know what's going to sell 
in the next 10 years, they should 
get busy studying the emotional 
and social attitudes of people. 

You can’t do this by static re- 
search methods either, she warned. 
If Miss Gordon stressed anything, 
she stressed the fact that the 
U.S. is a changing society. To sell, 
she pointed out, you “have to know 
the basic laws about social change. 
For change in style results from 
social changes. How people live 
in their homes—their architecture 
and their decorating—have always 
been a particularly sensitive regis- 
ter of social change.” 


® The House Beautiful editor told 
the furniture marketers that if they 
got to know “our deep underlying 
social values,” they would be able 


“to predict which fashion trends 
will catch on and become perma- 
nent, and which ones are doomed 
to fail, regardless of the promotion- 
al effort put behind them.” 


® Miss Gordon had plenty of pro- 
vocative examples to buttress her 
case. One of them concerned a story 
about Chicago merchants back in 
1939. She recalled that immediately 
after Germany invaded Poland, a 
gumber of Chicago stores placed 
large orders for apparel styled 
along military lines, particularly 
children’s clothes. 

However, one exception to this 
general trend was Marshall Field 
& Co. Miss Gordon explained that 
Field’s decided against this policy 
because it felt that midwestern 
thinking was still largely isolation- 
ist. Well, the military-type apparel 
did fine on the West and East 
Coasts, but the Chicago stores 
found they had “ordered to their 
sorrow.” No one bought them. 


@ There is a “kicker” to the story 
also. Miss Gordon related that the 
morning after Pearl Harbor, Mar- 
shall Field put in a heavy order 
for just such apparel and “sold all 
it could get.”” Meanwhile, the stores 
which had been bitten two years 
ago did not reorder and lost out 
on considerable business. The mor- 
al spelled out by Miss Gordon is: 

“What was a dud had become a 
success—because an emotional 
change had occurred in the minds 
of people.” 

Miss Gordon suggested that so- 

(Continued on Page 6) 


Kaiser-Frazer May Merge Plane Division, 


Detroit, June 18—The an- 
nounced establishment of separate 
automobile and airplane divisions 
by Kaiser-Frazer Corp. here has 
revived rumors that Kaiser will 
merge his airplane project with a 
firmly established plane manufac- 
turer. 

Detroit has been enveloped with 
rumors for some months now of a 
pending big merger in the auto- 
mobiie industry. The most persist- 
ent of these has Packard Motor 
Car Co. and Nash Motors of the 
Nash-Kelvinator Corp. joining. 

While both Nash and Packard 
firmly deny any consolidation is 
being contemplated at this time 
the rumor persists and occasionally 
includes other independents such 


But Prospect for Auto Firms Merger Is Faint 


as Kaiser-Frazer. 


@ A Nash spokesman admitted that 
Packard and Nash had been inter- 
ested in a merger a few years back 
but emphasized that the “deal is 
a dodo now.” 

Whether the separation of its 
auto and plane operations into dis- 
tinct divisions is indicative of a 
possible merger of any kind is not 
known, but K-F has certainly put 
the rumor mongers to work again. 

K-F denies any contemplated 
merger, saying the move was made 
for better and more efficient oper- 


ations. But the company did con- |, 


firm it is talking with Consolidated 
Vultee Corp. about a possible plane 
deal of some kind. 


“Wash Your Face,’ 
Cotton Council Ads 
Admonish Workers 


Mempuis, June 17—Members of 
the National Cotton Council and 
Linen Supply Assn. will attempt to 
increase the use of cloth towels 
in industrial plants with a new 
“Go wash your face” campaign. 

The ad drive will open June 28 
with a two-column ad in Business 
Week and will continue through 
September in Business Week, 
Newsweek, Time and U.S. News 
& World Report. 

“Go wash your face” ads will 
point out that workers who find 
themselves slowing down on the 
job actually can reduce fatigue by 
freshening up 

Before launching the push, the 
council discussed its problem with 
physicians and uncovered a physi- 
ological 


one’s face. 


@ It seems that removal of per- 
spiration and lactic acid from the 
skin enables the pores to “breathe” 
again. The council adds that “vig- 
orous rubbing with a cotton towel 


basis for the refreshed | 
feeling one obtains by washing} 


stimulates circulation and speeds 


'up the flow of oxygen to muscles | 


and cells, thus restoring energy.” 

A trade campaign is scheduled 
to run in Factory Management, 
Linen Supply News, Mill & Fac- 
tory, Office Management & Equip- 
ment, and Purchasing. A mer- 


| chandising brochure is being dis- 


tributed to linen supply companies. 
It contains mats, releases, reprints, 
stuffers, blotters, etc. 

Herbert Rogers Advertising 
Agency, Dallas, directs the pro- 
motion. 


Wycoff Adds Two Partners 


Wycoff Advertising, San Fran- 
cisco, has changed its name to Wy- 
coff, Downard & Strauss. William 
Gates Downard, who joined the 
agency November, 1948, as art di- 
rector, and Harry Strauss, who 


| came to the agency earlier in the 


year as general manager, have 
been named partners. Mr. Down- 
ard will be v.p. and secretary and 
Mr. Strauss v.p. and general man- 
ager. Claes V. P. Wycoff is presi- 
dent. 


Ziegler Named Ad Manager 
Arthur B. Ziegler, formerly as- 
sistant advertising manager with 
American Stores Co., has been 
named advertising manager of 


| Syracuse Trust Co., Syracuse. 


Successors ng 
i Engineered By KRAUSE - for Smat! Groin Farming f 


are best Sraperetinn 


as 
| te nas 2 a i 
FIRST NATIONAL TRY—Krause Plow 
Corp., Hutchinson, Kan., is running this 
color page in the July Capper’s Farmer. 
This is its first national ad. R. J. Potts- 
Calkins & Holden is the agency. 


Adclub Head Doubts 
Truman Knows Much 
About Ad Business 


OKLAHOMA Clty, June 17—Pres- 
ident Truman’s recent attack on 
private electric companies’ adver- 
tising has drawn another biting re- 
| joinder. 
B. E. Horner, president of the 
|Oklahoma City Advertising Club, 
| bitterly assailed the President, de- 
|claring: “I am convinced that if 
| Harry Truman were an authority 
jon advertising, he would still be 
| selling neckties and drawers and 
| that would be all right with me.” 

These remarks were contained in 
| a mailing sent out under the letter- 
|head of the adclub. Mr. Horner 
asserted recent events “clearly in- 
dicate an effort on the part of the 
{administration to restrict legiti- 
mate advertising in a counterpart 
| of the ‘camel’s nose under the tent’ 
procedures which already have 
| taken considerable freedom away 
from the Amevican people.” 


@ If the electric companies are “re- 

strained from telling their story,” 
the letter continues, “then what, in 
| the name of fairness, is going to 
| happen to the rest of us?” 

Mr. Horner takes note of Sen. 
Humphrey’s recent criticism of po- 
litical ads (AA, April 7) and sug- 
gests that these moves represent 
“the first percussion in a _ series 
that could completely destroy ev- 
ery source of news dissemination.” 

As for President Truman, the 
adclub president said: “He seeks 
to restrict all forms of advertising 
| which so much as imply the dirty 

word ‘socialism.’ He has told a 
| gang of cooperatives, who pay 
}no federal taxes at all, that this 
sort of advertising by the electric 
companies is cheating the taxpay- 
ers and the rate payers.” Mr. Horn- 
er said this led him to check with 
the company he pays, the Okla- 
homa Gas & Electric Co. The utility 
reported to him that in 1951 its 
ad expenditures amounted to 77¢ 
per customer per year, while its 
tax bill came to $26.40 per custom- 
er per year, “or 35 times more than 
the advertising cost.” 

Mr. Horner concluded that he 
could “see nothing wrong with 
this” and then expressed his wish 
to see the President back in the 
haberdashery business. 


Names Cockfield Brown & Co. 


Cockfield Brown & Co., Mont- 
real, has been appointed to direct 
advertising for H. & R. Arms Co., 
Drummondville, Que. Advertising 
for the company’s sporting rifles, 
shotguns and revolvers will appear 
in sporting publications and trade 
papers. 


Appoints J. R. Perschall 

Chicago North Shore & Milwau- 
kee Railway Co. has appointed 
J. R. Pershall Co., Chicago, to 
handle its advertising. The initial 
program starts off with radio spots. 
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Advertising Age, June 23, 1952 


1,800 Expected 
to Attend Annual 
NIAA Meeting 


Cuicaco, June 17—Eighteen 


hundred or more registrations are | 


expected for the National Indus- 
trial Advertisers Assn. annual con- 
ference at the Palmer House here 
June 30-July 2. 

The completed program calls for 
presentation of several groups of 
awards the first morning. These 
include “toppers” and chapter 
membership awards from NIAA, 
Traffic Service Corp.’s awards to 
best chapter publications and Put- 
man Publishing Co.’s awards for 
the best documentations of results 
from industrial advertising. 

At the Monday luncheon, J. L. 
Singleton, executive v.p., Allis- 
Chalmers Mfg. Co., Milwaukee, 
will discuss “The Revolution in 
Distribution.” 


® Monday afternoon speakers in- 
clude H. D. Bissell, director of 
merchandising, Minneapolis-Hon- 
eywell Co., Minneapolis, on mer- 
chandising advertising to sales or- 
ganizations; George Stineback, 
manager, Polyken division, Bauer 
& Black, Chicago, on development 
of distribution and sales promo- 
tion policies; Cary H. Stevenson, 
v.p., Lindberg Engineering Co., 
Chicago, on development of new 
products and new markets, and 
John S. Hawley, marketing mana- 
ger, Shakeproof Inc., Chicago, on 
introducing and promoting new 
products. 

Following an NIAA chapter of- 
ficers’ breakfast Tuesday morn- 
ing, Bennett S. Chapple Jr., as- 
sistant executive v.p.-commercial, 
U. S. Steel Co., and chairman of 
NIAA, will make a progress report 
on the Industrial Advertising Re- 
search Institute. R. C. Sickler, ad 
manager, explosive department, 
E. I. duPont de Nemours & Co., 
Wilmington, will present a pane! 
report of the NIAA research com- 
mittee. At the same morning ses- 


sion, George Staudt, Harnischfeger | 


Corp., Milwaukee, will be moder- 
ator of a panel on the pros and 
cons of readership research to 
evaluate media. 


s Fairfax M. Cone, president of 
Foote, Cone & Belding, will speak 
at the Tuesday luncheon on public 
relations problems of business. 
McGraw-Hill Publishing Co. will 
present its awards for the best 
NIAA chapter project advancing 
the cause of industrial advertis- 
ing. 

In the afternoon, D. M. Patti- 
son, v.p., sales, Warner & Swasey 
Co., Cleveland, will tell the re- 
sults of his company’s public in- 


formation campaign. Then George | 


Black, Cooper Alloy Foundry Co., 
Hillside, N.J., will head a panel 
presentation of public relations and 


licity problems. In the evening | 
ree &| The stores get the catalog 


the NIAA will play host to Ameri- 
ca’s Town Meeting of the Air, 
which will be originated by ABC 
from the convention floor. 

On Wednesday morning, follow- 
ing NIAA publishers’ sales pres- 
entation awards, a humorous skit 
on the effectiveness of industrial 
advertising will be given by the 
Milwaukee chapter. Three clinic 
sessions will follow—one on di- 
rect mail and technical literature, 
arranged by the Cincinnati chap- 
ter; another on “Manufacturers’ 
and Distributors’ Quips About 
Sales Promotion,” with Louis H. 
Brendel, James Thomas Chirurg 
Co., New York, as moderator; 
and the third on techniques of 
movie production, with the panel 
headed by Robert J. Barbour, 
Bakelite Co., New York. 

Chester H. Lang, public rela- 
tions v.p. of General Electric Co., 


GOLFERS IN OHIO—Here are a few of the 260 men who showed 


up for the 12th annual Cincioma golf party 


try Club in Cincinnati a fortnight ago. From left: Bob Young, 
Look; Henry Sparks, director of media, Young & Rubicam; Phil 


at Maketewah Coun- 


Reling, Pathfinder (general chairman of the party); Ed Ruther- 
ford, Ideal Women’s Group; Joe Beech, Procter & Gamble Co.; 
Hawley Eggleston, House & Garden. The party is given by mago- 
zine and form paper representatives in the Cincinnati area. 


Schenectady, N. Y., will speak at 
Wednesday’s luncheon on “The 
Task Ahead” in which he will dis- 
cuss advertising and marketing 
problems. Following his talk, In- 
dustrial Marketing will give its 
annual awards for editorial excel- 
lence of business publications, and 
the Pittsburgh chapter attendance 
trophy will be awarded. 


@ The final general session 
Wednesday afternoon will open 
with Industrial Press awards and 
an industrial exhibit award. Two 
clinic sessions are (1) a panel 


demonstration of effectiveness of | 
industrial advertising providing a} 


Rubel Calls Speculative Presentations 
Unsound for Both Agency and Advertiser 


The story which ADVERTISING AGE 
carried exclusively in its May 26 
issue, quoting Ellis Redden, ad- 
vertising director of Motorola, as 
saying that Motorola could not 
have made a sensible choice of a 
new agency without speculative 
presentations, continues to bring 
detailed letters. The following is 
from Ira W. Rubel, partner in 
Rubel, Fields, Godow & Lawrence, 
certified public accountants, who 
have specialized in advertising 
agency work, 


preview of a new handbook on this | 


subject by an NIAA committee, 
and (2) a report on the 1952 NIAA 
budget survey report, to be given 
by E. E. Beauchamp Jr., advertising 
engineer, Lane-Wells Co., Los An- 
geles. Three other clinics follow— 
the Cleveland chapter’s demon- 
stration of visual aids, a panel on 
export advertising headed by H. I. 
Orwig, v.p. of the Buchen Co., 
Chicago agency, and a discussion 
of exhibits. 

The annual dinner will wind up 
the meeting Wednesday evening. 
Earlier in the week, a get-ac- 


By Ira W. Rubel 
Speculative presentation is a 
| poor business practice. We need 
{not call out “unethical” and “not 
professional” to argue this. Let the 
| advertiser look at how he is af- 
| fected by it. 
| Mr. Redden’s recent testimony 

would have us believe speculative 
presentation is the best way for 
| an advertiser to choose his agency. 
| But the argument of that testimony 


was a fallacious one, for what he 
was saying was not much more 
than this: We chose our agency 
on the basis of a speculative pres- 
entation, therefore that is the best 
way to choose an agency. This is 
no argument at all! 

What we need is some objective 
reasoning brought to the subject. 


@ When agencies make speculative 
presentations to advertisers, they 
do so for the purpose of demon- 


strating their talents and resources. | 


They attempt to furnish a “sam- 
ple” of what they would do if they 
are appointed as the prospective 
advertiser’s ad agency. Three fun- 
damental errors are involved in 
this which make it unsound for 
the advertiser and for the agency. 
They are: 

1. It does not demonstrate what 
the agency could do if it had ade- 
quate knowledge of the client’s 
business. 

(Continued on Page 115) 


‘Radio Groups Plan 


quainted dinner will be held Sun- | 


tion and cocktail party Monday 
evening, and members’ wives will 
go on a sightseeing trip Monday, 
see radio and TV shows Tuesday 
and be otherwise entertained. 


Retail Service Has 
Plan for Promotion 
of Christmas Gifts 


Cuicaco, June 17—R. C. Quaint- 
ance Retail Services Inc. is offer- 
ing a new outlet for advertisers 
with Christmas gift items to pro- 
mote in the form of a special cata- 
log for small department stores. 

The department stores buy the 
covers, with their names on them, 
with envelopes and order blanks. 
The manufacturer buys the inside 
pages. 
in 
loose-leaf form and staple it to- 
gether, using those ads which fea- 
ture merchandise they sell. The 
advertiser pays only for those ads 
of his which stores use, at a per- 
page rate for each 1,000 circulation. 
Black and white full pages are $6 
per 1,000, $3.10 per half page and 
$1.60 per quarter page. Full-page 
ads in four colors $9. 

Advertisers using full-page in- 


sertions may choose the stores or | 


trading areas in which they wish 
their ads used. Recognized agencies 
get a 15% commission. 


Joins ‘Popular Mechanics’ 

M. Warner Turriff, formerly in 
charge of business and advertis- 
ing for “The Cherry Circle,” 
monthly publication of the Chicago 
Athletic Club, has been named to 
the advertising sales staff of Pop- 
ular Mechanics. 


day, publishers will hold a recep- Expansion of FM 


‘Promotion Program 


WASHINGTON, June 17—Two 
groups in the radio industry have 
announced plans to extend their 
FM promotion to other areas of 
the nation. 

The National Assn. of Radio and 
| Television Broadcasters and the 
| Radio-Television Manufacturers 
| Assn. report the FM campaign has 
| been tested and proved successful 
in North Carolina, Wisconsin, Dis- 
trict of Columbia and upstate New 
York. 

While ready to expand the drive, 
the NARTB and the RTMA made 
it clear they will offer the program 
only in those sections “where FM 
provides a definite advantage to 
the listener” and where dealers 
and broadcasters express willing- 
ness to support the promotion. 


|® Top priority will be given to the 
| 20 areas which have expressed the 
| greatest interest. These are: Ala- 
bama, the tri-state Mississippi 
River area, New York City, Flor- 
| ida, Chicago and northern Illinois, 
| San Antonio, Philadelphia, eastern 
| Ohio, Boston, outstate Massachu- 
| setts, Pittsburgh, San Francisco 
Bay area, greater St. Louis, Indi- 


ana, Michigan, Georgia, Iowa, 
Kentucky, Cleveland and South 
Carolina. 


The methods used in the four 
test areas have been incorporated 
in a guide called “How To Sell 
More Radio Sets with F-M-pha- 
sis.” To all distributors partici- 
pating in a campaign, the RTMA 
will offer two selling aids at cost 
plus shipping charges. These are 
an industry-wide FM _ display 
piece, at $1.70 each, and a self- 


mailer dealer brochure on FM 
Month, at $84 per thousand. 

In announcing the expanded 
drive, J. H. Smith Jr., FM direc- 
tor for the NARTB, said this 
“marks the end of the experiment- 
al period and stamps the FM form- 
ula as a proven product.” 


Swerttager Heads New 
L&M Executive Group 


Walter M. Swertfager has been 
named chairman of Lennen & 
Mitchell’s newly-created executive 
committee, which 
will act as liason 
between the pres- 
ident of the agen- 
cy and all de- 
partments. 

When the new 
company of Len- 
nen & Newell has 
been formed to 
succeed Lennen 
& Mitchell, Mr. 
Swertfager will 
function as chair- 
man of the same 
committee in the new agency. Mr. 
Swertfager has been a v.p., direc- 
tor and member of the plans board 
of Lennen & Mitchell since 1947. 
He will continue in these posts in 
the new agency. 


Ontario NIAA Elects 
George M. Smith of Industrial 


J 
W. M. Swertfager 


Advertising has been elected presi- | 
dent of the Ontario chapter of the | 
Advertisers | 


National Industrial 
Assn. Other officers elected are 
Grant H. Adams, Canadian Johns- 
Manville Co., v.p.; Tom Scanlon, 
Eastern Steel Products Ltd., secre- 
tary, and Fred Tilley, Sangamo 
Co., treasurer. 


CBS Spot to Handle WCBS 

CBS Radio Spot Sales has been 
named to handle New York sales 
for WCBS, New York. CBS Radio 
Spot Sales will continue to repre- 
sent WCBS in all markets outside 
New York. 


Nassau Doubled Ad 
Budget and Number 
of Tourists Doubled 


| MINNEAPOLIS, June 17—This 
should give you an idea of the im- 
portance of promotion in develop- 
| ing tourist business: 

| Between 1947 and 1949, when 
| Nassau’s advertising budget was 
| 100,000 British pounds a year, the 
|island averaged close to 30,000 
visitors who brought in $10,407,000 
in revenue. 

When the appropriation was 
boosted to £156,000 in 1950, the 
| number of visitors jumped to more 
| than 45,000. In 1951, the appropria- 
|tion was hiked to +£200,000. The 
|number of visitors zoomed to bet- 
jter than 68,000, and dollar re- 
| cotpts rose from $16,000,000 to 
$18,000,000. 


@ The success of the Nassau De- 
| velopment Board was cited here 
today by Ray A. Robinson, re- 
}search director for Crowell-Col- 
jlier Publishing Co., New York. 
| He spoke at the annual conference 
|of the Associated State Planning 
& Development Agencies here. 
Mr. Robinson said a total of 281 
| American cities, states and areas 
|invested more than $10,272,000 to 
gain a larger share of the $22 bil- 
lion tourist business. 

Among the factors contributing 
| to today’s tourist boom, he sai 
jare more leisure, transportatio 
|improvements and the increase i 
the national income. 


HARTSING SEES BIG 

TRAVEL YEAR AHEAD 
Los ANGELES, June 18—Ralp 

|N. Hartsing, president of Caple€ 

Co., predicts that “1952 will be on€@ 

of the biggest, if not the bigges 

| tourist and transportation year i 

| history.” 

| Judging from coupon return 

| from national magazines used b 

| Caples transportation accounts, 

Mr. Hartsing sees a “bonanza yea 

in both domestic and foreign trav 

| el.” 


One of the biggest drawin 
cards in the vacation market, he 
said, are packaged tours such as| 
Sun Valley’s “summer fun week” 
tours on which vacationists can 
spend a full week at the resort for 
as little as $56, including meals. 
Travel bureaus which haven't 
| conducted national park tours for 


many years are now busily or- 
ganizing all-expense trips through 
the parks. Last year, the national 
parks reported a record number of 
visitors, and current activity is 
| expected to set new records. 

| This trend, Mr. Hartsing said, 
|is a result of the fact that “travel 
| is now being merchandised as nev- 
er before with special rates and 
| larger advertising budgets by ma- 
| Jor transportation accounts.” 
HEINZ ADS IN ‘LOOK’ 
PROMOTE TRAVELING 

| PirrssurGH, June 18—Beginning 
| July 1, H. J. Heinz Co. will use 
full page ads in Look to promote 
| tourist travel. 

| The first ad in the monthly se- 
|ries will be headlined “Visit New 
| England—America’s Wonder- 
| land.” Other regions or states will 
be plugged in subsequent ads, 
| stressing natural beauty, historical 
| interest and eating establishments 
lof the area. 

Frank G. Barnum, manager of 
hotel and restaurant sales for 
Heinz, said the primary purpose 
of the series is to encourage people 
to eat out and ads will stress the 
“good food” possibilities for tour- 
ists in each state or area men- 
tioned. 

Maxon Inc., Detroit, is the Heing 
agency. 


Adams Leaves PAR Agency 
Eugene C. Adams has resigned 
as president of PAR Advertising, 
Chicago, to devote his full time to 
editing Chicago Retail Baker. 
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Political Talks 


cense renewals without facing) 
| competition from outsiders who de- 
| cide to apply for their channels. 


Premium Rate on 


Banned by House is The bill gives FCC new powers 
|to deal with minor violations of 
WASHINGTON, June 18—The its regulations. 


House today passed a_ revised Under existing law, the com- 
communications act which would) mission’s only sanction against a 
prevent stations from charging violator is to cancel his license. 
premium rates for political broad-,The new bill provides fer suspen- 
casts. sions, fines and cease and desist 
The bill requires that stations orders which could be applied for 
and networks provide equal time minor violations. 
for all political rivals and forbids Although the bill contains a pro- 
censorship of political broadcasts.| vision forbidding FCC from dis- 
As a protection for broadcasters, criminating against newspapers in 
the bill makes stations immune processing license applications, 
from libel suits which result from House debate indicated this pro- 
uncensored political broadcasts vision will not change any existing 
The provisions strengthening the FCC policies. 
politician's rights on the air were 
added to an omnibus bill, reorgan- 
izing the Federal Communications 
Commission and spelling out ad- 
ditional procedural protection for 
radio and TV licensees. Similar 
legislation passed the Senate last 
year. 
Under the bill, broadcasters have 
a better opportunity to obtain li- 


s Under the amendment, FCC may 
not turn down a newspaper merely 
on the ground that it is a news- 
paper. But Rep. Percy Priest (D., 
Tenn.), sponsor of the amendment, 
said the commission is not pre- 
cluded from favoring competing 
applicants if it considers that the 
grant to a non-newspaper appli- 


cant would be in the public in- 
terest. 

The issue was pinpointed by Rep. 
Clinton McKinnon (D., Cal.), who 
warned that FCC should not be 


precluded from turning down a 
newspaper applicant in a one- 
newspaper-one-TV community. 

He cited Oakland, Cal., where 
the single newspaper is operated 
by Sen. William Knowland (R., 
Cal.), who defeated Rep. McKin- 
non in the Democratic primary. 

Under Rep. McKinnon’s ques- 
tioning, Rep. Priest said FCC 
would be entirely within its rights 
in turning down a newspaper ap- 
plication which “would lead to 
monopoly.” 


Mennen Appoints Kaner 

Arthur Kaner, sales representa- 
tive for Mennen Co., Newark, in 
the metropolitan New York area 
for 19 years, has been appointed 
divisional sales manager for the 
area. 


Harry W. Graft Expands 

Harry W. Graff Inc., New York 
agency, now occupies the entire 
ninth floor at 1 E. 53rd St. 


850 HOUSEWIVES responded to Kay West's appeal for volunteers to promote, 


test and sample the products advertised on her “At Home with Kay West 


program! Representing a large part of Oregon and Washington, these women 


form an important cross-section of the rich Northwest market. Advertisers are 


invited to make use of this panel for 
checks of distribution and displays, 
tion. The services of these 850 extra 


available to Kay West advertisers at no extra cost. 


Performance-proved program! 


market surveys. studies of buying habits, 
and other vital merchandising informa- 


salesmen and good-will ambassadors are 


41 Home with Kay West” has twice been voted the outstand- 
ing women's radio program in the nation by the Grocery 


Manufacturers of America. It is broadcast M 
Friday from 1:00 to 2:00 PM. For complete 
KEX or Free & Peters. 


REX 


ABC AFFILIATE | 


National Representatives, Free & Peters, 


onday through 
details, consult 


Oregon’s Ouly 50,000-watt station 


n PORTLAND 


WESTINGHOUSE RADIO STATIONS Inc 
KDKA « WBZ « WBZA « WOWO « KEX * KYW « WBZ-TV 


except for WBZ-TV; for WBZ-TV, NBC Spot Sales 


Advertising Age, June 23, 1952 


NBC’s top television man, Pat Weaver, now heads both NBC radio and 
TV networks. This surprise move last week was accompanied by ap- 
pointment of Frank White as v.p. and general manager of both NBC 
networks 

Arthur Godfrey told his TV audience Wednesday that the new king- 
size Chesterfields will knock competition “on their you know 
what” 

Forecasters see plenty of silver linings for business during the 50s, 
and delegates to the American Marketing Assn. summer conference 
WD Ge Oh SN GE BE ook viridis tnccesendsesepcecsncne Page 2 

Lady editor Elizabeth Gordon of House Beautiful is all for having 
business men go back to their sociology tests to improve selling 
methods 

The 1,800-odd industrial advertisers expected for this summer’s NIAA 
convention now have a complete program ready for them, including 
a host of good speakers and panel presentations 

General Motors is still the top newspaper advertiser but Procter & 
Gamble leads the field in all advertising by a good margin. See 
GN wdecacwadesiu dhl idide ck ecnsccrceonetatande Pages 54, 56 

When the Cleveland adclub throws a party, everybody seems to let 
their hair down with a vengeance. Pictures are on .......... Page 86 

Retailing may have a 32-hour week within the next decade or so, 
according to Grey Advertising’s merchandising director, E. B. 
a a ace arin ok Aecieal Amat Baal a oy dca law eee od wis aac e a Page 94 


Even though advertising plays a small role in it, the story of the Balti- 


more & Ohio Railroad’s 125 years and future plans is an interesting 
WN RAS Kiuie eg «Ke banestgi 00506 nen acbhanengak tds aeenal Page 103 
Meck Television ruefully reports that its “the price you see is the 
price you pay” ads didn’t work. Matter of fact, Meck says, it was “the 


most unsuccessful ad we have everrun.” .................. Page 111 
REGULAR FEATURES 
_ Advertising Market Place ...106 Mail Order Clinic ........... 104 
Coming Conventions ......... 90 RS coc c aius aa 97, 113 
Creative Man’s Corner ...... 102 Photographic Review ........ 86 
Department Store Sales ..... 108 Rough Proofs ............... 10 
ED x dd a.elk panies ses ..10 
Employe Relations .......... 103 weapons oe pees... 
Eye and Ear Department ....104 This Week in Washington .. 114 
Getting Personal ............. 16 Voice of the Advertiser ...... 98 
Information for Advertisers . .106 What They're Saying ......... 10 


NIAA ‘Toppers’ Announced 


Winners of National Industrial 
Advertisers Assn. “topper” awards 
were announced last week by Jeff 
Lowe, General Exhibits & Dis- 


ford, for sales literature. Presenta- 
tion of awards will be made June 
30 at the NIAA convention in Chi- 
cago. 


plays, Chicago, who is in charge of 
the annual NIAA competition. The 
winners, their agencies and cate- 
gories are Hewitt-Robins, New 
York, through Fuller & Smith & 
Ross, for increasing share of exist- 
ing markets; International Har- 
vester Co., Chicago, through Leo 
Burnett Co., for improving dealer 
and distributor relations; General 
Electric Co., Schenectady, through 
G. M. Basford Co., for improving 
company public relations, and 
Crucible Steel Co. of America, 
New York, also through G. M. Bas- 


Two Named V. P.s 


Jack C. Gafford, advertising di- 
rector, and Gorden D. Lewis, man- 
ager of sales and service on Ap- 
VERTISING AGE and Industrial Mar- 
keting, have been named v.p.s of 
Advertising Publications Inc. 


Reeves Heads Mutual PR 


Clifford B. Reeves, 2nd v.p. in 
charge of public relations since 
1946, has been promoted to v.p. of 
public relations for Mutual Life 
Insurance Co., New York. 
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Versatile - Always In Season 


...nowhere near as 

expensive as you'd think 
because good planning holds 
down costs. This McCormick 
display is one floor stand that 
literally wears out in service. 


Frequent and timely changes of the 
replaceable back panel keep it fresh, 


new and keyed to the McCormick 
products currently being promoted. 
This is but one of many multiple- 


McCORMICK 


duty display programs... 


Sales Engineered by 


LONSOLIDATED 


Lithographing Corporation 
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On May 8th, 
5000 Herald Tribune 
Readers Sang, 


} Clementine Paddleford is far 


famed in the food field. Her 
(| exciting column of culinary scoops 


in the Herald Tribune every day 
is guaranteed to perk up the 
pickiest appetite and send 
housewives rushing to the nearest 

i food stores. Miss Paddleford is 
a brilliant writer who uses no 
ivory tower guesswork. She 
literally travels the world to bring 
readers from coast to coast all 
that’s new and exciting in food. 


vew vorx Herald Tribune 


adie Ye 


22nd of a Series 


Singing the praises of Clementine Paddleford 
is a favorite pastime among food processors and 
distributors, dealers, retailers, even restaurateurs 


and chefs—but most of all, among her women 


| -OUR DARLING CLEMENTINE! 


readers. Here’s the latest example of Clementine’s 
reader-response: 5000 housewives joined in the 
community sing when Clementine offered a 
booklet on cooking with condensed soups... 

in her May 8th Herald Tribune column. Buried 
in the middle of a long feature, an eight-agate-line 
item drew this fabulous result in five days. 

Here is first-class evidence of the solid 
readership Clementine Paddleford commands 
among women, and of the responsiveness of the 
women in the Herald Tribune Quality Market... 
a market that makes itself felt in sales at all 
price levels ...a market that is five billion 

dollars big! Get all the facts that mean 


more sales for your product. 


230 West 41st Street, New York 36, N.Y. 
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Ledder Named Ad Manager 


Ralph R. Ledder, formerly an 
account executive with Walter Mc- 
Creery Inc., Beverly Hills agency, 
has been appointed advertising 
manager of W. & J. Sloane, Bever- 
ly Hills store. He succeeds Allan 
Edwards, who has resigned to es- 
tablish his own advertising art 


service. 

Noise is NOT music 
Alphabets thrown together by ‘robots 
may put some noisy words in your ad but 
barmemy only e&ill can produce. To add 

SAW ®. tone to the sound of your words— writ 


WA LK advertising typographer 
41 ZAST HUBBARD ST., CHICAGO 11, LL. 


Bone Up on Sociology to Sell, Editor of 
‘House Beautiful’ Tells Furniture Group 


(Continued from Page 2) 
called “irrational” records of past 
sales may not be so irrational after 
all. “They only seem so,” she add- 
ed. “Perhaps, if we knew more 
about the emotional! and social at- 
titudes of people, some of these 
things would be clearer.” 


s What do you have to know in or- 
der to forecast long-range trends? 
Miss Gordon listed three basic 
things: (1) changing philosophical 
concepts; (2) changes in general 
tastes, and (3) changes in other 


industries that have a bearing on 
your own business. 

She illustrated these points with 
a number of examples. For in- 
stance, Miss Gordon pointed out 
that Einstein's theory of relativity 
has had a great deal to do with 
changing furniture styles. Reflec- 
ted at this level, Einstein’s theory 
meant a style appropriate to a par- 
ticular occasion. “Variety, richness 
and freshness” became important 
standards, and furniture was 
judged by its utility instead of its 
ornamental features. 


Miss Gordon asked her audience 
to consider the days between 1872 
and 1913. This was a period, she 
said, which “almust exactly coin- 
cides with the period when no in- 
come taxes were levied.” This was 
a period, she pointed out, when 
there was a great concentration of 
wealth in the hands of a small seg- 
ment of the population. As a result, 
continued Miss Gordon, furniture 
and general living were marked by 
great elegance. 


® Miss Gordon contrasted this 
period with the age ushered in by 
Woodrow Wilson. Society has 
changed, she said, and styles have 
changed along with it. Now “we 


“Keep the top 


of the 


market 


sold” 


arma imho 


ne oe NEE nee 


PUT YOUR MONEY ON 47. That's the number of trade 


business in the United States is done. Our brand new 


areas where most of the 


market study for quality 


goods covers these key markets and their individual sales potentials. It simplifies 


selling quality in quantity in the richest 
markets of the United States . . . where 
THE NEW YORKER concentrates 80% of its U. S. 
circulation. If you would like a copy of our latest 


market study, we will be happy to send you one. 


THE 


NEW YORKER 


No. 25 WEST 43an STREET 
NEW YORK, 36, N. Y. 


SELLS QUALITY 
IN QUANTITY 
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are repudiating the machine as a 
symbol of the modern age,” she 
said. In the furniture industry, 
this has resulted in people wanting 
natural form and materials, natu- 
ral color and beauty. 

Miss Gordon also pointed to to- 
day’s great emphasis on the im- 
portance of the individual. She 
said the social goals have become 
“health, comfort, convenience and 
amenities of civilized living.” 
Translating this concept to the 
furniture business, Miss Gordon 
said “this does away with the ‘ty- 
ranny of the eye.’ Furnishings are 
to be used—as well as looked at. 
Performance is what counts to- 
day.” 


|@ Miss Gordon’s conclusion was 
that people today want a combina- 
tion of old and new. They want 
beauty, she said, natural beauty— 
“but they also want performance.” 

Any of these trends could have 
been predicted, she said, if bus- 
iness men paid close attention to 
social movements. 

The magazine editor singled out 
the glassware industry as being 
especially oblivious to changes in 
other fields. She pointed out that 
| for years stemware has been the 
| big item in this industry. However, 


the manufacturers failed to see that 
the advent of automatic dishwash- 
ers and dryers necessitated changes 
in design. 

Many companies, she charged, 
saw no need to redesign their prod- 
ucts despite an obvious trend to- 
ward informal living. 


s Miss Gordon wound up her talk 
with some predictions of future 
style trends in furnishings. She 
said the industry is at the start of 
a cycle which will not reach its 
peak for another eight or ten years. 
According to Miss Gordon, this will 
be a period when architecture will 
dominate the actual furnishings. 

“It used to be just the opposite,” 
she said, “when plain boxy rooms 
had to be given interest through 
the use of ornamented furnishings 
Now that modern architecture has 
matured and is coming into flower, 
we are getting our desired design 
interest and pattern from the 
structural lines and structural ma- 
terials. It is the background that 
matters most now and will contin- 
;}ue to matter more and more. It 
|is the domination of the container 
}over the contained. 
“This means that furniture needs 
| to be plain since it cannot possibly 
compete for attention with the big- 
ger scale pattern of the architec- 
| ture. Furniture design will be un- 
| obtrusive, will not proclaim itself 
|or posture for attention. High value 
will be put on furniture that melts 
into the background.” 

Miss Gordon added that the trend 
away from patterned merchandise 
|to textured merchandise in all 
| classifications is “the biggest single 
fact in our study of the industry's 
best sellers.” 


Standard Names Kolb A. M. 


Frank A. Kolb, who for the past 
year has been in Washington 
working on the defense mobiliza- 
| tion program, has been appointed 
advertising manager of Standard 
Oil Co. (Ohio). Prior to going to 
Washington, Mr. Kolb was gen- 
eral sales manager of Cleveland 
Electric Illuminating Co. 


x NATIONAL 
“eee DISTRIBUTION 
| Fast, Easy, Low in Cost! 


Today’s soaring sales costs call for your careful 
examination of the old tested, proved inde- 
pendent selling field. This plan has built 48- 
state distribution quickly and at remarkably 
low cost for many of America’s multi-million 
doliar industries . and hundreds of smaller 
firms. If your product or line can be sold by 
personal demonstration, we invite you to secure 
a frank, experienced appraisal of your possi 
bilities and future in the direct-to-consumer 
selling field. There ts no cost or obligation to 
te today in detail. 


| OPPORTUNITY MAGAZINE 
Dept. A-124, 28 E. Jackson Bivd., Chicago 4, lil. 
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The immediate acceptance of SUPERMARKET 
NEWS is due to our flair for news .. . plus the 
facilities and manpower to bring that news to you 
fast—weeks ahead of the field. 


While the food wholesaler and retailer in this $37 
Billion field are excited about the last-minute news 
we provide—they are also interested in the future 
of the supermarket field we so inténsively cover 
. .. because new supermarkets for food and other 
pick-up lines are mushrooming all over the land- 
seape. And it’s no secret that more and more are 
incubating on the drawing board—with the accent 
on new selling wrinkles. 


Nobody actually knows what the supermarket vol- 
ume will be 10 years hence—but everybody 

' knows that its expansion in big figures is inevi- 
table. So SUPERMARKET NEWS covers current 
news with an eye to the future . . . closely study- 
ing consumer buying habits and other related 
trends of American life . . . all painstakingly gath- 
ered and accurately reported—without any 
angles, gimmicks, or irons in the fire. 


Verily a solid paper to read and advertise in. 


Forms close Thursday for the following Monday’s 
issue. Your ad gets there first. 


— 


Introductory subscription offer is still on: $1 a 
year ... three years for $2. 


Supermarket News ee 


oe A Fairchild Publication @ Published Weekly Daily News Record 
te 7 East 12th Street, New York 3, N. Y. mnt 


Footwear News 


' “Our Salvation Depends Upon Our Printing The News.” Men’s Wear 
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Emerson Ad Column 
Bows Out; Darragh 
Column ‘Disappears’ 
(Continued from Page 1) 
for not renewing: 
“Vassar has a limited production 
of very fine garments, sold to a 


restricted list of dealers. Their ov- 
er-all advertising appropriation is 


therefore necessarily limited. The 
proper merchandising of the col- 
umn, which we feel has contrib- 
uted largely to the success of the 
operation for the first six months 
of this year, entails quite an ex- 
penditure of money. And the cost 
per insertion is not inconsiderable. 


s “All of these factors add up to 
the fact that we will have spent 
in the first six months of this year 
more than one-half of our total 
available appropriation.” 

(The Emerson column cost an 
advertiser $29,484 for 13 inser- 
tions of 42 lines each.) 

Mr. White said the column might 
have achieved long life if fewer 
supplements had been offered 
(“$30,000 is a lot of money”) and 
if the column had been sold sec- 
tionally rather than nationally 
(“this approach would have given 
us a far greater number of adver- 
tisers”). He also pointed out that 
an added limitation was the “exclu- 


only one stocking, one nail polish 
and so on. 


® As for “Dorothy Darrow’s Bul- 
letin Board,” it appears to be dead 
before it ever appeared in maga- 
zines of three competing publish- 
ers—Dell, Fawcett and Macfadden 
(AA, March 10). 

Edward J. Darragh, president of 
Dorothy Darrow Inc., called his 
plan an “unprecedented coopera- 
tive venture” and had said the col- 
umn would first appear in Sep- 
tember in 11 magazines with a 
combined circulation of 11,150,000. 

The participating magazines— 
to.have been known as the Young 
Women’s Unit—were lined up 
thus: Dell Modern Group—Mod- 
ern Romances, Modern Screen, 
Screen Stories; Fawcett—True 
Confessions, Motion Picture; Mac- 
fadden—True Story, True Ro- 
mance, Photoplay, True Experi- 
ence, True.Love Story and Radio- 
TV Mirror. 


trouble getting six advertisers, 
since a phone call to Fawcett in- 
dicated that he hasn't yet made 
any request for space, and a call 
to Dell brought this response: 
“We've tried to reach Mr. Darragh 
for the past four weeks. If you lo- 
cate him tell him to call us. We 
want to tell him his contract with 
us is null and void.” Top officials 
at Macfadden were not available 
for comment. 

The agency where Mr. Darragh 
had office space (Lewin, Williams 
& Saylor) told AA briefly, “He 
isn’t here any more.” 

Mr. Darragh couldn’t be reached 
by telephone at his home. 


Sears Sells Own Cigarets 
Sears, Roebuck & Co. has begun 
selling its own brand of cigaret, 
the Yorkshire, in 78 “A” stores 
where it has tobacco departments. 
Yorkshires, regular-size cigarets, 
will not be sold by mail order be- 
cause of varying state laws. The 
price in Chicago is 22¢ a pack, two 


Coaching Mother, Prompting 
Dad! She's a power behind the 
throne in every field of family 


buying. She can pick a product, 


switch a brand. 


Here comes the bride! More 
girls wed at 18 than at any 
other age. Is your product on 
their shopping lists...for life? 


There's one best way of reaching the 7,500,000 
young women in their teens... 


Big Buyer in her own right! 
Earnings and allowances give 
these girls $3,700,000,000 a 
year to spend...as they wish, 
fancy free. 


here today and 


woman 


sive” angle offered as an induce- The six-time insertion rate was for 4l¢ and a carton for $1.96 
ment to advertisers. This meant to have been $31,230. slightly under prices of other 
1 Advert? that Faye Emerson would endorse) Mr. Darragh apparently had brands. 
a : “ 7 


here tomorrow. 


that young 


in her teens 


ways selects herself. 


Getting gifts galore! For birth- 
days, graduation, Christmas, 
hope chest. Gifts she nearly al- 


seventeen sells! 


New York 


* Boston * Chicago * Hollywood * Atlanta 
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O’Cedar Leaves 
Young & Rubicam 
and Names Turner 


| (Continued from Page 1) 

| pointed out that O’Cedar’s position 
“has been built on aggressive ad- 

| vertising” and added, “If anything, 
its billings will grow larger as the 

| years go on.” 

Mr. Turner reported he currently 
has a staff of 12 and does not plan 
to add personnel. He expressed the 
opinion that this force would be 
sufficient to handle O’Cedar and 
the agency’s other accounts. 


8 O’Cedar went to Y&R in March, 
1946, at which time its billing was 
about $200,000. It dropped off to 
$90,000, but shot up to more than 
$1,000,000 in 1950, after it had in- 
troduced its new sponge mop (AA, 
April 10, °50). 

The company zoomed to leader- 
ship in the mop industry through 
an all-out ad drive developed by 
Y&R. Women used to wringing 
string mops were appealed to with 
the copy theme, “New wet mop 
keeps hands dry.” Full-page ads 
were run in the shelter magazines, 
backed by an intensive campaign 
on the local level. In Chicago, the 
sponge mop was introduced with 
1,500-line newspaper ads, followed 
by six 1,000-line and six 600-line 
ads over a period of 13 weeks. This 
was augmented by 51 television 
spots. 


@ Expanding city-by-city, O’Cedar 
got national distribution within six 
months, with sales far exceeding 
expectations. George Barnes, who 
is still president of O’Cedar, cred- 
ited the success to “an aggressive, 
educational advertising job.” The 
mop was sold at about twice the 
price of competitive mops, and 
Y&R credited much of the sales 
success to effective TV spots (AA, 
March 14, ’50). 

In 1951, O’Cedar billings with 
Y&R reportedly went over the $2,- 
000,000 mark. In addition to the 
sponge mop, it makes a wax, clean- 
er, polish and dust mop under the 
O’Cedar name, and Dri-Glo, a sili- 
cone-base furniture polish. 

Robert Smith has been sales pro- 
motion and advertising manager 
for O’Cedar since 1948 and will 
continue in this position. He has 
been with the company since 1942. 


| Art Guild Show to Tour 


The sixth annual Artists Guild 
of Chicago Commercial Art Ex- 
hibition will be held at the Michi- 
|'gan Square Bldg. for one week, 
|Starting June 23. All work dis- 
played will be photographed in 
| full color and put on 35mm. slides 
The artist’s name, ad agency and 
advertiser identification will be 
displayed and the entire set com- 
bined into a package for showing 
| to groups interested in commercial 
| art throughout the country. 


‘ 


Four A’s Names Wittner 


Fred Wittner, partner of Fred 
Wittner Advertising, New York, 
has been appointed to the standing 
committee on business papers of 
the American Assn. of Advertising 
Agencies, New York. 


Business men everywhere use FOTOTYPE 


to beat high type costs. A sure, quick 
way of preparing copy for offset or any 
photographic reproduciion Anyone 
can doa professional job (A stenog 
rapher set this entire ad). Send 
for free catalog over 100styles 
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No magazine promotion tan be better than the magazine it promotes. Ralph Waldo Emerson 


never wrote a line of tion copy in his life; but he said everything there is to be 

said on the subject: ‘What you are... thunders so that I cannot hear what 

you say.” Practical Builder asks you to look at the book...and look at the record. 
See what PB is...not what PB says. Thumb through its pages: no frills or fancy pants, 
just solid stuff. That’s why every issue is full of meat and meaning to builders and 
contractors. That’s why advertisers who are more interested in 


promoting their own salés than in magazine promotion 
Affiliated with 6 Building Industry Magazines 


‘ehed Ale. 


agree: ‘When you’re in PB you're in!” aN ANON Pima 
in the building industry: Building Supply News, Building 
Material Merchant, Ceramic Industry, Ceramic Data Book, 


Brick and Clay Record, Masonry Building. Send for our 


free to any manufacturer who asks for it on his letterhead. 


OinoustRiar PUBLICATIONS, INC., CHICAGO 3 


... Of the light construction 
industry 


SoAK 


$e Ee Soe 


64-page book... THERE'S MONEY IN REMODELING... 
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LULL tetra 


Wanted: Smarter Clients 


It seems a little ironical to us that Young & Rubicam should have 
gotten the Piel Bros. account from Kenyon & Eckhardt. Only four 


_ % months ago, Y&R lost Schlitz after five years—five years in which 


Behlitz had been first in beer sales in the nation. 

One would say that, judged from the outside, Y&R hardly deserved 
to lose the account, and that the $7,000,000 Schlitz spends on adver- 
tising through its agencies had been spent to good effect. 

Now Y&R has another beer account, but to an outsider it is just 
as surprising that it was acquired from K&E, because again the evi- 


“Something light and not too long. . .the television set 
should be repaired by tomorrow.” 


TTT 


—Electrical Merchandising 


What They're Saying 


Predicts Downtown Areas 
Won't Become Ghost Towns 
There is no truth in the often 


dence indicates that Piel’s beer was getting an exceptionally good ad- | repeated statement that downtown 


Yertising job. For the first quarter, Piel’s sales in 25 chains were re- 


areas of our cities will become 


orted up 69% over those of a year ago; April package store sales | ghost towns. There is plenty of 


r metropolitan New York were up 41% compared to the same month 


dn 1951. And last year, we are told, Piel’s recorded a 42% increase over 


"1950, and the brewery moved up five notches in ranking among its | 


gompetitors. 
’ This all looks like additional evidence of the truth of the wry agency 
Bdage that “you're just as likely to get fired for doing a good job asa 
Jousy one.” 

It also looks like additional evidence that what the advertising 
business needs most are advertisers who can tell the difference be- 
tween a good job, a bad job, and a fair job under the circumstances. 

Advertising has nothing to gain by individual caprice in the face 
of proved performance. It has much to lose, It seems to us that ad- 
wvertisers would do well to adopt toward their agencies the attitude 
most employers have toward their employes—that so long as his work 
is good, a man is secure in his job 

A good many advertisers do have this attitude, and in almost every 
instance they get good advertising. They can prove that, applied to 
the advertiser-agency relationship, this attitude is eminently sensible. 


Keep Your Eye on the Ball, Fellows 


There is a great deal of uproar and to-do in the business about 
President Truman's attacks on advertising, and what people think or 
don’t think about advertising. There is also a great deal of very moral 
talk about raising advertising standards. 

We refuse to take a back seat for anyone in our concern over what 
public figures, legislators, educators and the general public think 
of advertising. And we have certainly demonstrated our very real 
concern over the kind of advertising that induces low opinions of ad- 
vertising 

But once in a while, as we read hot-headed resolutions adopted by 
advertising groups, and listen to session after session of convention 
talk about get the 
strange feeling that a good many people in the advertising business 


“advertising’s public relations problems,” we 
are losing their sense of perspective 

Attacks on advertising ‘ought not to be ignored. Misleading, inac- 
curate advertising, or that which is in bad taste, ought not to go un- 
challenged. We have challenged these things time after time, and in- 
tend to continue doing so 

But we don’t intend to devote so much of our thinking or our ef- 
forts to these side issues that we lose sight of the fact that advertis- 
ing’s primary job is to sell goods and services, from day to day, and 
that the primary energies of advertising people should be devoted to 
creating better, more effective, more resultful advertising 

Hollering back at the people who holler at you is sometimes fun, but 
seldom particularly rewarding. If we do a better, more efficient job of 
day-to-day advertising, we won't have to worry about those who 


holler at us. Our works will speak for themselves 


‘ 


}room for the pendulum to move 
| the other way. There are several 
reasons why I think it will. For ex- 


The heavy swing from public 
to private transportation which has 
| seen the riders on our local Chi- 
cago Transit Authority drop from 
| 90,000,000 riders in March, 1948, 
to 59,000,000 riders in March, 
| 1952, will be reversed when we 
lcome to realize the true in 
| subsidy involved in a man driving 
to work in his own car and when 
we realize that modernization of 
| mass transit is more than just buy- 
ing new equipment. 

Urban redevelopment has only 
just started. Within the next 20 
years we will see a tremendous re- 
vival in the close-in areas where | 
the real benefits of urban living 
are to be found. It would be eco-| 
nomic folly to abandon the mil- | 
lions of dollars in utilities, cultural | 
institutions and basic facilities} 
which are located there. 

Once we outgrow the wasteful 
practice of dividing our metropoli- 
tan areas into scores of separate 
political units, we will adopt a 
mature set of planning, zoning and 
living patterns. 

—James C. Downs Jr., president of 

the Real Estate Research Corp. of 

Chicago, before the National Assn. of 

Building Owners and Managers annual 

convention, as reported in “Com-| 

merce.” | 
| 
Multiple Brand Acceptance | 

Packages in grocery stores are 
no longer containers. They them- 
|selves are the salesmen in self-| 
service stores. The package must 
catch the eye of the customer, must | 
identify the product or brand, must | 
carry an impression of quality, 
must indicate the use of the prod- 
uct in order to consumate the sale 
as an impulse sale. In other words, 
the package functions as a retail 
salesman. 

This situation places far greater 
responsibility upon consumer ad- 
vertising. Where advertising has 
presold the product, selling at the 


ample: 
| 


cost 


point of sale is accelerated. 

We might then hastily conclude 
that all we need to do in order to 
enjoy expanding sales is to in- 
crease our advertising. Advertising 
more strongly, we sell our products 
better and we would continue to 
enjoy increasing sales. 

But it’s not quite that simple be- 
cause in self-service stores con- 
sumer selection has replaced con- 
sumer demand. Few brands today 
are so well advertised, so strongly 
in print that you can be sure that 
people are going in there and de- 
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Rough Proofs 


“Ad people,” says Clyde Bedell, 
“do about as well as they are re- 
quired to do.” 

It’s just a little trait of human 
nature. 


In its forecasting operations, says 
| Harold F. Waite, Burroughs Add- 
|ing Machine Co. keeps “thoroughly 
| abreast of all current political and 
|economic events.” 

This year the politicians are set- 
ting a pretty fast pace. 


“Piel ditches K&E after sales 
jump,” reports the world’s great- 
est advertising journal, 

This seems to be standard prac- 
tice in the brewery field 


NAMP will change its name in 
September to Magazine Publishers’ 
Assn., and the fact that the old 
initials suggested the National 
Assn. of Manufacturers had noth- 
ing to do with it. 


“Admen agree TV rates must 
eventually drop,” the news story 
Says. 

Eventually, but not now 


“Why buy the whole steer if you 
just want steak?” inquires the Her- 
ald Tribune. 

The best answer is supplied by 
owners of those big home freezers 


The new Dodge truck campaign, 
it is reported, is featuring unsolic- 


mand those items. Today we have | 
what I call multiple brand accept- 
ance instead of consumer demand. 
This situation increases the re-| 
sponsibility of the manufacturer's | 
salesman at the point of sale. | 
—J. Sidney Johnson, director of trade | 
relations, National Biscuit Co., speak-| 
ing before the Sales Executives Club} 
of New York | 


Greatest of Weapons 

Today, when more and more is 
done for the individual and less 
and less by him, advertising can 
do much to keep in balance our 
sense of values, to ensure that 
what is old is not discarded simply 
because it is old, be it thought or 
thing. It can keep society from 
bogging itself in a slough of slick- 
ness and sophistication. It can help 
us to love our neighbor—in the 
next street or across the sea. It! 
can hold high our national pride | 
and explain it to other peoples. It 
is a cornerstone of the civilized ar- 
moury. For words are still the} 
greatest of weapons—and the most 
humane—and the adage of the pen | 
and the sword is truer than ever. 


—I. W. Lyon, author of one of three 
top-prize winning essays on “Why 
Beiieve in Advertising,’ sponsored by 
the Advertising Assn. of Great Britain 


- 


Opposing Philosophies 

There are two main opposing 
philosophies in this country today. 

One is that “government can 
do it better than industry and 
business.” The other is that “in- 
dustry and business can do it bet- 
ter than government.” 

Which one is going to win out at 
the polls next November? 


—Trundle Talks, issued by 
Engineering Co., Cleveland 


Trundle 


ited testimonials from enthusiastic 
customers. 
Ask the man who owns some. 


The efforts of manufacturers of 
feminine lingerie to interest college 
boys in buying their products miss 
the point. The thrill of possession 
is having had the girls own the 
underwear, and preferably occupy 
it. 


“Leo Burnett would like to find 
two more good writers,” the ad 
says. 

Don't hesitate to apply, even if 
you think you're not quite as good 
as Leo. 


“Here’s one woman who doesn’t 
cost money!” she says defiantly in 
a classified ad. 

She must mean she isn’t married 


A midwestern agency offering a 
copy job says the pace is stimu- 
lating but not ulcer-producing, as 
in the big city. 

Out in the great open spaces you 
can forget to worry about the prob- 
lems of the Yankees, Giants and 
Dodgers. 


One thing Time’s book on col- 
lege graduates omitted is how the 
fellows returning to class reunions 
explain to themselves what they’ve 
done with all those fleeting years. 

Copy Cups. 


ht EE ae El 

a some 

4 eS UIA | 

ee a | 4 TT TI iy a : 

a2 | mp roe 7 : 

es Vy YS p.. oF 

= ijl | | es 

ee yedy ] (Sj i 

3 es | | a ie 

| : 

| a _ 

: | 

a : 

a ee: a 


The feud between 


MacArthur and Eisenhower 


Robert E. Sherwood tells why their feud is 


personal, bitter and politically explosive... 


ITHOUT a doubt General MacArthur and Gen- 

eral Eisenhower are two of the greatest military 
men America has ever produced. Can it be true that a 
deep and bitter ill-feeling exists between them? 


What are their real personal differences? What devel- 
opments of Allied high policy have increased their ani- 
mosity? And in what circumstances can the MacArthur- 
Eisenhower feud blow the G.O.P. convention right 
through the roof? 


In an article in the current Loox, Robert E. Sher- 
wood, Pulitzer prize-winning historian and play- 
wright, gives the answers to these questions. Mr. 
Sherwood speaks with unique authority. He has been 
personally acquainted with both generals. And having 
been President Roosevelt's intimate friend and adviser, 


he knows the inside story of how top-level decisions on 
global strategy widened the breach between the two 
generals. 


Mr. Sherwood’s penetrating article appears in Look 
at a time when the MacArthur-Eisenhower feud has 
immediate national and international implications. Like 
so many of Loox’s timely, distinguished reports, it will 
help the millions of men and women in Looxk’s vast 
reader audience to reach their own decisions on impor- 
tant questions of our day. 

In this same issue, LooK reports on another aspect of 
the current political scene; the results of a nationwide 
poll of Republican and Democratic county chairmen. 
They predict who will be nominated in July... and 
elected in November. - 
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AMER! 
APPRA 


IMP ANY 


DAYTON RUBBER CO 


EXECUTIVE BOOKS 


FLEISCHMANN 
DISTILLING CORP 
HALL Wiser's de Luxe) 


CHALFONTE-HADDON 


FOSTER PARENTS 
PLAN FOR 
WAR CHILDREN, INC 


GANTNER & 
MATTERN CO 


GENERAL ANILINE 
CONCERT HALL & FILM CORP 


SOCIETY, INC 
Ansco Div.) 


NNECTICUT F GENERAL 
,ENERAL CABLE 
URANCE CO CORP 


P97, 


GENERAL ELECTRIC 
co 


Air Conditioning 


GENERAL ELECTRIC 
co 


Hotpoint) 


GENERAL ELECTRIC 
co 
X-Ray Dept 


GENERAL MOTORS 
ACCEPTANCE CORP. 


GENERAL MOTORS 
corRP 
(Detroit Diesel Engine) 


GERMAN TOURIST 
INFORMATION 
OFFICE 


GOODALL 
MANUFACTURING 
CORP. 


B. F. GOODRICH 
co 
Tire Div.) 


GOODYEAR TIRE & 
rupBER CO, INC 


Double Eagle Tires) 


GOODYEAR TIRE & 
RUBBER CO., INC 
Life Guard Tubes) 


GOODYEAR TIRE & 
RUBBER CO, INC 


Jovst 


ALEXANDER 
HAMILTON 
INSTITUTE 


HARRISON 
PRODUCTS, INC 


HARTFORD 
STEAM BOILER 
INSPECTION & 
INSURANCE CO 


INSURANCE CO 
OF NORTH AMERICA 


JONES & LAUGHLIN 
STEEL CORP 


THE KAWNEER CO. 


KENNECOTT 
COPPER 
CORPORATION 


LYON 
METAL PRODUCTS, 
INC 


MAGIC CHEF INC 


THE MAICO CO., 


MAYFLOWER 
WAREHOUSEMEN'S 


MERCANTILE 
NATIONAL BANK 
Dallas, Texas) 


MERCURY MFG. CO. 


MONSANTO 
CHEMICAL CO 
(Orgenic 


Chemicals Division) 


MORGAN STANLEY 
& co. 


MOTOROLA, INC. 


NATIONAL TRUCK 
LEASING SYSTEM 


NEW HAMPSHIRE 
BALL BEARINGS 
INC 


NORTH STAR 
WOOLEN MILLS 
co 


PARK & TILFORD 
DISTILLERS CORP 
(Vat 69 


PHILADELPHIA 
ELECTRIC CO 
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PUBLIC SERVICE 
COMPANY OF 
OKLAHOMA 


RADIOEAR 
CORPORATION 


RAND McMALLY 
&co 
(Road Atlas) 


READER'S DIGEST 
INTERNATIONAL 
EDITIONS, INC 


THE REPORTER 
(Fortnightly 
Publishing Company) 


REPUBLIC 
AVIATION 
CORP 


REPUBLIC STEEL 
CORP. 


ROCKFORD 
BRASS WORKS 


RONRICO CORP 


$T. LOUIS- 
SAN FRANCISCO 
RAILWAY COMPANY 


Ps 


SABENA 
BELGIAN 
AIRLINES 


SAFEWAY STORES 
INCORPORATED 


THE SATURDAY 
EVENING POST 


SCANDINAVIAN 
AIRLINES 
SYSTEM INC 


SCHENLEY STANDARD 
DISTILLERS, INC REGISTER CO 
(Institutional 


SECURITY MUTUAL 
LIFE INSURANCE 
COMPANY 


STERLING DRUG 
INC 
(Bayer Aspirin 


STONE & WEBSTER 
SECURITIES 
CORPORATION 


L. C. SMITH STROMBERG 
& CORONA TIME 
TYPEWRITERS, INC CORPORATION 


MM. SNOWER 
& COMPANY 


SOUTH BEND 
BAIT CO 


SOUTHERN 
PACIFIC 
co 


THE SOUTHWARD 
HOTEL 


TUBING 
APPLIANCE CO 


THE UNION 
CHAIN & 


MANUFACTURING CO 


WESTINGHOUSE 
ELECTRIC 
DEHUMIDIFIER 


A c. wooos 
& COMPANY 
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( Advertisement) 


~ Specialists in! SILK SCREEN PRINTIN 


DuMont Appoints Eadeh 
Edward R. Eadeh, formerly di- 
rector of coverage and market re- 
search for radio and TV with 
American Broadcasting Co., has 
been appointed manager of the 
research department of DuMont 
Television Network. He succeeds 
Melvin A. Goldberg, who has been 
granted leave of absence to join 
the U. S. Department of State. 


Names Whitlock & Swigart 

The Department of Commerce 
and Industry for the State of 
Louisiana has appointed Whitlock 
& Swigart, New Orleans, to direct 
its advertising 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


‘Farm Journal’ 
Lifts the Veil 


on 5-Year Study 


Cincinnati, June 17—After five 
years of research and development, 
Farm Journal today unveiled a 
new mathematical approach to me- 
dia selection 

Ira Bix, director of advertising 
research for Farm Journal Inc., 


Marketers 
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told a session of the American 
Marketing Assn. this morning that 
the development makes it possible 
to: 

1. Relate all audience measure- 
ment data to each other. 

2. Tailor a media list for maxi- 
mum efficiency. 

3. Determine the efficiency of 
individual media. 


Mr. Bix said that “the starting 
point for evaluating all audience 
measurement is duplication analy- 
Sis, since duplication measures the 
relationship existing between me- 
dia in terms of audience.” 


@ The formulas which he dis- 
closed today represent three types 
of curves. One curve measures the 
efficiency of a media list in terms 
of cumulative net coverage. Net 
coverage, he indicated, is a func- 
tion of gross circulation. 

A second curve measures the ef- 
ficiency of an individual medium 
in terms of its per cent of undupli- 
cated circulation with respect to 
the total circulation of publications 
on a list. 

The third curve is still in the 
process of investigation, he de- 
clared. However, this curve is a 
distribution curve of the total 
number of impressions. In other 
words, it measures the size of the 
audience receiving only one im- 
pression, two impressions, etc., 
whether such impressions result 
from repeat insertions or from use 


Agencies and advertisers 


often find themselves against 
almost impossible deadlines 

on mechanical production of 
advertising, and advertising 
materials. Vogue Wright has 
tremendous production facil- 
ities to take care of those peak 
overload periods. 24 hour art 
service is not uncommon. 
Competent and thoroughly ex- 
perienced art direction that 
can produce under pressure. Let 


oe | us give you a practical dem- 


onstration the next time you 
need more manpower in 
advertising production! 


only Vogue Wright 
offers these services 

¢ Advertising Art: Catalogs, 
Training Manuals and Book- 
lets, and Brochures * Fashions 
* Photography * Television « 
Motion Pictures * Slide Films 


you're in a pinch call 
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of different media. 


® In a discussion of the basic the- 
ory, Mr. Bix pointed out that the 
basis of duplication analysis (and, 
thus, all audience measurement) 
is primary circulation coverage of 
families for a single issue. 

He said that the mathematical 
formulas have been developed 
through an analysis of more than 
20 published studies conducted 
during the past 14 years—or a 
total sample size of more than 
200,000. 

They include the Magazine Au- 
dience Group studies, the Maga- 
zine Advertising Bureau study, the 
Accumulative Audience Studies of 
Life, Starch reports, studies by 
Look, Crowell-Collier, Macfadden 
and others, including studies based 
on Industrial Survey’s National 
Consumer Panel. 


8 Most significant facts are that 
the general mathematical equa- 
tions fit every set of data studied 
and do not change with time. 

Mr. Bix said that the problem 
of making media selection most 
efficient is one of “obtaining for 
any product and budget the most 
effective combination of net cov- 
erage, total impressions and total 
audience with desired frequency of 
impression.” 

Further, he declared, his find- 
ings reduce each of these factors 
to mathematical functions and in- 
dicate how they can be solved 
simply and with almost any degree 
of accuracy desired. He said suf- 
ficient data now exists to solve 
these problems using the formulas 

The Farm Journal development, 
called “Mediamatics,” enables a 
media buyer to predict the net 
coverage of a large number of in- 
sertions (e.g., six insertions) in 
general magazines to within 1% 
accuracy, Mr. Bix said, using only 
the factor of gross circulation. 


8 This relationship of duplication 
or net coverage to gross circulation, 
he explained, is fundamentally a 
result of the fact that the popu- 
lation is homogeneous with respect 
to circulation and readership. 
Mr. Bix discussed in some detail 
the manner in which the equations 
had been developed and explained 
how “it is possible to determine 
and measure the degree to which 
any magazine differs from any 
other in terms of every area of 
editorial interest. This is possible,” 
he added, “not only in terms of the 
physical attributes of an audience, 
but in terms of reader intensity, 
believability, and any psychologi- 
cal factor, when such factors are 
specifically defined and measure- 
ment data on them is available.” 


s Similar mathematical expres- 
sions, he said, eventually may be 
written for predicting human be- 
havior or for measuring copy ef- 
ficiency or sales effectiveness. 

The detailed report consists of 
more than 50 pages and about 
100 charts and is expected to be 
completed within the next few 
months. He emphasized that the 
expressions are not necessarily 
“final,” and said that later modi- 
fications may permit the descrip- 
tion of media circulation “to an 
even more exact degree.” 


White Opens Art Studio 

Harold D. White, formerly v.p 
and general manager of Kirk B 
Shivell Inc., Ridgewood, N. J., and 
New York, has opened his own il- 
lustration studio in North Eastham, 
Mass. Mr. White has been af- 
filiated with Shivell in creative 
and account work since the agency 
was established seven years ago. 


JUST ASK FOR MARIE: 


Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph, mimeograph, addressing or 
mailing job. Quick pick-up and de- 
livery, fast and accurate work, plenty 
of experienced personnel. charges 
always in line. THE LETTER SHOP. 
Inc., 431 S. Dearborn St.. Chicago 5 
(Now in our 24th successful year.) 
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Post Office Calls 
Barbasol Baseball 
Contest a Lottery 


INDIANAPOLIS, June 17—Barbasol 
Co. has been ordered by the Post 
Office Department to discontinue 
its baseball contest and has done so 
as of June 2, although disagreeing 
with the reasons given by postal 
authorities for the order. 

The Post Office contends that 
because entry blanks have been 
published in newspapers, some 
person might buy a newspaper for 
the sole purpose of obtaining a 
contest entry blank. The person 
would then be paying money for 
the opportunity to win a prize, 
which would be a consideration 
and thus make the contest a lot-| 
tery. | 

A Barbasol spokesman told AA, | 
“We disagree with this technical- | 
ity, having had all details of the 
contest checked and _ carefully 
studied by competent legal counsel 
prior to announcing the contest. 


8 “But with the season too well | 
advanced for time-consuming liti- 
gation, it seems advisable to exer- 
cise the right reserved in the con- 
test rules and terminate this par- 
ticular advertising campaign.” 

The contest will be replaced by 
other advertising and promotional 
effort. Awards are being made to | 
winners of the May contest and | 
will be made to these of the June 
contest, which ended June 1. | 

Erwin, Wasey & Co., New York, | 
is the agency. 


Shapiro Joins WFAA-TV Sales 


Mike Shapiro, who has been with 
an advertising specialty company 
in Dallas for the past year and has 
been in the commercial radio field 
in Texas, Minnesota and Wiscon- 
sin, has joined the sales staff of 
WFAA-TV, Dallas. 


Schmidt Directs Research 


William Schmidt, formerly with 
the California Public Utilities 
Commission, has been appointed 
research director of Frank Sulli- 
van Associates, San Francisco pub- 
lic relations consultant. 


Nounnan Heads PR for R&R 


Frazier E. Nounnan, formerly 
with the public relations depart- 
ment of J. Walter Thompson Co., 
Chicago, has been named director 
of public relations and publicity 
for Ruthrauff & Ryan, Chicago. 


No. 5 in a Series 


ANT.... 


When You Think of 
the LAST WORD in 


EQUIPMENT it’s 
NATIONAL van unes, inc 


Who Has It 


e RAIN-PROOF e¢ DUST-PROOF 


The ultimate in moving is at your serv- 
ice. This equipment warrants the praise 
of so many of our satisfied customers. 


YES SIR ... for the best in moving 
service, contact your nearest National 
office or agent — refer to the yellow 
pages in your telephone book. 


ay wd 4 


NEW YORK 


wf 


‘SAN FRANCISCO 


NATIONAL VAN LINES :. 


WASHINGTON, OC. 
DALLAS 


SACRAMENTO 
LOS ANGELES 
s 


CXEC. OFFICES: 2431 IRVING PARK ROAD 
CHICAGO, ILL. 


{2 


Bostwick Named McCray S.M. 


J. W. (Wally) Bostwick, at one 
time sales manager of the electri- 
cal refrigeration division of Servel 
Inc., Chicago, and more recently 
v.p. and general manager of Betz 
Corp., Hammond, Ind., of which 
he is still a director, has been 
named general sales manager of 
McCray Refrigerator Co., Kendall- 
ville, Ind. 


Barcalo Promotes Hipkiss 
Robert W. Hipkiss has been pro- 
moted to the new position of man- 
ager of the tool division of Barcalo 
Mfg. Co., Buffalo. He has been 
sales manager of the division since 
1950 and will continue his sales 


| duties. 


Pacific Promotes Whan 

Don Whan, v.p. of Pacific In- 
door Advertising Co., manager of 
the northern California operation 
for six years, has been transferred 
to the headquarters office in Los 
Angeles as general manager. 


Names Craigie Advertising 
Mound Metalcraft Inc., Mound, 
Minn., maker of Tonka toys, has 
appointed Craigie Advertising, 
Minneapolis, to handle its adver- 
tising and assist in merchandising 
and sales promotion campaigns. 


Joins Meldrum & Fewsmith 

H. A. (Hal) Pfeiffer, formerly 
advertising manager of Heatilator 
Inc., Syracuse, has joined the sales 
promotion staff of Meldrum & 
Fewsmith, Cleveland agency. 


Promotes Charles Lemperly 
Charles M. Lemperly, for the 
past nine years v.p. and director of 
sales for Sherwin-Williams Co., 
Cleveland, has been promoted to 
director of public relations. 


Senor Joins Gregory & House 

Howard L. Senor, formerly with 
Ann Kobitz Advertising, Cleve- 
land, has been appointed an ac- 
count executive of Gregory & 
House, Cleveland. 


LITHOGRAPHED CARDBOARD DISPLAYS 


CHICAGO 6 * 


“What?” cried the Chairman of the Board, 
“We've got a million cases stored? 
Our P.O.P. must lack attraction— 

Call Inland in and get some action!” 


INLAND LITHOGRAPH COMPANY 


IDEAS + FACILITIES + EXPERIENCE 


RANDOLPH 6-3256 


“HAVE 


TUXEDO... 


WILL 


e-Marks 


TRAVEL!” 


‘Columbia Masterwork 
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it pressed on Columbia Transcriptions . . . 


% 


“ 
) 
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COLUMBIA 


TRANSCRIPTIONS 


dress up your 
idea and 
make it go places! 


hen your idea has to make an impression, have 


the very 


best custom recordings in the business. 


Any size, any speed, any need. . 
minutes on a 7"—78 rpm, or up to an hour on a 12" 
. Columbia delivers the goods and delivers them fast. 
From recording and pressing to packing, shipping, and 
saving you time and money . . 
the vast benefits of by far the world’s finest production 
and engineering facilities, equipment, and experience. 


. whether it’s four 


. Columbia gives you 


Studios in New York, Chicago, Los Angeles, 
or just as close as your nearest tape recorder. 


COLUMBIA 


, hamonptiongs 


A Division of Columbia Records inc. Of 


New York—799 Seventh Avenue, Circle 5-7300 
Chicago— 410 No. Michigan Ave., WHitehall 4-6000 


\ 
, \ 


)\ 


a 


% 


Los Angeles— 


8723 Alden Drive, BRadshow 2-541! 


COLUMBIA TRANSCRIPTIONS 
799 Seventh Avenue, New York, N. Y. 


Please send me full inf ati: 


about Columbi 
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Morris Films Inc. Formed 


Howard D. Morris of Cavanaugh 
Morris Advertising, Pittsburgh, has 
formed Cavanaugh Morris Films 
Ine. Ted Mason, of Mason Marion- 
ettes, has been named film pro- 
duction director. The organization 
will produce television films with 
major emphasis on puppet and 
and trademark films for moderate 
budget advertisers. 


: Appoints Davis-Parsons 

t H. T. Kennedy Co., New York, 
U.S. agent for the railroad products 
ee made by Bredbury Steel Works, 
Stockport, England, has named Da- 
vis-Parsons, New York, to handle 
advertising for Macbeth spike an- 
chor and Aladdin rail and wheel 
flange lubricator. Trade publica- 
tions and direct mail will be used. 


Flenner Appointed S.M. 


S. E. Flenner Jr., formerly with 
Methods Engineering Council, 
Pittsburgh management consultant, 
has been named general sales man- 
ager of Alloy Precision Castings 
Co., Cleveland. 


Four A’s Names Wittner 

The American Assn. of Advertis- 
ing Agencies has appointed Fred 
Wittner, partner of Fred Wittner 
Advertising, New York, to its 
standing committee on business pa- 
pers. 


Tea Men Meet in Sept. 

The Tea Assn. of the USA will 
hold its seventh annual convention 
Sept. 21-24 at the Mt. Washington 
Hotel, Bretton Woods, N. H. 
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(Based on ABC figures for first half years) 


This chart tells the story of the steady growth of 
The Elks Magazine audience which has doubled 


its subscribers in 10 years. 


Significance is added to such progress when you 
i know that Elks’ incomes are double the national 
: median. This assures a growing class income 
i market at mass advertising rates. 


y 


( ,» \4 4 


New York » Chicago * Detroit - Los Angeles 


RCA Victor Plans 
Heaviest Summer 
Advertising Push 


CaMpEN, N. J., June 17—The 
heaviest hot-weather advertising 
push in RCA Victor history has 
been started with the summer- 
long sponsorship of two major net- 
work shows. The two programs 
are the “Meredith Wilson Show,” 
on radio, and “Curtain Call” on 
TV. 

This concentration of summer- 
time advertising strength was 
planned to help radio and tele- 
vision dealers capitalize on nation- 
al interest in the forthcoming pres- 
idential conventions and cam- 
paigns. 

Commercials will underscore the 
importance of keeping posted on 
the conventions via RCA Victor 
television. Other items to be fea- 
tured include 45 rpm. records and 


record players, portable radios, 
batteries, air conditioners, and 
service. 

The Wilson show, which is 


aired each Sunday night from 8 to 
8:30 p.m., EDT, includes the pre- 
views of discs and occasional in- 
terviews with name guest stars. 
“Curtain Call” will dramatize fa- 
mous events and stories each Fri- 
day night beginning June 20, from 
8 to 8:30 p.m. 

| 

| 
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Du Pont Appoints Ham 


Peter Ham, formerly an account| 
executive and agricultural special- | 
ist for Batten, Barton, Durstine & | 
Osborn, New York, has been ap- 
pointed to supervise the promotion 
of agricultural and industrial prod- 
ucts in the advertising department 
of the Grasselli chemicals depart- | 
ment of E. I. du Pont de Nemours} 
& Co., Wilmington. 


Breeze Bows in Canada 

Lever Bros. Ltd, Toronto, 
shortly will introduce Breeze de- 
tergent in Canada. Distribution has 
not been completed yet but it is ex- 
pected that large space insertions 
in newspapers, plus radio spots, 
will break the campaign. Mac- 
Laren Advertising Co., Toronto, is 
the agency. 


Milgram Joins ‘N. Y. Post’ 


Joseph B. Milgram, formerly ad- 
vertising and merchandising direc- 
tor of John F. Trommer Inc., 
Brooklyn and Orange, N.J., has 
joined the national advertising | 
staff of the New York Post He 
will specialize in beer, wine and 
liquor accounts. 


your success is ovf business... 
meeting your deadlines without sacrificing quality... 


“providing your organization with efficient 
service, willingly given... 


producing for you the finest quality printing 
y skilled craftsmen in 


i plates.. 
ttt o's most modern plant. | 
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Getting Personal 


Mr. and Mrs. Bernard C. Staffeldt of Greenwich, Conn. (he’s east- 
ern ad representative in New York for the Chicago Sun-Times) 
have been honeymooning in Miami Beach...Another Florida visitor 
is Bob Hoffman, PR director at Brisacher, Wheeler & Staff, San 
Francisco, who left on Friday the 13th for a business trip as well as 
to visit his old home locale. . . 

Dick Seller, account exec at Don Allen & Associates, Portland, 
Ore., left on the 14th for a couple of weeks in Mexico City and 
Acapulco. ..At the last meeting of the season for the Baltimore Ad- 
club, Rebert Freedman, president of Yellow Cab and a member of 
the club’s board of governors, received the Hollander Award, pre- 
sented annually by the Sidney Hollander Foundation for “outstand- 
ing contribution toward the achievement of equal rights and oppor- 
tunities for Negroes in Maryland.”.. 


SYMBOLIC—Included in this beaming span of oxen are brothers Robert (on the right) 
and John Falkner Arndt, of the Philadelphia advertising agency of the same name. 
The antique yoke was presented to them by Harry A. Ehle, v. p. of Arndt’s client, 
International Resistance Co., on the occasion of the opening of the agency's own 
four-story building. According to Drover Ehle, the yoke boli close + k, 


years of patient toil, and weighty real estate tax burdens to come. 


Guy P. Gannett, New England newspaper publisher, was married 
a few weeks ago in Portland, Me., to Pamela L. Wells of Portland. 


.Mr. Gannett is president of the Portland Press Herald, Evening Ex- 


press and Sunday Telegram; Waterville Sentinel and the Kennebec 
Journal, Augusta, and Stations WGUY, Bangor, and WGAN, Port- 
land... 

An agency romance led to Boston’s Old South Church not long ago 
when Maurice L. Tyler, president of Hermon W. Stevens Agency, 
married Anna Lanata, his Girl Friday... 

The smiling face of Vince Mentgen, sales representative for Chi- 
cago Show Printing Co., is on the cover of an advertising publication 
said to be the Japanese version of AA. The cover is a reproduction 
of one of a series of ads prepared by George H. Hartman Co. 
for the display company and used in the advertising press here. It 
was given star billing as an outstanding example of American ad- 
vertising. .. 


eal 


PROUD PAPA—John H. Poole, left foreground, owner-manager of KBIG, Catalina 

Island, announces the arrival of twin girls by handing a nine-inch cigar to Stu Wil- 

son, production manager of the station. The boot, a 45-foot Chris Craft, is used to 
shuttle station personnel between the mainland and the island studios. 


When Adolph J. Schneider, director of NBC-TV news and special 
events, was in Omaha, not long ago, to receive the University of 
Omaha's 52 citation for alumnus achievement, he found himself 
scheduled for an appearance on WOW-TV. “You can’t put me out 
there—I'’m a behind-the-scenes-man,” he protested. But he went 
through with it—Ray Clark, WOW newscaster, doing the interview- 
ing... 

Four staff members of the National Outdoor Advertising Bureau 
were honored June 6 at a meeting of the New York staff, and given 
engraved gold wrist watches in recognition of their 25 years with 
NOAB. Those on the receiving end were Rose Marie McLaughlin, 
purchasing agent; Fred J. Evans, v.p. in charge of New York opera- 
tions; Stanley W. Deck, v.p.; and William C. Roux, manager of the 
painted display department. John M. Paver, NOAB president, made 
the presentations. . . 
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JANUARY 


1000 


INDEPENDENT 
DRUGGISTS 


receive January Post display kit 


75,000 mark is reached in requests by automotive dealers 
for display reprints of first car ads in the Post. 


MAY 
4989 
ELECTRICAL 
RETAILERS 


tie in with the Post’s Electrical House- 
wares Gift Campaign. 


4000 SUPER MARKET OPERATORS 


are guests at the Post booth at the Super Market Convention. 


FEBRUARY 


1968 
FOOD STORES 


tie in with Second Post 
Family Shopping promotion 


JUNE 


Hoo 


B. F. GOODRICH STORES 


hold store-wide “As Advertised in the Post” 


displays of appliances, automotive prod- 


ucts and accessories. 


| 


q SEPTEMBER OCTOBER 

: THIRD POST 50 GALLAHER 

: FAMILY SHOPPING DRUG STORES 

; PROMOTION will hold third annual 

: will be held at food stores all over the nation. Post Recog nized 

: 500 DEPARTMENT STORES and 300 Values” promotion. 

: . ig 

: with Post “Home Fashion Time” promotion. aaron sown rent i digas 

: The Saturday Evening ) 
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MARCH 


| 5000 


automotive jobbers and 
dealers tie in with “Post 


Roll Call of Old Cars” 


JULY 


: | 25,000 
ia automotive jobbers, dealers and manu- 


facturersto receive semiannual report on 
Post automotive advertising, 


1000 INDEPENDENT DRUGGISTS WILL 
RECEIVE JULY POST PROMOTION KIT. 


NOVEMBER 


, m0 

=  DEPARTMENT- 
= 60S STORE MAILING 
qf of Post Item Promotion Service. 


ae 1000 ELECTRICAL WHOLESALERS 
| | will receive their semimonthly issue of the 


“Post Key Line News.” 


Lanart of Americ 


APRIL 


7000 
HARDWARE 


STORES 


and 350 leading wholesalers observe “Hardware 
Week” with the aid of Post display material. 


“CARPET FASHION OPENING” is celebrated by 
500 department stores and 500 furniture and floor- 


covering stores using Post promotion matezial. 
AUGUST 


500 MEN’S 
WEAR STORES 


will tie in with the Post 
“Back to College” promotion. 


213 REXALL DRUG STORES will hold 
promotion of “Post Recognized Values.” 


DECEMBER 


TWO 
MILLION 


point-of-sale pieces will have been ordered by Post 
advertisers for use in 1952. 


1500 TOP AUTOMOTIVE JOBBERS 
to be guests of the Post's Key Line Club at A. S. I. 
Show, at Atlantic City. 
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6 OVISIOM OF WL. STEMEEOARD OHO ASSOCIATES, IWC 


t 346 N. JUSTINE ST., CHICAGO 7, ILL. 


DISPLAYS OF ALL TYPES AND SIZES 
et: DEMONSTRATIONS ~- EXHIBITS 


Let us bid on your next display job 
PHONE OR WRITE... NO OBLIGATION 


HN indoor Advertising of America 


...make the big difference in printing, says the 
Advertising Manager. “As an advertising manager 
| know the value of cooperation. | depend on experts... from 


| Keady Joins Pitluk Agency 
Ted Keady, formerly radio-tele- 
vision director of Lloyd Mansfield 
‘o., Buffalo, has been appointed 
radio-television director of Pitluk 
Advertising Co., San Antonio. 
|Graham Appoints Balsam 
George Balsam, formerly an ac- 
count executive with G. M. Bas- 
ford Co., New York, has joined the 
| staff of Hugh H. Graham & Asso- 


GE Promotes Three 
Following a regrouping of mar- 
keting activities, the major appli- 


ance division of General Electric, | 


Louisville, Ky., 
promotions. Charles 


has made three 
W. Theleen, 


sales manager, has been promoted | 
to special accounts manager. John} 


F. McBride, marketing manager 
for the range and water heater de- 
partment, will be manager of sales 


planning. Herbert A. Warren, dis-| 
trict manager of appliance sales} 
ciates, New Britain, Conn., agency.|in the southeastern district with| with United Press in Chicago. 


headquarters at Atlanta, has been 
advanced to manager of distribu- 
tion. 


Appoints William Fairtield 

E. William Fairfield, who re- 
cently completed 18 months of 
duty with the Army as a public 
information officer, has been 
named to the advertising depart- 
ment of Libbey-Owens-Ford Glass 
Co., Toledo. Before being recalled 
to the Army, Mr. Fairfield was 
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; the drawing board right through the press. 
; When each phase is handled by skilled specialists, 
$ the results are always best. For instance, here are 
“¢ the experts | depend on for really fine reproduction.” 
e THE PRINTER... . he calls on me, looks over THE ENGRAVER .. . he has the job ex- THE INK MAN... this highly trained mem- 


lems to another expert. 


HUDSON GLOSS.. 


the layouts and makes recommendations for 
the finished art. He’s a printing specialist 
that’s why he leaves the engraving prob- 


. the FLUE paper... 


the inks needed. 


makes good work so much better. Depend on it for clean, 
sharp, 120-line halftones and fine color affinity. 
Hudson Gloss is versatile too . . . use it for your next recipe 

3 booklet, house organ, broadside, advertising literature, etc. 
... on either flatbed or rotary letterpress. 
International Paper Company, 220 E. 42 Street, New York 17. 


Maternational WY per 


PAPERS FOR PRINTING AND CONVERTING 


plained to him by the printer who describes 
the paper we expect to use and discusses 


chemist . . . rec 


ber of the team performs like a prescription 
d 


and « d 


inks in precise colors and qualities .. . helps 


the printer duplicate the original art work. 


Teamwork 


Pys Off | ~ 


\ 


< 


COMPANY 
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Pollsters Ready 
to Try Again in 
1952 Elections 


CrncinnaTI, June 17—The poll- 
sters are all set to begin forecast- 
ing the 1952 election, according to 
Dr. Joseph E. Bachelder, associate 
professor in communications at the 
University of Illinois. 

In a talk before the American 
Marketing Assn. here today, Prof. 
Bachelder said that the pollsters 
have “improved their procedures” 
and intend to stay in the presi- 


| Marketers 


dential election predicting business. 

The improvements which they 
have made are not spectacular, he 
admitted. Actually, they consist of 
a “general belt tightening.” 


@ In general, he said, most of the 
pollsters plan to make most of the 
following changes in techniques: 

1. A great deal more attention 
will be devoted to studying atti- 
tudes toward issues and develop- 
|ing similar background data. 

2. The problem of phrasing ques- 
tions will get careful scrutiny. 
| 3. Serious attempts will be made 
to determine who is going to turn 
out and vote. 

4. The undecided voter is going 
{to get a careful going over dur- 
|ing the 1952 campaign. 
| 5. Most of the pollsters plan to 
include such questions as “Which 
| political party do you like?” 


#6. All of the pollsters are at- 
|tempting to improve their inter- 
viewers. Dr. Bachelder noted that 
one of the polls has discovered that 
it can reduce interviewer “cheat- 
ing” by putting a notice on the en- 
velopes to the effect that it is ille- 
gal to send fraudulent material 
through the mail. 

7. All of the pollsters intend to 
use some form of combination 
quota-probability sample. 

8. Last-minute checking for 
shifts will get serious attention 
from all the pollsters, and all are 
going to pay more attention to 
analysis of trends turned up by 
the polls. 


Mail Advertisers Elect 

The Mail Advertising Service 
Assn. of New York City Inc. has 
elected Tom Clark of Clark-O’Neill 
Inc. as president. Other officers 
are: W. G. Fischer, Reuben H. 
Donnelley Corp., v.p.; Sidney 
Borock, The Letter Guild, secre- 
tary, and Michael Golde, Michael 
Press, treasurer. 


Mitchell Joins Ridder 


| Warren S. Mitchell, formerly 
| with the national advertising de- 
partment of the St. Paul Dispatch- 
Pioneer Press, has joined the New 
York staff of Ridder-Johns, pub- 
lishers’ representative. 


Appoints Haydon, Dukeshire 


Haydon, Dukeshire Inc., New 
Haven, Conn., has been named to 
direct advertising and promotion 
for Connecticut Telephone & Elec- 
tric Corp., Meriden, Conn. 
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When competition shows up in unex- 
; pected places or at unexpected times... 
or when for any reason you need pow- 
| erful hard-hitting Point-of-Sale Adver- 


ae tising fast...you can count on Schmidt 


Lithograph Company. 
ae 
$5\\ 
@ ."\ 


We’re ready with a big reserve of art 
and plates that can be quickly indi- 
vidualized for your own brands and 
products and put into production with 
double-speed. 


This reserve of art and plates is avail- 
able not only for emergency needs, but 
for the regional advertiser who wants 
top quality in-store advertising for a 
limited market on an economical basis. 


WHEN YOU NEED @eee DISPLAY ADVERTISING ' 


| we’re ready with reserve art and plates 
to meet your every emergency need! 


eis. 
¢ 


cum GALT 


We give you speed, and real economy, 
not by shorting the quality, but by our 
stream-lined method of employing art , 
and plates in hand, so that we start ar 
with half the production behind us. ; a 
That is why you can enjoy the work of 
the country’s top-flight artists at a big 
saving in cost. 

Of course, we like time when there is 
no need for hurry, but when every hour 
counts, we literally beat the clock. 

Your nearest Schmidt representa- 
tive will be glad to tell you more about 
this time-saving, money-saving, sales- 
making service. Call him in, or write 
our nearest office. 


fam SoA 


labo alee t tate 


Schmidt ds | 
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SAN FRANCISCO - LOS ANGELES 
OAKLAND + FRESNO + SACRAMENTO + HONOLULU, T.H. + SEATTLE + PORTLAND + DENVER 
HARLINGTON, TEXAS + SAN ANTONIO + ORLANDO, FLORIDA + CHICAGO + NEW YORK 
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Form Texas Network 

Six South Texas radio stations 
have banded together to form the 
Texas Coast Network. Roy Hof- 
heinz, owner of KTHT, Houston, 
has been elected president of the 
new group. Other stations involved 
are KUNO, Corpus Christi; KVIC, 
Victoria; KIOX, Bay City; KBKI, 
Alice, and KSOX, Harlingen. 


‘Good House’ Transfers Swan 


James S. Swan has been trans- 
ferred from Good Housekeeping’s 
Chicago staff to Cleveland as man- 
ager of that office. He succeeds 
Tom McGill, who has resigned 


P&G Signs ‘Boss Lady’ 

“Boss Lady,” a situation comedy 
starring Lynn Bari, will be the 
summer replacement for Procter & 
Gamble’s “Fireside Theater” 
(NBC-TV) starting July 1. The 
program will be filmed in Holly- 
wood. Compton Advertising is the 
agency. 


Peskin Appointed S.M. 

Jerome R. Peskin, formerly v.p. 
of a Cleveland business paper pub- 
lishing company, has been ap- 
pointed general sales manager of 
Industrial Publications Inc., Chi- 
cago 


America’s 


FOREMOST 
ii) TOY TRADE 


Magatine , 


Only ABC Tey Paper 
Oldest in Field 
Leads in Lineage 
Write for New Market 
ate Folder 


|] McCREADY PUBLISHING 
71 W. 231d N.Y. 19 


Canadians Elect Wallace 

J.J. Wallace, president of Holli- 
day Publications Ltd., Montreal, 
has been elected president of the 
Business Newspapers Assn. of 
Canada. Other officers elected are 
Donald F. Hunter, executive as- 
sistant of Maclean-Hunter Pub- 
lishing Co., Toronto; Howard T. 
Mitchell, president of Mitchell 
Press Ltd., Vancouver; Mervyn G. 
Christie, general manager of Na- 
tional Business Publications Ltd., 
Vancouver, and R. H. G. Bonny- 
castle, president of Stovel-Advo- 
cate Press Ltd., Winnipeg, v.p.s; 
R. W. Collington of Consolidated 
Press Ltd., Toronto, honorary sec- 
retary, and I. D. Carson, manager. 


McGraw Appoints Ash 

Richard Ash, previously of Gets- 
chal & Richard, New York agency, 
has joined McGraw Associates, 
New York radio-TV producer, to 
direct sales. 


Starts Spanish Editions 

Industrial Publishing Co., Cleve- 
land, has launched Spanish lan- 
guage South American editions of 
two of its magazines, Flew and 
Industry & Welding. 
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“Radios ??? — we've got 'em EVERYWHERE!” 


69°% of Metropolitan Louisville families have radio sets 


in their living rooms... 


10° in kitchens... 


of 2.4 sets per family 


This means millions 


! 


of hours of extra listening 


47° have sets in bedrooms . . . 41°% in autos 
7% in dining rooms — an average 


another reason why WAVE radio delivers 1000 sales impressions for 37¢! 


Check with Free & Peters! 


Facts above are from scientific, 
Raymond A. Kemper (head of the 
Psychological Services Center, University of Louisville) 
in WAVE area, March, 1952 


made by Dr 


5000 WATTS 


authoritative survey 


WAVE 


LOUISVILLE 


Free & Peters, Inc., Exclusive National Representatives 


FLOUR AND FILM TIE-IN—Elton Hayes (second from right), British actor who will 

star in Walt Disney’s film, “Story of Robin Hood,” meets with execs of International 

Milling Co., Minneapolis, maker of Robin Hood flour. Looking over a full-color dis- 

play piece International will use are (from left) J. T. Lynch, general sales manager; 

John Tatum, v.p. in charge of sales; Mr. Hayes, and R. W. Thompson, advertising 
manager. 


Verified Audit Reports on ‘Chefs’ and 
Explains Method of Handling First Audit 


Los ANGELEs, June 17—Verified 
Audit Circulation Co. has complet- 
ed its first audit, for Chefs’ & 
Stewards’ Manual, and will begin 
two more this month (AA, Jan. 
28). 

The audit was made by mail via 
first class letters enclosing a return 
ecard. Questions asked were: (1) 
Did you receive the spring issue 
(quarterly), covering April-May- 
June? (2) Are you a chef? and 
(3) Do you find this publication 
useful? 

Answers to the first query 
showed that 13% of those on the 
magazine’s list hadn’t received the 
current issue. This compares with 
an actual post office return of 1%. 
John B. Knight, head of VAC, said 
this pointed up the importance of 
two factors in magazine mailings— 
(1) odds are against a publication 
being forwarded when it is ad- 
dressed to an individual who 
changes jobs, and (2) when a com- 
pany moves, chances are also 
against the publication being for- 
warded. 


e Mr. Knight stressed that any- 
thing less than a direct check such 
as by VAC is useless in establish- 
ing proof that a listed reader is re- 
ceiving a publication. 

On the question of the publish- 
er’s classification of subscribers, it 
was found that 97.8% were of the 
classifications claimed by Chefs’ & 


Stewards’ Manual. 

The question “Do you find this 
magazine useful?” was included in 
an attempt at reader evaluation. 
At first, Mr. Knight said, there 
was some hope that readership 
could be covered as the audit was 
made, but VAC advisers concluded 
that readership techniques are too 
specialized to permit such a dual 
study. However, 95% of the re- 
spondents said the magazine was 
useful to them. 

Similar audits will be started by 
VAC for Western Motor Transport 
and Western Printer & Lithogra- 
pher this month. Mr. Knight ex- 
pects to have these studies com- 
pleted by mid-July. 


Magazine Publishers Elect 

Edward C. Prince, general man- 
ager of New Liberty, Toronto, has 
been elected president of the Mag- 
azine Publishers Assn. of Canada. 
Other officers elected are Charles 
Sauriol, Poirier Bessette Co., 
Montreal, and A. M. O’Malley, ad- 
vertising manager of Canadian 
Home Journal, Toronto, v.p.s; R. R. 
Robinson, editor of Health, Tor- 
onto, honorary secretary, and I. D. 
Carson, manager. 


DuMont Promotes Affleck 

J. Calvin Affleck has been pro- 
moted to advertising manager of 
the receiver division of Allen B. 
DuMont Laboratories, Passaic, N. J. 
He will continue as sales promo- 
tion manager of the division. 
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—_ displays like this 


featuring the hardware in use in the 
end product help dealers sell more 


Venetian Blinds. In this unique 
business where dealers 
assemble each Blind to 
order, Levolor’s 
continued use of display 
and advertising has made 
this hardware brand a 
major factor in the 
Venetian Blind business. 
In many fields, the 
brands that dominate 
use displays... 


Sales Engineered by 


CONSOLIDATED 


Lithographing Corporation 
ond Plant Glen Cove Rd Carle Pioce Lt | 
Soles Offices in Philadelphia, Chicago, Lowsville and Tampa 
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Ads Set for 
Heat ‘Em and 
Eat ‘Em Plan 


PHILADELPHIA, June 18—A new 
plan for marketing ready-to-eat 
frozen meals for group affairs will 
be backed by a magazine ad cam- 
paign set to break late this sum- 
mer. 

FrigiDinner Inc., the company 
which devised the plan, expects 
to have some 25 franchise holders 
in operation before ads break in 
Business Week, the New York 
Journal of Commerce, Time and 
the Wall Street Journal. No agen- 
cy has yet been named. 

The package offered by the 
company includes a freezer, oven 
and complete meals of meat, fish 
or poultry, plus vegetables. This 
combination is merchandised as a 
unit, including the oven, which is 
designed to heat up to 12 meals in 
about 15 minutes, and a freezer, 
which holds about 20 dozen meals. 


@ The pre-cooked meals include 
ten items packed on an aluminum 
tray made by the Aluminum Co. 
of America and five items packed 
in aluminum casseroles. These 
packages are covered with alumi- 
num foil which, upon re-heating, 
causes the package to act as a 
pressure cooker. 

The operation got its start about 
two years ago, when the Pennsyl- 
vania Retail Liquor Dealers’ Assn. 
asked FrigiDinner to work out a 
program for serving hot meals in 
taverns at any hour of the day or 
night, without expensive, skilled 
help or kitchen equipment. 

The bar and grill program which 
was developed proved so success- 
ful, according to Allen S. Gordon, 
v.p. of the firm, that other insti- 
tutions like drug stores, luncheon- 
ettes, small hotels, motels, etc., re- 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


SINCE 1928 


LOS ANGELES HALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 


quested service. 

Industry today, said Mr. Gordon, 
is confronted with the problem of 
in-plant feeding. A small plant 
employing 150 or fewer workers 
can’t afford a capital investment 
in equipment and skilled help for 
cooking purposes. Large plants 
that have cafeterias can’t afford 
to use these facilities for overtime 
feeding where meals for only 50 
to 100 workers are required. 


@ These problems prompted the 
New Jersey Manufacturers’ Assn. 
to urge FrigiDinner to develop 
facilities to fill industry’s needs. 
At the present time, the company 
serves Metropolitan Edison Co., 
Ohio Edison Co. and other firms. 
| The prepared meals also are 
used by some of the major air- 
lines, the U. S. Air Force and sev- 
eral large railroad companies. The 
U. S. Navy currently is testing 
|FrigiDinner meals for use on sub- 
| marines and smaller surface craft. 

“In order to promote this plan 
j/nationally,” said Mr. Gordon, “we 
prefer to franchise financially re- 
sponsible individuals or groups to 
operate under our supervision. All 
that is required are sufficient fa- 
cilities for warehousing frozen 
foods and a means of delivery.” 
The company assists the franchise 
holder in setting up the entire op- 
eration. 


Cleveland Adwomen Elect 
Virginia M. Hood, assistant pro- 
duction manager of Batten, Bar- 
ton, Durstine & Osborn, has been 
elected president of the Women’s 
Advertising Club of Cleveland. 
Other officers elected are Mrs. 
Sally Campbell, v.p.; Marjory 
Hird, treasurer; Mrs. Jenny Jacob- 
sen, recording secretary, and Jane 
Groff, corresponding secretary. 


| Ruggles Joins Eldean 

Ann Ruggles, formerly home 
furnishings editor of the New York 
World-Telegram & Sun, will join 
Fred Eldean Organization, New 
York public relations office, July 
1, as assistant account executive. 
She succeeds Mary C. Burke, who 
has been named assistant merehan- 
dising editor of House & Garden. 


Tests Alol in New England 
Alol, a new drug recently re- 


ment of poison ivy, will be market- 
tested in New England this sum- 
mer by Alol Products Inc., Carmel, 
N. Y., through Lewin, Williams & 
Saylor, New York. 


AMERICA'S 
FIRST 
ENGRAVER 


DAY-NIGHT 


EXCLUSIVELY 


ae 


REVERE PHOTO ENGRAVING CO. 


712 FEDERAL STREET, CHICAGO 5, 


ILL. WA 2-8816-7-8 


leased to the public for the treat- | 


ABC Audit Shows 


Subscription Renewal Rate of 


No premiums, no gimmicks, 


EE, L% 


no field selling 


organization. All subscriptions direct by mail. 


FOR TEN YEARS 


rate has been 


the subscription renewal 
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And the subscription price stays highest 
in its field—$8 per year. 


The one automotive publication 
that is MUST READING for the 
men who MUST HAVE THE 
NEWS! 


DETROIT 26, MICHIGAN 


New York — Edward Kruspok, Advertising Manager, 51 E. 42nd St., Murroy Hill 7-6877 


Ave., Stete 2-6273 


Chicago — J. Goldstein, Western M 


. 360 N. Michig 


les Angeles —®. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 
Detroit — Dick Webber, 2666 Penobscot Bidg.. Woodward 3-0495 
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Research Kinks 
Hold Attention 
me oof Marketers 


(Continued from Page 1) 

; coming off the press and will be 
“at complete by the end of the year. 

‘ Further, he said, all of the state 
agricultural census data will be 
ready by the end of the year, and 
the bureau will begin its survey of 
business early next year. 


% @ Robert F. Elrick, president of 
? Elrick, Lavidge Co., Chicago, took 
‘ up the subject of packaging tech- 
niques and their application to 
marketing problems. 


r “The rapid development of self- 
a service and mass display retail 
3 *} merchandising since World War, 
id II,” he said, “has put a high prior- 


ES ity on finding packages that will 

reach out and grab the customer's 

a hand.” 

: Despite all the progress in pack- 
aging, however, “the great major- 
ity of consumer packages still lack 
the selling power required to meet 
aggressive competition in self-) 
service stores,” he said. 

There are two major phases to 

2 the problem, he said. First, 

“Adefine and analyze the mar- 
ting probiem to. provide, 
_, direction for management! 
a@nd designer. Next, experiment 
With and test several approaches 
Until the most desirable package 
ig found—‘not only the design and 
@py, but the size, shape, opening 
and the package's protective qual- 
ifies as well.” 


PMr. Elrick declared that man- 
ement expects a package to do 
ir important things: 

51. Successfully sell the product 

@gainst all competition. 

» #2. Protect the product from the 
time it leaves the factory until it 
ig finally consumed. 

‘3. Tie in with the company’s 

Marketing program. 
"4. Reduce cost of production, | 

handling, storage, selling and re- 

turned goods. 

Mr. Elrick also described the de- 
Velopment of a device which can 
be used for measuring and evalu- 
ating most of the factors contrib- 
pe to better package visibility. 
Tt also can be used to make com- 
parative package tests and can be 
adapted to determine the relative 


Bh visibility under normal store con- 
oy ditions 
mA “In the comparative package 


tests,” he said, “as well as in the 
retail store tests, the device con- 
centrates the attention of the test 
subjects and simulates the focus- 
sing of the eye as the shopper) 
moves through the store. It allows 
the specially trained observer to 
take an objective measurement of 
the relative visibility values of the 
entire package design and its sev- 
eral elements.” 


as A. C. MacGowan, manager of 
Carrier Corp.’s business research 
department, opened the discussion 
oft sales forecasting techniques. He 
reported results of a survey of 
companies which do forecasting 
and said that techniques, general- 
ly, have improved in the past few 
years. 

He described the attitudes of 
forecasters toward various fore- 
casting devices and emphasized the 
importance of a standard set of 
assumptions. He also sketched the 
procedure for making a forecast 
f for national unit sales at the con-| 
* sumer level in simple terms: 

1. Formulate a set of the most logical 


e assumptions 


: 2. Collect all statistics which may have 
any bearing on the forecast 
~ 3. Plot past trends on graph paper and 


seattergrams in constant dollars 

4. Determine which index trends con- 
form most closely to the trend in the 
forecaster's industry 

5. Forecast the future trend of the se- 


| vast 


| oped, 


lected indicator as a guide to the in- 
dustry forecast 

6. Modify the industry forecast in the 
light of judgment and experience. 

7. Establish the per cent of the com- 
pany’s volume to the total industry vol- 
ume 

8. Apply the percentage to the indus- 
try forecast to get the individual com- 
pany forecast 

9. Compare this forecast with a forecast 
made by field representatives and weight 
each one according to judgment 

10. Break down the company 
by lines 

11. Keep an accurate record of the pro- 
cedures used 

12. Check the forecast carefully against 
actual sales as a guide to improving the 
method 


forecast 


® John C. Hanson, manager of the 
Statistical studies department of 
Eli Lilly & Co., Indianapolis, dis- | 
cussed the necessity for continuous 
forecasting in the pharmaceutical | 
industry. 

The ethical drug business, he 
declared, has increased in vol- 
ume from $133,000,000 annually in 
1937 to $774,000,000 in 1951. This | 
increase, he pointed out, is def- 
initely related to disposable per- 
sonal income. 

Forecasting is essential, Mr. 
Hanson explained, because of the 
number of new products 
which have been marketed in the 
past few years. The total sales of 
drugs which appeared in the com-| 
pany’s 1921 catalog now account! 
for only 5% of total volume, and | 
the 1931 line of products only ac- 
counts for 15% of the present vol- 
ume. 

In addition, he said, every com- 
pany in the industry spends from 


3% to 5% of its total sales on 
pharmaceutical research. 
Once a new product is devel- 


it is essential that forecasts 
be used to develop quotas; to de- 
termine what quantities will be 
needed to stock retail drug stores 
adequately, and for a wide variety 
of additional purposes. 


@ E. B. Foskett, managing director 


|}of Customer Audit Bureau, New 


York, described how his study of 
department store customers has 
been of value to marketers. 

His data show that the one-'| 
quarter of U. S. families making 
more than $5,000 a year account 
for more than 50% of department 
store sales. The 40-45% of U. S. 
families in the middle income 
group, he said ($3,000 to $5,000), | 
account for about one-third of de- 
partment store sales. Thus, he 
concluded, department stores have 
a highly selective audience. 

Mr. Foskett told the group dur- 
ing a question and answer session 
that there is a great difference be- 
tween department store “audi- 
ences” in various cities, depend- 
ing on transportation, etc. | 

However, he added, in almost 
every city department stores do 
90% of their business with people 
who live in the immediate market 
area. 


@ W. Duane Evans, chief of the 
division of inter-industry econom- 
ics, Bureau of Labor Statistics, 
outlined the “input-output” meth- 
od of forecasting. | 

In brief, the procedure is based | 
on the idea that many industries | 
operate to supply goods and serv- 
ices needed by other industries. 
If these relationships were charted, 
it should be possible to anticipate 
the effects of a major change in 
one segment of the economy on all 
other segments. 

Mr. Evans announced that the 
Dept. of Labor actually has pre- 
pared and now is using such a se- 
ries of charts in work for the Na- 
tional Securities Resources Board! 
and the Air Force. 

He indicated that his date! 
ment expects to publish a great 
deal of information on the “input- 
output” method within the coming 
year. 


® Richard D. Crisp, director of 
marketing research for Tatham- 
Laird, Chicago, raised the curtain 
on a copy research technique | 


UP IN THE AIR OVER BEER—Pfeiffer Brewing Co., Detroit, goes aloft this summer 
with this 158° flying sign, which will visit distributor points in the Great Lakes 
region. Ten men man this blimp built by Douglas Leigh Spectaculars. 


|were eliminated completely 


which has been perfected by his 
agency at a cost of more than 
$100,000. 


The key element in the agency’s | 


copy pre-testing, he explained, is 
the conscious recall or “playback” 
of the advertising message by con- 
sumers. He acknowledged that this 
element was developed by Gallup 
& Robinson as part of their “im- 
pact” approach. 

However, he continued, an ex- 
perimental study convinced the 
agency that the cost per completed 
interview was “murderously high” 
and that “there was not enough 
playback data available for anal- 
ysis.” 

The net result was a develop- 
ment of a modified technique in 
which the editorial material was 
eliminated and the ads used alone. 
A test ad was included in a con- 
stant framework of control ads. 


# A series of interviews would be 
made, a second test ad substituted, 
and another series of interviews 
conducted. The agency dubbed the 
method “P-C-R-B,” because it was 
used to measure penetration, com- 
prehension, recall and believabil- 
ity. 

More recently, he continued, the 
approach has been further stream- 
lined. In one version, control ads 
and 
four or five test ads were used. 
The experience gained initially, 
he said, now enables the agency 


| to evaluate individual ad perform- 


ance without the necessity for in- 
cluding a large number of control 
ads. 

In the second version, a single 
ad is studied using a “preview” 
approach. He added that the find- 
ings usually are confirmed by 
P-C-R-B. 


@ Many ads miss the boat, Mr. 
Crisp declared, because they are 
too subtle, too indirect or too far 
over the head of the prospect. “But 
when copywriters learn what their 
ad really said to readers, as against 
what they planned it to say, they 
are quick to apply that knowledge 


to improving their advertise- 
ments.” 
He also emphasized that re- 


search men must stay out of the 
copywriting act. “You can do hon- 
est research and report it frankly,” 
he said, “without telling the cre- 
ative people how to write ads. If 
your copy research does not say to 
the copywriter what it says to you, 
then it has been poorly reported. 
If it is properly reported, the cre- 
ative people know far better than 
you do how the ad must be re- 
vised to make it more effective.” 

Mr. Crisp disclosed that the 
agency currently is using the tech- 
nique in evaluating television com- 
mercials, but he did not elaborate. 


8 Donald R. Longman, executive 
director of Dun & Bradstreet’s 
business information division, out- 
lined a plan for a “practical dis- 
tribution cost analysis.” 

He suggested first listing mar- 


keting functions—e.g., telephone 
selling, storing, window display, 
packing, etc. 

Each of the functions requires 
an expenditure of money, he con- 
tinued, and cost control is simpli- 
fied when total costs are broken 
down by function. 

Mr. Longman distributed an 
elaborate brochure which illus- 
trates and explains each step of 
the breakdown, analysis and final 
allocation of costs. 


s E. W. Mansfield, director of sales 
research, Sylvania Electric Prod- 
ucts, New York, discussed the 
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problem of determining market 
potentials and quotas. 

He showed how his company 
uses such ingredients as last year’s 
quota, the potential as determined 
in a variety of ways, and current 
sales to assist in the work. 

Mr. Mansfield also explained 
that all districts are equipped with 
a master handbook of census data 
and potentials—the latter already 
worked out on the basis of better- 
than-average or less-than-average 
retail volume in the given terri- 
tory. 

In addition, districts also are 
supplied with information showing 
how much lamp business can be 
expected per dollar volume of 
sales in all types of retail outlets, 
such as drug stores, variety stores, 
electrical stores and food stores. 


Adpost Elects Connorton 

The Advertising Men’s Post No. 
209 of the American Legion has 
elected John V. Connorton of Gal- 
lop, Climenko & Gould, law office, 
commander. Vice-commanders are 
Robert Egan, Mills Metal Partition 
Co.; Cyril Lee Ellison, Watson- 
Guptill Publications Inc.; Charles 
Feuereusen, Rushmore Paper Mills; 
Alfred S. Kalet, New York, and 
Andrew H. Zundel, Lehigh Ware- 
house & Transportation Co. 


Jurin Joins Majestic 

Sidney Jurin, formerly sales di- 
rector for Pilot Radio Corp., Long 
Island City, and Tele-tone Radio 
Corp., has been named national 
sales manager of the Majestic ra- 
dio and television division of Wil- 
cox-Gay Corp., New York. 


| Red ‘Stelton (P&G, NBC) .. 


National Nielsen-Ratings of Top Radio Shows 
Week of May 4-10, 1952 
All figures copyright by A. C. Nielsen Co. 


CURRENT HOMES CURRENT 
RANK PROGRAMS (000) RATING 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,097) (4.9) 
1 Lux Radio Theater (Lever Bros., CBS) 4,751 111 

2 You Bet Your Life (DeSoto-Plymouth, NBC) 280 10.0 

3 Jack Benny (American Tobacco, CBS) oe . 4,109 9.6 

4 Charlie McCarthy Show (Lever Bros., » CBS) és .. 3,980 9.3 

5 Amos ‘n’ Andy (Rexall, CBS) ‘ 3,938 9.2 

6 Dragnet (Liggett & Myers, NBC) o6come 8.8 

7 Big Story (American Cigaret & Cigar, NBC) 3,595 84 

8 Fibber McGee & Molly (Pet Milk, NBC) 3,552 8.3 

9 Our Miss Brooks (Colgate, CBS) . 3,381 7.9 
10 Great Gildersleeve (Kraft, NBC) .. 3,167 7.4 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,327) (3.1) 
1 One Man's Family (Miles Labs., a : . .2,140 5.0 

2 Lone Ranger (General Mills, A . ‘ . 1,969 46 

3 News of the World (Miles Labs., nec) .. 1.798 4.2 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,584) (3.7) 
1 Our Gal, Sunday (Whitehall, CBS) ‘ 3,039 7.1 

2 Romance of Helen Trent (Whitehall. CBS) 2,953 6.9 

3 Arthur Godfrey (Liggett & Myers, CBS) 2,910 6.8 

4 Big Sister (Procter & ae, CBS) 2.782 6.5 

5 Ma Perkins (P&G, CBS) 2,696 6.3 

6 Pepper Young's Family (P&G, NBC) 2,611 6.1 

7 Arthur Godfrey (Nabisco, CBS) -« » «2,482 5.8 

8 Right to Happiness (P&G, NBC) 2,482 5.8 

9 Guiding Light (P&G, CBS) 2,440 5.7 
10 Backstage Wife (P&G, NBC) 2,440 5.7 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) ( 813) (1.9) 
Martin Kane, Private Eye (U.S. Tobacco, NBC) 1,626 38 

2 Hollywood Star Playhouse (American Bakers, NBC) .............. 1,626 3.8 

3 The Shadow (Wildroot, MBS) . 1541 3.6 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,198) (2.8) 
1 Stars Over Hollywood (Carnation, CBS) . oe | 5.6 

2 Theater of Today (Armstrong, CBS) .. 2.268 5.3 

3 Grand Central Station (Toni Co., CBS) 2.054 48 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending May 24, 1952 
All tigures capystght by A. C. Nielsen Co. 


Total Homes Reached 
Program 


Rank rogr (000) 
1 I Love Lucy (Philip Morris, = 10.494 
2 Red Skelton Show (P&G, NBC) . 7,420 
3 Texaco Star Theater (NBC) . 7,415 
4 Pabst Bouts (CBS) . : 7,051 
5 Philco TV Playhouse (NBC) 7,002 
6 Fireside Theater (P&G, NBC) 6,880 
7 Godfrey & Friends (Liggett & 

Myers, CBS) ..... 657 
8 You E Bet Your Life (DeSoto-Plymouth, 

DY, sankeanasese 455 
9 Your Show of Shows (Reynolds 

Tobacco, NBC) . 6,353 
10 Robert Montgomery (American 

Tobacco, Johnson's Wax. NBC) 6,186 


10 
“Per cent of homes reached in areas where program was telecast. 


Current 
Program Popularity* Rating 
Rank Program (%) 
1 I Love Lucy (Philip Morris, CBS) ....613 
2 Godfrey's Talent ney } 
Lipton, 52.7 
3 Pabst Bouts (CBS) 46.5 
4 Red Skelton Show (P&G, NBC) 44.7 
5 Texaco Star Theater (NBC) ... 43.5 
6 Godfrey & Friends (Liggett & 
Myers, CBS) 41.9 
7 Your Show of Shows (Several — 
Sponsors, NBC) ‘ 416 
8 Philco TV Playhouse (NBC) ... 412 
9 Your Show of Shows (Reynolds 
Tobacco, NBC) oe 41.1 
Fireside Theater (P&G, NBC) . 40.4 


Trendex TV Ratings 
June 1-7, 1952 
Ten multi-station cities 


I Love Lucy (Philip Morris, CBS) ... 49.6 

Godfrey's Talent Scouts (Lipton, CBS) 

Godfrey & His Friends ornate, 
Toni, Pillsbury, CBS) 


My Line (Stopette, CBS) 


Gangbusters (Chesterfield, NBC) .......... 
Texaco Star Theater (NBC) ..... 
Big Town (Lever Bros., CBS) . 

The Web (Lorillard, CBS) . ‘ 
Strike It Rich (Colgate, CBS) ... 


SSURS 
eunon 


=) & 
| Note: ‘Walcott. Charles boxing bout (Gillette on wee) scored 58.6. 
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USE / C D FOR EFFECTIVE YEAR ‘ROUND DISTRIBUTION OF 
YOUR CATALOG MATERIAL 10... 
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Hotels and Motels Army, Novel, Airforce Boses Transportation Systems 


of MASS FEEDING and MASS HOUSING 


REMEMBER THESE 4 VITAL FACTS... 


¢ Institutions’ buyers and specifiers overwhelmingly prefer to receive man- 


ufacturers’ catalogs conveniently bound in INSTITUTIONS CATALOG 


DIRECTORY. 

¢ Only a small portion of institutions have facilities for the filing of catalogs ee a en 
received through the mail, left by salesmen, obtained at conventions, or EE 
secured by other means. pbeses; lucrtiy 

¢ Among those few institutions having filing facilities, only a small portion 
of all catalogs received are filed. FURNISHINGS AND FIXTURES § 


¢ YOUR CATALOG, BOUND INTO INSTITUTIONS CATALOG 
DIRECTORY, IS PREFILED AND THOROUGHLY CROSS INDEXED. 
IT CANNOT BECOME LOST, DISCARDED, OR MISFILED. 
INSTITUTIONS CATALOG DIRECTORY IS 
THE EASY WAY FOR INSTITUTIONS’ BUY- 
ERS AND SPECIFIERS TO FIND YOUR 
PRODUCT. 


The 1953 edition closes 
September 15, 1952. 


Write today for new study made among all types 
of institutions demonstrating the acceptance of 
INSTITUTIONS CATALOG DIRECTORY for the 
distribution of your catalog material. 


CONSULT YOUR ADVERTISING AGENCY or 
write to 


INSTITUTIONS CATALOG DIRECTORY 
1801 PRAIRIE AVENUE + CHICAGO 16, ILLINOIS 
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NBC Promotes Recksieck 

Grant Recksieck has been pro- 
moted to director of sales promo- 
tion for KNBH, Hollywood NBC- 
owned television station. He has 
been assistant advertising and pro- 
motion manager for NBC in Chi- 
cago. His duties will include sur- 
veys and research projects 


USO Names Jim McGuinn 


Jim McGuinn has been appointed 
director of public relations for 
USO-Camp Shows Inc., New York 
Prior to entering public relations 
work, Mr. McGuinn was with the 
Chicago Times and at one time was 
an associate editor of ADVERTISING 
AGE 


. Vigorous . . . 
relatively unconquered is the great 


and growing Salt Lake City-Ogden market—a perfect 
spot to test your product or your advertising 


Use 


bay ? % 
i 


weagieet * HARRY H. PACKER company 


Salt Lake City, Utah F 
Hadley, Manager, Utah Division ~ 


Warren R. 


heart of the city’ POSTERS 


in Salt Lake City and Ogden—a thrifty medium 


in a prosperous market. 


W rite today for details 
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What's Behind Buying Upsurge Down South? 
‘Implement & Tractor’ Report Gives Story 


Kansas Crry, Mo., June 17— 
What's happening in the South? 
A number of business people are 
asking this question today and with 
good reason. 

AA's weekly report on depart- 
ment store sales shows that stores 
in the South are the only ones in 
che nation improving on their 1951 
records. At the annual summer 
furniture market which opened in 
Chicago yesterday, industry leaders 
agreed that the South has been the 
best sales area this year. 

Implement & Tractor, which is 
published bi-weekly here, provides 
some background to this buying 
upsurge in its May 24 issue. “A 
Progress Report on the South” 
presents facts, figures and com- 
ment to tell what has been hap- 
pening in the area once known as 
“the problem section of the na- 
tion.” 


@ The comprehensive survey shows 
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Who's doing all these 
billboards for Morton Salt? 


for Johnson’s Wax. 


Needham, Louis & Brorby* 
. «Same advertising agency that has 
Robert Montgomery on TV 


* Here are the clients of Needham, Louis & Brorby... 


Cummins Engine Company, Inc 
Derby Foods, Inc 

The Eagle-Picher Company 
Household Finance Corporation 


S. C. Johnson & Son, Inc 


Kraft Foods C >mpany 
Macwhyte Con 
Marathon ( 
M 
The Peoples Gas Light and Coke Company Wieboldt Stores, Inc. 


pany 
ration 


mpany 


rp 


rton Salt _ 


Phenix Pabst-ett Company 

The Quaker Oats Company 
State Farm Insurance Companies 
Swift & Company 


NEEDHAM, LOUIS & BRORBY, Inc. Advertising 


135 South la Salle Street, Chicago 3, Illinois 


Chicago 
New York 
Hollywood 

Toronto 


that farm income has more than 
doubled since 1940. In that year, 


it was $2.9 billion; in 1950, it was. 


$7.5 billion. 

Implement & Tractor points out 
that agriculture’s big story since 
World War II has been the growth 
of farm mechanization in the 
South. The following statistics 
back up this statement: 

Tractors on southern farms in- 
creased from 468,055 in 1945 to 
841,993 in 1950. During this same 
period, pick-up balers rose from 
11,455 to 43,781; grain combines 
increased from 72,475 to 134,874; 
the number of electrified farms 
rose from 927,465 to 1,888,000; the 
number of sharecroppers fell 
from 446,556 to 356,000, and the 
number of work animals declined 
from 4,700,700 to 3,719,600. 


@ What has all this meant? Well, 
the magazine reports that, while 
the number of cotton farms has 
decreased from 1,192,628 in 1945 
to 584,007 im 1950, the South is 
“producing more cotton than 
ever.”’ In addition, southern farms 
also are turning out more milk, 
beef and a greater variety of crops 
than ever before. 

Implement & Tractor gives three 
reasons for this transformation: 
(1) the exodus of families from 
rural areas to urban centers called 


for a greater farm output per 
worker; (2) growth in population 
expanded the market for farm 


produce, and (3) increasing cost of 
farm production had to be offset 
by increasing production efficien- 
cy. 

These claims are all documented 
by the magazine in a series of 
tables and articles which give a 
full picture of the “new farm 
South.” 


McGuiness Joins Dexter 

Joseph J. McGuiness, formerly 
with Carl Byoir & Associates, New 
York public relations consultant, 
has been named director of public 
relations and advertising of Dex- 
ter Chemical Corp., Wallingford, 
Conn. 


Promotes Kirtley Harriss 

Gould, Gleiss & Benn, Chicago 
marketing consultant, has pro- 
moted M. Kirtley Harriss to south- 
western manager of the company’s 
branch office in Houston. He has 
been field supervisor. 


Advertising Age, June 23, 1952 
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SEEING DOUBLE?—These 
running in different cities served by Delta 
Air Lines and Chicago & Southern Air 
lines, two carriers that plan to merge. 
Burke Dowling Adams is Delta's agency; 


twin ads are 


Wilson, Boxter & Persons is 
Chicago & Southern’s. 


Laughlin, 


Hotpoint Inc. Promotes Six 

Hotpoint Inc., Chicago, has made 
six internal shifts in its sales staff. 
Howard J. Scaife, San Francisco 
district manager, has been pro- 
moted to sales manager, with head- 
quarters at Chicago. He will be 
succeeded in San Francisco by 
V. E. Koch, who has been zone 
manager in the area. Eugene E. 
McEwan, for the past year in an 
administrative post in the com- 
pany’s defense business, moves up 
to manager of marketing planning, 
a new post. James M. McKinnie, 
who has been assistant to the sales 
manager, has been named assistant 
sales manager. William C. Bartels, 
sales promotion manager, is ad- 
vanced to assistant to William E. 
Macke, merchandising manager. 
Lee DiAngelo has been promoted 
to succeed Mr. Bartels. 
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Plant Engineer . . 


and you’ve sold your product 


Today’s most important industrial 
purchaser is the man responsible 
for the plant engineering function. 
Many companies use various titles, 
but the function is the same. These 
key buyers must know a lot about 
all kinds of products which can 
help them carry out their jobs. For 
instance: 


@ Heating and Air Conditioning 

@ Lighting 

@ Distribution and Application of Power 
@ Materials Handling 

@ Production 

@ Plant Maintenance 

@ Ins and trol 

@ Compressors, Pumps, Diesels 


To become an expert on all these subjects would require constant 


readin, 


of 20 to 30 specialized publications a month. That’s impos- 


sible. Instead, the plant engineer reads the ONE magazine written 


and edited exclusively for him— 


Plant Engineering 


the only plant magazine in which all 

the editorial material is of key interest 

to all the readers: 
Reaches 32,100 plant engineering men . . - 
more pliant engineers than any other industrial 
paper. 

. Reaches over 24,000 key plants in U.S. 
which are responsible for purchasing 76% 
of the nation's industrial plant equipment. 

. Pin points your sales message to your No. | 
buying infivence of plant equipment, at 
lowest cost per thousand 

4. Guorontees editorial material in every issue 

of vital interest to all readers 

These four statements cannot be du- 

plicated by any other industrial plant 

magazine. Compare before you buy. 
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TECHNICAL PUBLISHING CO 


110 S$. DEARBORN ST., CHICAGO 3, ILL 
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Paper Price Hike 
by Domestic Mills 
Expected Shortly 


New York, June 17—All large 
Canadian newsprint producers 
have now increased their prices 
$10 a ton and are quoting $126 a 
ton, delivered here. 

Local mill representatives and 
paper jobbers believe it is only a 
question of time before domestic 
mills hike prices on newsprint. 
Several U.S. mills, however, are 
reportedly opposed to price in- 
creases at this time. 

A price of $130 a ton was re- 
portedly paid last week for a spot 
shipment of 300 tons to be deliv- 
ered outside of New York within 
30 days. This is the lowest spot 
quotation reported in more than 
a year and indicates the dullness | 
of the current market. } 

Norwegian newsprint is being of- 
fered localiy for July and August 
delivery from Norway at about 
$125 a ton. About 3,000 tons can be 
supplied in accordance with buy- 
ers’ specifications from a local mill 
representative. 


® Lower contract prices for wood 
pulp are expected to be announced 
this week. The price structure has 
weakened considerably in the past 
few months, and supplies exceed 
demands. 

Publishers continue to be inter- 
ested in newsprint made of ba- 
gasse, sugar cane waste, and news- 
papers continue to experiment with 
newsprint from this source. New 
York Journal of Commerce on 
June 6 printed 2,000 copies of part 
of an edition on newsprint made 
from bagasse produced at the 
Herty Laboratory, Savannah, Ga. 
The Savannah News made a trial 
run in May (AA, May 26). E. D. 
Manning, mechanical superintend- 
ent of the Journal, said that the 
bagasse newsprint “is stronger 
than standard woodpulp news- 
print,” and that it takes ink well. 

A total of 30.1% of the paper and 
paperboard produced last year was 
recovered, packed and sold to pa- 
per mills for reuse, Colley S. Baker, 
director, Eastern Conservation 
Committee of the Wastepaper Con- 
suming Industries, reported last 
week. Wastepaper collected for re- 
use in 1951 amounted to 9,252,000 
tons, he said. The record was dur- 
ing the war, in 1944, when about 
11,000,000 tons were collected. 


Marlow Pumps to La Fond 

Marlow Pumps, Ridgewood, 
N. J., maker of self-priming cen- 
trifugal pumps, has named Richard 
La Fond Advertising, New York, 
to direct its advertising. Kirk B. 
Shivell Inc., Ridgewood, was the 
previous agency. 


Smith to ‘American Weekly’ 


Thor M. Smith, who recently re- 
turned from a tour of active duty 
as a colonel in the Air Force, has 
been named director of publisher 
services of American Weekly and 
Puck—The Comic Weekly. Before 
being recalled to duty, Mr. Smith 
was associate business manager of 
the San Francisco Call-Bulletin 
and had been with Hearst Publi- 
cations Inc. for 22 years. 


Walsh Appoints Samson 


Gerald Samson has joined the 
editorial and technical services di- 
vision of Walsh Advertising Co., 
Toronto. A native of London, Eng- 
land, Mr. Samson formerly was 
associated with the English public 
and industrial relations organiza- 
tion of Hart, Lidbury & Associ- 
ates, and most recently with 
Mathew Crosse & Associates. 


Names R. C. Smith & Son 


Addressograph-Multigraph of 
Canada Ltd., Toronto, has named 
R. C. Smith & Son, Toronto, to 
handle its advertising and promo- 
tional activities, effective July 1. 
A campaign in trade and business 
publications is being prepared. 


How’s your 
sales 
picture? 


BORDEN’S 
PRODUCTS 

are looked at, 

and heard about, 
1,933,200 times a week* 
in New York area 
homes. 

*New York Telepulse, May ‘52 


WCBS-TV 


most of the time 
most New York eyes 
are on Channel 2 
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It Pays to do Business with Reilly 


ge = 


8xidO | 
GENUINE 
GLOSSY 


PHOTOS 

ia Quantities 

SELL BETTER! 
get 


Sete eee cee eeerseter dene ee ee 


ene 


PHOTOMATIC co.| 


53-59 E. Illinois St., Chicago 11, Illinois 


Phone: WH itehall 4-2930 


Because Reilly is staffed with specialists. 
Consider, for example, our many engravers. 
One of them is shown above checking register 
on 4-color repositioning and make-up of addi- 
tional units. This operation is being painstak- 
ingly performed on a set of 4-color original 
engravings before moulding for duplicate 
electrotypes. 


This expert specializes in the technique of 
close register patching of color work and 
4-color proofing. This is only one of the many 
highly skilled engraving jobs executed for 
Reilly clients. 

This man is just one of many specialists 
located in Reilly plants nationwide—ready to 
give swift, expert service wherever you are... 
whatever your problem. 


These men have contributed much to 


Reilly’s high-quality reputation — have been 
largely responsible for such revolutionary 
achievements as the pre-registered R.O.P. pre- 
made ready BISTA MAT —for direct casting 
of press plates for daily newspapers. They 
form the backbone of the world’s largest elec- 
trotype company—a company with the tech- 
nique, personnel, and progressive thinking to 
guarantee you the finest reproduction possible. 
a Wherever You Are, There's Always oa 
A Reilly Plant Ready to Serve You! 


New York, Reilly Electrotype Division 

San Francisco, American Electrotype Division 
Indianapolis, Advance-Independent Electrotype Division 
Chicago, Lake Shore Electrotype Division 

Detroit, Michigan Electrotype & Stereotype Division 
New Haven, New Haven Electrotype Division 


Los Angeles, Reilly Plastictype Division 
a There’s Always a Man Who Knows at Reilly : 
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News of authority for people of authority 


America’s newspaper editors have a solid way of 

confirming the importance of “U.S. News & World Report” 

as a source of original and essential news. They use it themselves! 
Romeike, world’s largest press clipping service, reports two 

and a half times as many news references to “U.S. News & World Report” 
in the twelve months to May, 1952, than they clipped for 

any other news and management magazine— three times more 

than for any general weekly!* It’s another confirmation 

of the ability of “U.S. News & World Report” to sense the essential 


news first, and correctly analyze its consequences. 


Class News Magazine 
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magazine 


Important people keep up with the daily news 
as a matter of course. More and more of them (our net 
paid is now at the 500,000 mark) regularly read 


“U.S. News & World Report” for its concentration on the news 
affecting their business, their incomes, their personal 


living and decisions. In such an atmosphere of important 
reading, advertising affecting their business life or their 
personal life receives a special kind of thoughtful attention. 
Our files of case-history reports on advertising results 

are so recent and varied as to undoubtedly include 
experience in your field or your objectives. They are 


readily available. 


*—detailed report available 


FIRST IN ADVERTISING GROWTH 
Cws 1951 Revenue Gain 55% Over 1950; Greatest in Its Field 
e e 


FIRST IN CIRCULATION GROWTH 


& World Report 1951 ABC Gain 18% Over 1950; Greatest in Its Field 
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A newspaper 


CONSUME... 


Inside the newspaper office the men who handle 
the editorial page and policies are sometimes 
facetiously referred to as the “‘brains department.” 
They are traditionally assumed to live in an ivory 
tower, high above the hurly-burly of the workaday 
world. me people even wonder if the editorial 
page hasn’t become a useless appendage of the 
modern newspaper. 

But isn’t it through the editorial policies as ex- 
pressed on the editorial page that a newspaper rises 
above the status of a soulless corporation? 

In this country we take great pride in our free 
press, considering it essential to our democratic 

rocesses. But what is a newspaper to be free for? 

imply to make money? Simply to disseminate in- 
formation? Or isn’t it obligated to expose corrup- 
tion, to advance good causes, to serve the best 
interests of the people? 

Where this obligation is accepted, the editorial 
page becomes the conscience of a newspaper, the in- 
strument through which it seeks to influence public 
opinion in what its publisher and editors, its repor- 
ters and deskmen consider to be the right direction. 

Certainly, The Blade has always been that sort 
of newspaper. Ever since the days of Petroleum V. 
Nasby, it has fought to make this a better com- 
munity, a better state, a better country. And in 
tense, troubled times like these it is still striving to 
discharge this great responsibility. 
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First and foremost, it has sought, so far as it is 
able, to keep the American people calm and steady 
while this nation is engaged in an epochal ideological 
struggle with the Soviet Union. Too many of our 
leaders, who should know better, seem to be trying 
to shout us into a war which nobody wants. But 
this newspaper, believing that the policy of contain- 
ment backed by adequate force offers the best pros- 
pect of peace, has insisted that the American people 
must keep cool, clear heads if the U.S. is to guide 
the world safely through this long-drawn-out crisis. 

As part and parcel of that policy, it has sought 
to contain our own domestic frenzy. Too many of 
our people, terrified by the Soviet menace, have 
been trying to scuttle our civil liberties, as though 
we could save our American ways of life by abandon- 
ing them. But The Blade is convinced that this 
nation needs more democracy, not less, if it is to 
withstand the assaults of communism. 

For this reason, it has vigorously opposed 
McCarthyism in all its forms, has resisted the “gag 
rule’ which the trustees mistakenly tried to impose 
on Ohio State University, has denounced the mili- 
tary censorship which President Truman placed on 
civilian departments of the Government. 

On the affirmative side, it has supported a host 
of things. It has battled for a fair employment 

ractices program for the city, state, and nation; it 
favored better schools, water and sewerage fa- 
cilities, and airport for Toledo; it has backed the 
Ohio Turnpike and, as usual, the St. Lawrence 
Seaway. It has always been against every kind of 
hypocrisy, bigotry, and prejudice. 

From all of which it may be concluded that the 

editorial policies of the Toledo Blade are essentially 
ragmatic. They are. This newspaper does not be- 
ieve in putting glittering generalities in its masthead 
or in the clouds. It seeks to serve the public interest 
by grappling with each public problem as it comes 
along, guided always by sound principles, high ideals, 
and a free and open mind. 
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Use Zooms for... 
Teletypesetters, 
Plastic Plates, 
R.0.p. Color 


Newspapers Give More 
Attention to Effecting 
Savings of Newsprint 


New York, June 18—Major me- 
chanical developments made by 
and for newspapers during the past 
year include: 

1. Extension in the use of the 
teletypesetter, which makes opera- 
tion of a keyboard line-casting ma- 


the newspaper wire services are 
now using the teletypesetter, and 
hundreds of newspapers during the 
past year have installed equipment. 

2. A number cf production econ- 
omies have been introduced and 
several experiments are being 
made, particularly in economizing 
on newsprint. 

3. More newspapers are using 
color. 

4. Use of plastic plates has in- 
creased and a few newspapers have 
experimented successfully with di- 
rect printing in color from plastic 
plates for press runs up to 15,000. 


8 5. About 300 newspapers are now 
using plastic stereotype molding 
blankets introduced by American 
Newspaper Publishers Assn.’s me- 
chanical department in 1950. This 
makes it possible to reduce width 
of the printed page without loss 
of reproduction quality, thus mak- 
ing it feasible to reduce web 
widths and save newsprint. 

6. A web tension control system 
has been developed for rotary 
presses. Tests reported by ANPA 
indicate that the system meets all 
requirements at a maximum oper- 
ating speed of 40,000 newspapers 
an hour. 

Vernon R. Spitaleri, manager of 
ANPA’s mechanical department, 
told the recent ANPA convention 
here that the three reports of the 
joint committee on newspaper 
printing of ANPA and American 
Assn. of Advertising Agencies on 
art work preparation, preparation 
of duplicate printing materials for 
newspapers, and proper methods 
for handling newspaper advertis- 
ing materials are bearing fruit in 
better preparation and handling of 
copy. 


s The committee’s fourth report on 
color comics advertising reproduc- 
tion, including standardization of 
inks for four-color comics repro- 
duction, was issued last year and 
widely distributed. 

“The problems of gravure sup- 
plement reproduction,” Mr. Spita- 
leri said, “are being studied by four 
subcommittees and the first gra- 
vure report is scheduled to be pub- 

lished later this year. A tremen- 

(Continued on Page 50) 


NEWSPAPERS’ PRINCIPAL MATERIAL UP AGAIN 


DOLLARS Price of Newsprint in the United States, DOLLARS 
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$126-a-Ton Price Might Eventually Lead 
chine completely automatic. All of U, §, Mills to Expand Newsprint Capacity 


WASHINGTON, June 19—After the 
customary sputtering, congression- 
al committees concede that U. S. 
newspaper publishers have no 
choice but to pay the $126 per ton 
base price which Canada is ask- 
ing for newsprint. 

When the most recent newsprint 
price hike was announced last 
month, at least three congressional 
committees threatened to spring 
into action. 

Their reports reiterate what has 
been said many times before: that 
the U.S. ought to try to expand its 
own newsprint production. 

With newsprint at $126, there is 
considerable optimism that the 
long talked of expansion may actu- 
ally take place. 


@ At current prices, newsprint be- 
comes an attractive investment, 
provided investors can be con- 
vinced that the demand will con- 
tinue. 

Since the mid-’20s, U.S. paper 
mills have been content to let Can- 
ada dominate the newsprint busi- 
ness. While the U.S. produces only 
about 1,000,000 tons of newsprint, 
its paper mills turn out more than 
21,000,000 tons of more profitable 
pulp products. 

Paper people look at newsprint 
as a risky business. While it re- 
quires extremely high capital in- 
vestment in relation to sales, news- 
print is notoriously unreliable, 
pricewise. 

From a peak of $114.70 after 
World War I, it brought only 
about $40 a ton during the depres- 


sion of the ’30s. At the outbreak of! 


World War II it was selling for 
about $50. With advertising linage 
perking up, increased demand en- 
abled mills to get their prices up 
to $85 by the end of the war. 


® The price spiral continued dur- 
ing the postwar period. Since 1950 
there have been three successive 
increases of $6, $10 and $10. 

As U.S. mills turned to more 
profitable grades of paper, Canadi- 
ans built their newsprint capacity 
from 500,000 tons in 1915 to more 
than 5,000,000 tons in 1950. For 
many years, Canada was the only 
nation producing in excess of 1,- 


000,000 tons of newsprint. The U.S. 
is the only nation using more than 
1,000,000 tons annually. Canada 
supplies better than 80% of our 
needs. 

Canadians have ample water, 
pulp and labor. In addition, their 
entry into the U.S. market is facili- 
tated by sympathetic tariff poli- 
cies. While other grades of paper 
are subject to tariffs, enabling the 
U.S. mills to operate profitably, 
newsprint is “free.” 


@ During the past decade, the 
“newsprint problem” has been in- 
vestigated and re-investigated. 

Early in World War II, the House 
set up a special newsprint subcom- 
mittee, to supervise rationing and 
price control. Throughout the war, 
the committee reiterated the need 
for additional U.S. construction. 
The committee is still in existence, 
and is still exploring the problems 
involved in building newsprint 
plants in this country. 

(Continued on Page 36) 
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A Year of Ups and Downs... 


Newspapers Gains 
Overshadowed Losses 


New York, June 19—In 1951, 
newspapers broke the half-billion 
mark in national advertising, up to 
a record $513,000,000. It was their 
third year as the top medium. 

Looking at the figures on na- 
tional advertisers’ expenditures in 
newspapers, the marketing year is 
surprisingly mirrored. 

Here are the increased expendi- 
tures of the soap companies, which 
made Procter & Gamble Co., Lever 
Bros. Co. and Colgate-Palmolive- 
Peet Co. the second, fourth and 
fifth largest newspaper advertisers. 


® Here is shown the way automo- 
bile makers cut their newspaper 
drives. General Motors was still 
the biggest of all newspaper adver- 
tisers, but down 13.8%, or almost 
$4,000,000. Chrysler cut slightly, 
1.3%, and fell from second to third 
in rank. Ford sliced 21% from 
newspaper expenditures—nearly 
$3,000,000—and fell from third in 
1950 to sixth in 1951. 

Seagram, General Foods and 
Schenley held their positions as 
the seventh, eighth and ninth 
largest newspaper spenders. All 
increased their expenditures, Gen- 
eral Foods by 22.8%. 

The tenth place was held by Na- 
tional Distillers Corp., which re- 
placed R. J. Reynolds Tobacco Co., 
which fell to 13th in newspaper 
ranking, and is revealed by the 
comparable media table to be 
spending most of its money in TV. 


s For the first time, there were 
six advertisers who spent more 
than $10,000,000 in newspapers. 
There were 11 who spent $6,000,000 


‘or more, 29 who spent more than 


National Newspaper Advertising 


By Major Classifications: 1951 vs. 1950 


Agriculture 
Alcoholic Beverages 
Amusements 
Automotive 
Confections 
Educational 
EY Sel ge cad caee tad 
Hotels & Resorts 


Housing Equipment & Supplies .... 


Industrial 
Insurance 
Jewelry & Silverware 
ES. eee are 
Miscellaneous 
Professional & Service 
Publications 


Sporting Goods 
Tobacco 
Toilet Requisites 
Transportation 
Wearing Apparel 
Total General and Automotive 


% 
1950 1951 Change 
$ 6,819,000 $ 6,969,000 +2.2 
45,473,000 51,046,000 +12.3 
1,272,000 1,788,000 +40.6 
98,094,000 97,038,000 —1L.1 
3,105,000 2,866,000 7.7 
1,339,000 1,404,000 +49 
123,354,000 127,481,000 +3.3 
9,946,000 10,588,000 +6.5 
20,001,000 24,572,000 +22.9 
8,480,000 9,809,000 +15.7 
4,152,000 4,970,000 +19.7 
1,190,000 1,424,000 +19.7 
24,588,000 24,748,000 +0.7 
17,242,000 16,321,000 —5.3 
730,000 717,000 —1.8 
17,470,000 17,124,000 —2.0 
8,341,000 10,126,000 +21.4 
. 22,760,000 22,549,000 —0.9 
1,997,000 1,846,000 7.6 
19,935,000 15,938,000 —20.1 
34,904,000 35,606,000 +2.0 
21,587,000 22,716,000 +5.2 
6,240,000 5,840,000 —6.4 
$499,019,000 $513,486,000 +2.9 
i & 
SS ee AP + ee 
i vs 


$2,000,000, and 71 over the million- 
mark. 

If the emphasis on the first 10 
advertisers seems overdone, news- 


paper advertising men know bet- 


ter. They are aware that the top 
10 newspaper advertisers place be- 
tween 20 and 25% of all national 
newspaper space. 


In many respects, 1951 might 
recalled as a pattern year. It = 
the first year in which newspaper 
linage began to slide a bit, after 
gains piling on gains since the 
war. In dollar volume it wasia 
good year, the best on record. 
It was a year when hard selliffg 
came back in fashion. The trimmé@d 
expenditures reported here are 
some respects mute evidence that 
sales were hard; in other cas@, 
they demonstrate that advertisefs 
elected to turn to other media, $s 
in the case of Kellogg Co., whi@h 
financed an expansion in televj- 
sion—and cut newspaper expendi- 
tures 25%. 


THE BIG BOYS 


As usual, the top 100 nationgl 
advertisers in newspapers a@ 
counted for a whisper under 50% 
of total national advertising—j,p 
booming $255,250,148 and a 6.9% 
increase over 1950. 

A quick examination of the fide 
ures shows some significant trends. 
Automobile companies were down, 
except for independents Hudson, 
Kaiser-Frazer and Packard. The 
latter swung into newspapers with 
a vengeance, and boosted expendi- 
tures 69%. 

The soap companies, led by P&G, 
with $14,179,190 in newspapers (a 
boost of 44%), almost unanimously 
increased their newspaper spend- 
ing. 

The cigaret companies divided. 
Brown & Williamson was up tre- 
mendously, 207%, but American 
Tobacco rose only 40%. R. J. Rey- 
nolds and Philip Morris were off, 
30% and 21%, respectively. 


s The liquor business, always a big 
newspaper customer, came through 
heavily. Seagram was up 13%, 
spending $8,172,150. Schenley was 
up 10% to $6,598,623; National Dis- 
tillers spent 53% more, and moved 
up to $6,290,430; Hiram Walker 
was down 1%, and spent $1,681,- 
855. 

The smaller distillers showed 
generally heavier gains—Publicker 
Industries spent $2,608,526, up 
10%; Glenmore spent $1,563,036, 
up 42%, and Park & Tilford was 
up 33% to $1,471,757. But Brown- 
Forman spent 13% less, down to 
$1,038,624. 

The only brewer in the leading 
advertisers group is New York's 
Liebmann Breweries, up 44% to 
$1,670,279. 

The appliance business obviously 
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was an uncertain one for newspa- 
pers, Philco was up 39% to $3,- 
318,021, but the trend was down— 
RCA was off 11%, Admiral off 
21%, Nash-Kelvinator off 9%, and 
Avco showing a gain of only 0.1% 
Zenith was up 30% to $1,030,835; 
Sylvania was up 381% to $1,275,- 
654 

There was a change in the list- 
ings. For one thing, a greater ex- 
penditure was necessary to place 
a company into the top 100. The 
final company in 1951 was Stand- 
ard Oil of California, which spent 
$761,878, up 5%. In 1950, Lady 
Esther Ltd. was the 100th company 
with only $713,453 in newspapers. 


@ These are the 18 companies 


which made the group for 1951, but 
not in 1950, with their rankings: 
Sylvania Electrical Products (54), 
Brown & Williamson Tobacco (64), 
Campbell Soup (65), California 
Fruit Growers Exchange (69), 
Pacquin Inc. (72), Nestle Co. (80), 
Sun Oil Co. (81), Crowell-Collier 
Publishing (84), Purex Corp. (88), 
Helena Rubinstein (89), McKesson 
& Robbins (90—and thanks to a 
412% increase, largely due to its 
Puck merchandising deal), Consol- 
idated Cigar Corp (91), Vick 
Chemical Co. (92), International 
Harvester (93), Wildroot Co. (94), 
Grove Laboratories (96), Phillips 
Petroleum (97) and E. R. Squibb 
& Sons (99) 

The biggest percentage increase 


TEXAS NEW WHOLESALE MARKET 


was McKesson & Robbins’ 412%, 
up to $829,909. The biggest per- 
centage cut was by Swift & Co., 
down 36.2% from $2,730,084 in 
1950 to $1,741,897 in 1951. 

For the group as a whole, a 
group so evidently important to the 
welfare of the newspaper advertis- 
ing business, the trend was up 
The 100 leaders billed 6.9% more 
than the same companies did in 
1950. 


WHO SPENT WHERE? 


The newspapers have battled all 
during the postwar period to es- 
tablish the newspaper as the basic, 
preeminent medium for doing an 
advertising job. On the basis of 
the BofA’s figures, newspapers 
with their $513,000,000 total led all 


oe 
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their expenditures in magazines, 
33 in newspapers, 27 in radio and 7 Actually, despite increased rates 
in television and more frequent use of color 
In 1950, 42 of the group spent} (the two factors which contributed 
more money in newspapers, against| a dollar gain for newspapers while 
31 for magazines and 27 in radio. | linage suffered a slight decline), 
The seven companies investing| the top 100 advertisers showed a 
in TV as their leading medium last| far smaller increase as a group 
year were R. J. Reynolds, P. Lor-| than they did in 1950. 
illard, Kellogg Co., Jos. Schlitz In 1951, the expenditures of the 
Brewing, Pabst Brewing, Gulf Oil) group were up 6.9%; in 1950, the 
and Hunt Foods. | group’s expenditures were up 11% 
The list of top newspaper ad- 
vertisers shows that 71 companies 
spent more than $1,000,000 in 
newspapers. This is a record fig- 
ure, and compares with 67 in 1950, | 
61 in 1949 and 20 in 1939. 
Of top newspaper spenders, 31 
spent less than in 1950. 


making conversions. 


THE TARGET AREAS 


The three most important na- 
| tional newspaper classifications are 
groceries, automotive and alcoholic 
beverages. Last year, gains in gro- 
| ceries and alcoholic drinks boosted 
8 The high rate of turnover wor-! newspapers’ take by $10,000,000; 
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other media. 
Yet in 1951, 


Page 56) 
magazines. 


among the 
top 100 advertisers (see table on 
leadership rested with constantly 
Of the top 100 in ‘°51, 
37 put the largest proportion of 


urging newspapers to! The 
concentrate on the accounts now 
running in the medium, as well as 


~’ 
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‘ALEX F. OSBORN 
Keueals 
“WHAT’S RIGHT 


ABOUT BUFFALO” 


Mr. Osborn is distinguished as an advertising leader, Vice-Chair- 
man of B.B.D.O., a position which he has made of national im- 
portance. He is a best-selling author, of “Your Creative Power” 
“In the fields of education and social 
science he is Vice-Chairman of the Council of the University of 


and “Wake Up Your Mind. 


Buffalo and Vice-President of the Community Chest and Councils 


of America. 


i ALEX F. OSBORN knows the cities of 
. America as do few others. In an important 
‘ address before the Greater Buffalo Adver- 
; tising Club, May 13, 1952, he describes 
Fi his city as both a wonderful place to live 
: and in which to do business. Following 
‘ are excerpts from his talk: 

f e 


“THE MORE I have worked in other cit- 
ies, the more I have liked Buffalo . .. There 
is no denying the blessings that nature has 
bestowed upon us, ‘astride the level path of 
commerce between America’s East and West, 
with a side door opening into Canada’. . . 
near to coal and oil and natural gas . . . and 
here we have Niagara's matchless power. 

INDUSTRY: Our industrial leaders are 
setting a new style demonstrating that 
the headquarters of nation-wide industries 
can well be kept here it is also a source 
of pride to all of us that some of the greatest 
of our nation's corporations have chosen the 
Niagara area for some of their biggest plants 

Du Pont, Union Carbide, General Motors, 
Ford, Westinghouse. 

And our growth is supremely sound 
founded as it is on the broadest economic 
basis. Our diversification includes all but 
one of the major lines of manufacture recog- 
nized by the Department of Commerce. And 
we are rated as the eighth largest manufac- 
turing center in the nation. 

In home ownership Buffalo outranks the 
average of the 18 other largest cities by a 
good 5% ... The savings deposits in our 
metropolitan area aggregate 931 millions... 
exclusive of 686 


millions of non-time 


deposits in our commercial banks. 

HEALTH: Our section is healthful. Since 
our prevailing breeze comes off a lake which 
covers 5000 square miles, our air is less pol- 
luted with pollen and other impurities. Pure 
air from Lake Erie helps save us from smog. 
Every minute we receive 1,230,000 gallons 
of fresh water. It is both pure and palatable. 
Here we are 590 feet above sea level. Some 
of our suburbs reach Adirondack altitudes. 

WEATHER: In summer Buffalo averages 
10 hours of sunshine per day as against 
New York's 9...Almost any summer 
resort would envy our average temperature 
of 70 degrees in July . . . Each year we have 
only two days over 90 degrees. We average 
about 36 inches of rain per year. Cold and 
yes, plenty (we have skiing right 
here in our own hills)—- but many cities have 
more. 

RECREATION: We have 2000 acres of 
parks right within our city ...33 public 
playgrounds . . . Bathing beaches along our 
own shores... Nearly 30,000 motorized 
pleasure boats ply our waters... Over 
80,000 Buffalonians take out New York 
State fishing licenses. Within the very 
shadow of the city our citizens pull game 
fish, even muskelunge, out of the Niagara... 
Over 40,000 take out hunting licenses each 
year. Golf—-within a half-hour of downtown 
Buffalo we have 20 full length courses. What 
can we offer spectators? Baseball, Hockey, 
Football, Basketball. We have several stadia, 
one of them seating 52,000 and an audi- 
torium which matches Madison Square 
Garden. 
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BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor and Publisher 


KELLY-SMITH CO. 


National Representatives 


WESTERN NEW YORK’S GREAT NEWSPAPER 


Alex F. Osborn 


SCENIC ASSETS: What city can boast 
so many arbored streets? Within our county 
are lovely valleys and noble heights . . . and 
what scenery our waters afford . . . our Park 
Lake, our rivers, Lake Erie and that scenic 
wonder of the world— Niagara Falls. 

HISTORY: .. . Three centuries . . . in 
1640 Fort Niagara was the key to the con- 
quest of our West. In its architectural res- 
toration it outranks Williamsburg, Va. A 
happy sequel to the War of 1812 is our Peace 
Bridge to Canada. It marks 140 years of 
international amity across a border 3987 
miles long. ‘ 

CULTURE: We have five libraries with 
over two million books and per capita cir- 
culation figures above the average of the 
nation’s 18 largest cities ... Our Albright 
Art Gallery, our Museum of Natural History, 
our Historical Museum, our Studio Theatre, 
our Kleinhans Music Hall—-are internation- 
ally admired. 

SOCIAL PROGRESS: Our municipality 
is one of the few to maintain a Bureau of 
Community Relations, attracting national 
attention. On the labor front we can be 
proud of Buffalo's record. 

EDUCATION AND RESEARCH: Out- 
standing colleges, including Canisius, 
D'Youville, State Teachers, the Institute of 
Applied Arts and Sciences —and a University 
with over 10,000 enrollment and a faculty of 
over 1000 . . . Right now over 70 important 
projects in health research are being carried 
on at the University of Buffalo 
tribute to the enlightenment of Western 
New York.” 


a towering 


The complete text 
of Mr. Osborn’s address has been 
reprinted by the Buffalo Evening 
News. Write for your copy. 


ries the men who are most closely | these boosts, coupled with a $4,- 
engaged in selling national news- 
nation’s paper advertising, and the bureau 
and its top publisher members are 


500,000 increase in housing equip- 
ment and supplies, helped to off- 
set some sizable losses. 
automotive classification 
was off about $1,000,000, or 1.1%. 
Sharp gains in the gasoline and 
| miscellaneous segments were nec- 
essary to cancel a 10% drop in 
new car advertising, which 
amounted to more than $6,500,000. 
Other losses were sustained in 
the tobacco field, which declined 
20%, or some $4,000,000, mostly 
due to less cigaret advertising, 
which fell 23%, or about $3,600,- 
000. 


@In the big classifications, seg- 
ments varied widely. Alcoholic 
| beverages advertising rose about 
| $4,500,000. Of this, nearly $5,000,- 
1/000 was for liquors, which rose 
|17%. Wines rose 29%, or about 
| $600,000. Beer expenditures show- 
led only 0.2% increase. 

In the grocery field, which 
gained 3%, more than $4,000,000, 
laundry soaps and cleansers pro- 
vided the biggest proportion of the 
increase. This important segment, 
providing more than a fourth of 
the total of the entire classifica- 
tion, jumped more than $7,000,- 
000—or 26%. It offset losses in 
baking products (down 6%), bev- 
erages (down 15%) and others. In 
fact, only soaps. miscellaneous gro- 
ceries and dairy products showed 
gains in this classification. 


® Across the board, the remaining 
classifications held fairly even. 
Among those which showed gains 
|of more than a million dollars 
| were industrial, public utilities and 
| transportation. 

| Inside the classification totals, 
there were several notable ad- 
vances. Perfumes and cosmetics, on 


which the American Assn. of 
| Newspaper Representatives had 
labored hard, came up with a 


10.9% gain, up more than $1,100,- 
000. Automatic refrigeration 
jumped 45%, up more than $1,600.- 
000. 

® Radio and TV stations showed a 
} 

| 


7% increase in expenditures, up 
to " $6, 523,000. Magazines, on the 
other hand, dropped 2% to $4,888,- 
|000. And newspapers’ own adver- 
| tising in newspapers slipped 20% 
| down to $1,411,000. 


| Two Name Ruthrauff & Ryan 

The Cincinnati office of Ruth- 
| rauff & Ryan has been appointed to 

handle advertising for Hydro-Bor- 
|er Co., maker of precision hydrau- 
llie boring machines, and James 
Warren Co., manufacturer of pres- 
sure-fed paint rollers, both of Cin- 
cinnati. 


| Klein Joins Shappe-Wilkes 

Milton M. Klein, formerly with 
Norman D. Waters & Associates, 
New York agency, has been ap- 
pointed art director of Shappe- 
Wilkes, New York. 


Moore & Co. Names Lane 


Robert F. Lane, formerly adver- 
tising manager for Machlett Labo- 
ratories Inc., Springdale, Conn., has 
been appointed an account execu- 
| tive of Moore & Co., Greenwich. 
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“!’m afraid Ed gets carried away when he talks about the statewide impact 
the Des Moines Sunday Register gives him!” 


Don’t let the name fool you. Far more than intensively cover- 
j ing a city, the Des Moines Sunday Register speeds all over 
A Iowa . . . hitting every county in force. 
i The proof? Look! Family coverage in 83 out of Iowa’s 99 
counties is an amazing 50% to complete domination. In 9 
more counties, it’s from 40% to 49%... and nowhere else is 
it less than 21%. 

Now contemplate this market: Here 2% million people have 
an annual 3% billion dollar income. This is split between 


~~ ts sat 
\ The BIS 
Win Gone MIMD, 
oe cs \\ 


: farm folks who are the world’s wealthiest . . . and town people PACKAGES A STATEWIDE URBAN 
i who far outspend big cities like Philadelphia, Boston, or San MARKET RANKING AMONG 
| Francisco. AMERICA’S TOP 20 CITIES 
. Watch this market respond . . . when you sell it through the ABC Circulation March 31, 1952: 
ae Des Moines Sunday Register! Milline rate, $1.84. Daily, 376,658—Sunday 543,674 


THE DES MOINES REGISTER ann [TRIBUNE 


Gardner Cowles, President 
Represented by: 
Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia : 
Doyle & Hawley—tLos Angeles and San Francisco 
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—to blanket more than half the market —to complete your campaign 
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—to usher in today’s bigger figures —you can't get by with less 
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$126-a-Ton Price Might Eventually Lead 
U.S. Mills to Expand Newsprint Capacity 


(Continued from Page 31) 

In addition to the House news- 
print committee, the Senate has 
had a special newsprint committee 
under Sen. Homer Capehart (R., 
Ind.), and there have been news- 
print investigations by the monop- 
oly subcommittees of the House 
and Senate judiciary committees, 
and by a special subcommittee of 
the Senate small business commit- 
tee. 

With the announcement of the 
monopoly subcommittee of the 
$126 price for Canadian newsprint, 
House judiciary committee called 
in Price Chief Ellis Arnall and 
other government officials. Even- 
tually, the committee conceded 
there was nothing to be done. 


® In an effort to take a construc- 
tive approach, it asked the Depart- 
ment of Commerce to take respon- 
sibility for a study to determine 
the steps that are necessary to en- 


courage expansion of the US. 
newsprint industry. 

Possibly the most thorough re- 
port on newsprint by a congres- 
sional group is the report “News- 
print for Tomorrow” by the Senate 
small business committee. 

At the time of its release last 
April, this report came under fire 
because it contained a section sug- 
gesting that one solution to the 
shortage would be less advertising. 

However, the report also con- 
tains an exhaustive analysis of the 
economics and history of the news- 
print shortage. It concludes that 
the only practical way of obtaining 
substantial increases in U.S. news- 
print production is through the 
formation of special companies, 
with newspaper publishers taking 
the initiative. 


® During the past 15 years, two 
such projects were completed in 
the U.S. The first, at Lufkin, Tex., 


was organized by publishers and 
paper manufacturers in 1937, and 
financed with RFC assistance. At 
the end of World War II, Coosa 
River Newsprint Co., at Coosa 
Pines, Ala., was organized by a 
group of southern publishers and 
financed by public sale of stock. 

Even at $116 per ton during the 
past year, newsprint has not been 
an attractive investment for U.S. 
paper people. 

Early in the present emergency, 
the Defense Production Authority 
declared newsprint an essential 
material, and offered to issue fast 
tax amortization certificates for 
494,000 tons of new capacity. At 
present, only 375,000 tons of this 
expansion goal has been “taken 
up,” though the recent increase in 
price may encourage further pro- 
jects. 


® Commerce Department’s “task 
force” under H. B. McCoy, director 
of the office of industry and com- 
merce, is supposed to explore sub- 
stitute processes of newsprint pro- 
duction before reporting back to 


the House judiciary subcommittee 
this summer. 

Several successful processes for 
manufacturing newsprint from ba- 
gasse, hardwoods, etc., have been 
developed, but the problem of pro- 
viding a continuing flow of raw 
materials has discouraged wide- 
spread use of new processes. 

The Commerce group is also ex- 
pected to meet with publishers and 
mills in an effort to determine 
what can be done to stimulate in- 
vestment. 

The monopoly subcommittee has 
issued several reports highly criti- 
cal of Canada’s mewsprint indus- 
try. Last year the committee 
charged that price restraints are 
practiced with the knowledge and 
assistance of the Canadian govern- 
ment. It reported that efforts of the 
U.S. Department of Justice to build 
anti-trust cases against the indus- 
try were blocked by keeping busi- 
ness records in Canada. 


s After the most recent flare- 
up, the monopoly subcommittee 
charged that Canada had given 
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only token observance to an agree- 
ment which it has with the U.S 
Office of Price Stabilization on 
newsprint prices, and had notified 
OPS of increases only after it was 
a fait accompli. 

The subcommittee said “the 
newsprint picture is further com- 
plicated by the close interest 
evinced by government authorities 
in Canada in the activities of 
newsprint manufacturers.” 

The committee pointed out that 
Robert Fowler, president of the 
Newsprint Assn. of Canada, is al- 
so director of the pulp and paper 
division of the Canadian Defense 
Production Authority. 

The subcommittee believes that 
a sizable expansion of U.S. capacity 
| would tilt the supply and demand 
| Situation to the point where further 
| price increases would be less like- 
ly 


It expressed fear that the high 
cost of newsprint will accelerate 
the trend toward mergers, and will 
result in high advertising costs. 


@ Publishers are far from free to 
do as they please in the present 
situation. OPS could clamp a price 
ceiling on Canadian paper. How- 
ever, publishers fear this would 
|merely divert newsprint to other 
|nations which are willing to pay 
more than the U.S. price. 

Other publishers are inclined to 
invest in newsprint mills. But mills 
| take anywhere from two to three 
|} years to build. There is constant 
| danger that the investors would be 
cut off from their normal sources 
before the new mills are completed. 


Los Angeles Adwomen Elect 

Helen L. Ryan of Ray W. Smith 
Co. has been elected president of 
Los Angeles Advertising Women 
Inc. Other officers elected are Mi- 
mi K. Phillips, Advertising Service, 
lst v.p.; Margaret H. Finfrock, Mir- 
acle Mile Assn., 2nd v.p.; Mary M. 
Cripps, Shaw Co., corresponding 
secretary; Alicia K. Smith, Rose 
Marie Reid Co., recording sec- 
retary, and Muriel Schulze, E. J. 
Elson Press, treasurer. 


Caples Co. Appoints Young 
Lon A. Young, formerly account 
executive of Wolfer-Douglass-Ben- 
nington, Los Angeles agency, has 
joined the creative staff in the Los 
Angeles office of Caples Co. 


Appoints David Gibson 

David C. Gibson, formerly with 
House & Garden, has been named 
an advertising representative in 
the Chicago office of Variety Store 
Merchandiser. 
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No typing champion, but... 


two U.S. decorations, one British. In 1942, his coverage of the Dieppe 


The story is that when Drew Middleton was a journalism student at 


e 


—" 


ie eee 


ee 


Syracuse, he failed to get his degree because he couldn’t type fast enough. 
He got it some years later in a gesture of university pride over a dis- 
tinguished alumnus. Not that he could type any faster. But few news- 
papermen anywhere could beat him at getting and reporting a story. 


Chief correspondent in Germany for The New York Times since 1947, 
Drew Middleton covers one of the most sensitive and strategic news beats 
in the world. Having reported, as a war correspondent, the destruction 
of one Germany, he is now reporting the building of another. Close to the 
Iron Curtain, he keeps a sharp eye on it. A knowing eye, too. He spent 
the year 1946-47 in Moscow as Times correspondent, earned a reputa- 
tion for being tough, shrewd, persistent. : 


Starting his newspaper career as a sports writer, Drew Middleton went 
to London in 1939 to cover sports for The Associated Press. He found 
himself covering a war instead. At 25, he was the youngest reporter with 
the BEF. When he joined The Times staff in London in 1942, he was a 
hardened war correspondent. His up-front war reporting brought him 


raid won the International News Service Medal. In 1943, his reporting 
won the Headliners Club award for foreign correspondents. 


You may not find many typing champions on The New York Times staff. 
You will find lots of reporting champions, men and women who, like 
Drew Middleton, are experts in their fields. Reporters, editors, corre- 
spondents, they pool their talents and their knowledge to produce each 
day a newspaper that is alert, vigorous, interesting, different from any 
other. It has the largest staff. It brings you the most news. 


* And when readers get more out of a newspaper, advertisers get more, 
too. How else explain the 33-year advertising leadership of The New York 
Times in the world’s biggest and most inviting market? There’s a lot 
about The Times today you ought to know. Ask us to tell you. 


he New York Cimes 


“ALL THE NEWS THAT'S FIT TO PRINT” 
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BofA Research Figures Help Back 
Its Theory: ‘All Business Is Local’ 


Regional Sales of Soft | 
Drinks, Liquor, Coffee, 
Aspirin Vary Widely 


New York, June 18—One of the} 
best ways to sell newspapers, ac- 
cording to the Bureau of Adver- 
tising of the American Newspaper | 
Publishers Assn., is to show adver- 
tisers that “all business is local.” 
Hence, reasons the BofA, all ad- 
vertising should be local. An ex- 
haustive amount of research goes 
into proving this contention. 

There's hardly an industry in the 
country, according to the bureau, 
that is more local in character than 
the soft drink and coffee busi- 
nesses. And for these BofA pre- 
sents an impressive story to the 
advertiser looking for the best dol- 
lar buy. 


» So you think we should use 


The Wall Street 
Journal 


to reach all types of busi- 
ness — not just the major 
manufacturing industries? 


sAbsolutely! The Wall 
p Street Journal helps with 
every phase of our prob- 
plem and opportunity. 
* Where else can we reach 
our best sources of supply 
— distributors — dealers — 
consumers — and public 
opinion moulders all in 
one medium? 


Total net paid circu- 
lation today is 234,- 
$69 subscribers, up 
more, than S'2 
in only 10 years. Ev- 
ery state—every line 
| of business! 


times 


HAL 


Soft drink sales in grocery stores 
were about $275,000,000 in 1940. 
By 1950 they had zoomed to ap- 
proximately $575,000,000—a figure 
not to be sneezed at. 


®@ The 1951 Scripps-Howard annual 


store distribution check turned up 
much pertinent information on 
brand breakdowns by market and 
type of soft drink. 

In the 13 cities checked, there 
were 37 brands of cola drinks. 
Twenty three of these brands were 
found in only one market. There 
were 97 different brands of ginger 
ale of which 82 were in only one 
market. Of the 134 brands of or- 
ange drink found, 106 were in only 
one market. 

There were 91 brands of root 


+ ya 


beer. Seventy were in only one 
market. There were 71 brands of 
sparkling water, 60 of which were 
in only one market. The five bor- 
oughs of New York City, inciden- 
tally, account for 54.4% of all na- 
tional sales of sparkling water. 
There were 475 other brands 
rounding out the soft drink field, 
of which 425 could be found in but 


one market. So much for the num- 
ber of brands in a market. 
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popularity give even better indica- 
tions to the bottler as to what to 
sell where, and incidentally, why 
he should use newspapers. 

The south central area, with 
9.8% of the families, leads the 
country in cola sales, 19.8%. With 
only 20.2% of the families, the two 
southern regions account for 38.5% 
of the cola consumption. 

The outstanding markets for root 


| beer were the five areas bordering 


|}on the Great Lakes, With slightly 


® Regional variations in flavor| 


over 53% of total family popula- 


How does METRO got eloser fo paople 
than any other magazine? 


UP NORTH, we don’t see crayfish often. But in 
New Orleans, it’s a different story! And when Dixie 
“ (Mighty METRO in New Orleans) has a cover 
story on crayfish, that's hitting folks where they 


| they can do something about. 
sports, people or places, Metro 


live! It’s something in their daily life, something 


gives you a closeness, 
an intimacy no other national magazine can give you! 


(DIXIE is the Sunday magazine of the New Orleans Times-Picayune & States 


Whether it’s food or 


Mighty Metro—with the world’s largest magazine audience—is an advertising medium composed of 28 Sunday Magazine Sections, 


each of which is individually owned, edited and distributed by a leading American newspaper. These newspapers are: 


ATLANTA Journal-Constitution 
BALTIMORE Sun 

BOSTON Globe and or Herald 
BUFFALO Courier-Express 
CHICAGO Tribune 
CINCINNATI Enquirer 
CLEVELAND Plain Dealer 


DES MOINES Register 

DETROIT News and or Free Press 
HOUSTON Chronicle 
INDIANAPOLIS Star 

LOS ANGELES Times 
MILWAUKEE Journal 


Metro Group Editorial Bureau (New York)... MUrray Hill 7-5200 


METROPOLITAN SUNDAY NEWSPAPERS, INC. * Sales Offices for Metro Magazines and Metro Comics... NEW YORK: MUrray Hill 7-5200 
CHICAGO: WHitehall 4-2280 * DETROIT: TRinity 2-2090 + SAN FRANCISCO: GArfield 1-7946 + LOS ANGELES: Michigan 0259 


MINNEAPOLIS Tribune 


NEW YORK News 
PHILADELPHIA Inquirer 
PITTSBURGH Press 
PROVIDENCE Journal 


NEW ORLEANS Times-Picayune & Stotes 


ST. LOUIS Globe-Democrat 
and or Post-Dispatch 
ST. PAUL Pioneer Press 
SEATTLE Times 
SPRINGFIELD Republican 
SYRACUSE Post-Standard 
WASHINGTON Stor 
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tion, these areas—northeast, east, 
east central, central and west cen- 
tral—accounted for more than 74% 
of total consumption. The two best 
markets for cola sales were the 
two poorest markets for root beer. 

Three of the central areas, with 
less than one-third of total fami- 
lies, accounted for almost half of 
all lemon and lime home pur- 
chases. 


@ The west central and northeast 
regions registered 40% of the total 


consumption of orange drinks. 
While not contributing as much to 
total volume, the central and New 
York City regions showed a higher 
ratio of consumption to population 
than did the other six regions. 

More than three-quarters of all 
sparkling water sales were made 
in three areas—northeast, east and 
New York City, which have only 
28.4% of family population. 

As might be expected, but with 
the exception of sparkling water, 
best sales were made during the 


summer season. 

The reasons for these variances 
range from entrenched taste pref- 
erences, temperature and water 
hardness to legislation and local 
dietary and social customs. 


@ The advent of vacuum-packing 
made national brand coffees a 
challenging factor in the coffee 
business. But many regional cof- 
fee roasters have been successful 
in maintaining their local domi- 
nance, says BofA, with another im- 


pressive statistical lineup. Here’s 
some of the background: 


@ There were 298 brands of coffee 
in 1948, of which 214 were to be 
found in only one market. By 1951, 
there were 403 brands, 339 of 
which were in only one market. 

In 11 markets in 1948, 71% of 
the regular coffee business was 
done by local or regional roasters. 
Twenty-four different brands 
placed among the leading five in 
each market. Of these 24, 17 were 


like themeelvee! 


IGHTY METRO is different from any other 
national magazine you can advertise in—dif- 
ferent in several ways, all of which help you sell goods. 
One difference is Metro’s closeness to its audience. 
People see themselves, see their own way of life in 
Metro. Unlike other national magazines, which are 
edited in one place for the country as a whole, Metro 
is individually edited in more than twenty different 
places! So Metro, alone of all the great national maga- 
zines, contains much of what interests people most — 
themselves, their neighbors, their community life. 
Take the issue of Dixie shown here. There’s the 
crayfish story —/ocal. There's 
the State of Mississippi”—/ocal. There’s a skiing story. 
Skiing in Louisiana? No, but it’s a New Orleans man 
skiing in Switzerland! And so each Metro editor 
makes his readers feel at home and makes them read 
from cover to cover. 
Here’s another difference. Unlike other national 
magazines, Metro carries local retail ads. Because 
these ads are things people can act on at once, they 


Mh 


Metro 


“Louisiana Island in 


Nothing interests people 


actually increase page traffic. And, because the lead- 
ing retailers advertise in Metro consistently, you 
have mighty good proof that these ads pay off! 
Now for some hard-facts differences. Mighty 
METRO is unlike any other magazine in that more 
people read it than any other magazine! Metro's 
circulation is more than 14,000,000. . 
audience is 35,000,000 —and that’s every week! 
Metro's coverage is different, too. Different in that 
no other magazine penetrates anywhere near as 
deeply as Metro. In the nation’s 162 metropolitan 
areas, Metro averages 47% coverage! In more than 
500 cities of over 10,000 population, Metro has 
50% -100% coverage! 
And on a per dollar basis, you can get up to three 
times as many readers in Metro as you can get in 
other magazines! 


. Metro’s 


Make Metro your Sunday Basic Buy. By reach- 


P 


ing more people, by getting closer to them, you'll 
sell them more readily than you will in any other 
magazine! Nothing sells people like Metro! 


OVER 14 MILLION CIRCULATION! 


uke METRO 


NoTHING- SELL@ PEOPLE 


DOES THE UPPER 
INCOME GROUP 
BUY LESS? 


A healthy rise in the user- 
ship of margarine in St. Paul 
is reported in the 1952 Con- 
sumer Analysis, showing that 
38% of the families were 
buying the product as com- 
pared with a 28°/, usership 
the previous year. 

Despite margarine's gains, 
the use of butter declined 
a bare 2%, from 96.4%, of 
the families in 1951 to 
94.6%, in 1952. 

Who are these people buy- 
ing margarine in a butter 
stronghold like St. Paul? To 
what degree does income 
affect purchase. Here is 
the breakdown of margarine 
purchasers by family  in- 
come. 


% Fam. buying 


margarine 

Under $2,000 48.4% 
2,000 - $2,999 42.7 
$3,000 - $3,999 40.4 
$4,000 - $4,999 .... 38.6 
$5,000 - $6,999 .... 35.3 
$7,000 - $9,999 .... 30.0 
$10,000 and Over ... 26.2 

ARE THE YOUN 


EASIER TO SE 
THAN THE OLD 


Age, an important factor 
in marketing many consumer 
items, seems of minor sig- 
nificance, however, in mar- 
garine buying habits as 
shown in the table below. 


Yrs. of Age % Buying 
kt err 39.8% 
Oe ee 35.0 
Sa iid & aia need act 39.2 
MM Os 2 ko wemne 40.1 
G3 ond Quer .......-; 43.4 


comparing the St. Paul 
market with the fourteen 
other markets doing stand- 
ardized studies, St. Paul's 
38%, usership of margarine 
is significantly below the 


rest. One market is above 
the 80 level, nine are 
above 70°%,, two above 


60% and two above 40°%/,. 
Conversely, St. Paul shows 
the highest butter usership 
among these same cities. 


| THESE PRe on margarine 
are taken from the 1952 
St. Paul Dispatch - Pioneer 
Press Consumer Analysis and 
the fifteen market Consoli- 
dated Consumer Analysis. 
For current consumer pre- 
ference data on your 
product write Consumer 
Analysis, St. Paul Dispatch- 
Pioneer Press, St. Paul |, 
Minnesota. Please ay 
the classification (s) 
which you are iaterested,. 
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in only one market. 

Cain and Folger had 35% of the 
market in Oklahoma City. Three 
regional brands, Folger, Dean and 
Spotlight, had nearly 50% of the 
business in Memphis. Nearly 60% 
of the coffee business in Knoxville 
went to J.F.G., Jewel and Honey- 
moon brands. 


@ The 1947-1948 monthly grocery 
inventory studies in eight different 
markets found 67 different brand 
names with at least 10% distribu- 
tion. Of those 67, 44 were in only 
one market. Top sellers in eight 
markets were: 

Boston, Victor; Cincinnati, Day- 
ton and New York, Maxwell House; 
Gary, Ind., Les Angeles and San 
Francisco, Hills Bros.; St. Louis, 
Old Judge. 

On a composite standing, the 
non-nationally distributed brands 
did 70.9% of the total business in 
1948. Here are some breakdowns 
on the popularity of the six na- 


tionally distributed brands, Max-| 


well House, Chase & Sanborn, Del 


| Monte, Yuban, Sanka and Kaffee-! out the variations in buying is no-! 


Hag. | where better exemplified than in| 
City (%) the liquor business. 

} ~ mmol ma Liquor is immensely important 
Cleveland ‘14. | to newspapers, since alcoholic bev- 
—- -313| erages are the third largest news- 
Gary, Ind. . ..38.2| paper classification and since liq- 
ase , Sees x uor accounts for more than 60% 
San Francisco -19.8| of the classification’s total. 


@ The over-all consumption pat-|® Further, newspapers have gained 
tern tends to follow population! steadily in liquor linage during 
lines, with an average yearly con-| the postwar period and have been 
sumption of three-and-a-half to! able to attract larger and larger 
four pounds. For solubles, con-| amounts of money—despite the 
sumption tends to bunch up in the| fact that the liquor business went) 
large metropolitan areas. through a radical postwar read- 

To date, national distributors justment. 
thoroughly dominate the solubles There are a number of reasons 
market. This is giving some re-, why newspapers always pay close 
gional distributors cause for con- attention to the liquor classifica-| 
cern. If a national brand soluble| tion. One is that it is entirely a 
establishes itself in a household, print classification and cannot use 
then there is the possibility that) TV or radio. So the battle is be-| 
the company’s regular coffee will| tween newspapers, magazines and} 
follow suit, thereby endangering | outdoor. 
local and regional roasters’ con- In the second place, the historic | 
sumer franchises. pattern of marketing in the field| 


The bureau’s work in digging) is to switch brands around, to test| 


Apparent Consumption of Canadian Whisky 


1949 1950 1951 
Alahome wr = = "eal No. Carolina 0.6 0.7 0.8 0.7 
5 ¥ No. Dakota .. 0.2 0.2 0.2 0.2 

Arizona . 04 04 O04 0.5} 
Arkansas 03 03 04 0.3|Qhio 49 48 49 43 
California 10.9 10.1 80 9.6| Oklahoma ~Dry Dry Dry Dry 
Colorado ... 08 08 08  0.7| Oregon ... 12 (13 11 1.0 
Connecticut 23 22 23 2,7|Pennsylvania...42 39 42 36 
oe cesesins 03 03 02 03/Rhode Island ..04 04 05 04 
| Dist. of Col. 22 24 29 35 So. Carolina ...... 0.4 0.5 0.6 0.5 
Florida . 25 29 3.4 35 So. Dakota a | 0.2 0.2 0.1 
Georgia 09 il 1.0 1.1} Tennessee 06 8695 = 607 606 
Idaho 03 0.7 03 02 Texas 2.9 3.3 3.5 3.1 
Illinois 105 11.0 106 10.6) Utah os 02 8661 (O 
Indiana... 16 613) «08a g| Vermont os oF 63 63 
lowa 0.3 04 0.4 0.3 Virginia . 1.0 1.1 1.1 1% 
Kansas Dry 05 08 0.7] Wathingion ....27 236 31 1.7 
Kentucky 03 04 0.5 05 West Virginia .... 0.3 04 04 0.3 
Louisiana 16 6286) (3120 8.9] Wisconsin Se ee. ee ee 
Maine @3 03 02 03] Wyoming os 08 8602 | 683 
| Maryland Hr t ir Total 100.0 100.0 100.0 100.0 


Massachusetts ..3.9 42 41 43) Total Gallons 
Michigan 94 93 96 g2 im Thousands 4,356 4,543 5,380 17,059 


Minnesota 1.6 1.1 1.2 0.8 Sources: 1948 Figures - John C. Loeser for 


Mississippi Dry Dry Dry Liquor Store & Dispenser 
Missouri .............. 14 13 14 1.7 1949 Figures - “Areas of Oppor- 
Montana 0.2 0.2 0.2 0.2 tunity..." Bureau of Adv 
Nebraska ............... o4 0.5 0.6 0.5 1950 Figures - Liquor Report #2- 
Nevada — 0.3 o4 o4 True Magazine, by permission. 
New Hampshire 0.3 0.4 0.3 03 1951 Figures - Liquor Report #4- 
New Jersey ........ 4.7 45 49 5.4 True Magazine, by permission. 
| New Mexico . 04 0.3 04 0.4 Prepared by: Liquor Division, Bureau of 
New York 18.5 16.7 16.0 17.0 Advertising, ANPA. 


them in various states, and to con-! duct big regional drives. For all of 
these purposes, newspapers are 


you need a 


double-barreled shotgun 
to hit the sales target 

in the great and growing 
Detroit Market— 


—one barrel represents 


The Detroit Times HALF 


of this market— 


which is just as important 


as the other HALF— 


You don't need more 


—you can't do with less! 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


You're missing Something 
If You Miss The Detroit Times 


ideal. 

The last big liquor job the bu- 
reau did was in 1950, based on 1949 
| figures. Since then they’ve used 
| the True report, which is the work 
| of Ben W. Corrado. 
| 
le The point which shows up in 
the year by year figures is that 
liquor buying habits change re- 
markably little and usually only in 
intensification. Pennsylvania and 
California are close in size, but 
California will consume close to 
| ten times as much straight whisky 
|}as Pennsylvania, five times as 
| much bonded whisky, and three 
| and one-half times as much Scotch. 

Scotch, of course, is the drink of 
the New Yorker—and New York 
accounts for 25% of Scotch con- 
sumption. California consumes 
12%, half again more than Illi- 
nois’ 8%. Then come New Jersey 
(4.9%), Massachusetts (4.3%), and 
Texas, 3.9%. 

New Yorkers drink 14% of the 
gin, California drinks 11%, Illi- 
nois 8%. 

On Canadian whisky, however, 
Illinois drinks 10% to California’s 

%, and New York drinks 16%. 
Michigan comes in for 9.6% on 
Canadian consumption. 


® Florida and California buy more 
rum than does Illinois, and New 
Jersey buys nearly as much. 

As far as brandy goes, year in 


267 GROCERS 
CAN'T BE WRONG... 


. when it comes to spending their money 


— week-after-week — for advertising that 


must pay off in grocery sales. 


267 grocers—two-thirds of San Francisco's 
advertising retail food outlets—placed over 
seven million lines of advertising in the 
SAN FRANCISCO PROGRESS during 1951! 


Mr. National Food Advertiser, use the 
paper that pays off in food soles .. . 


. Leads in retail food lineage 
. ls used by more food stores 
. Sells more food in San Francisco 


| Send for “267 GROCERS CAN'T BE 
| WRONG!” packed with up-to-the-minute 
| information on food advertising and mer- 
| chendising in San Francisco. Simply address 
lo card or letter to National Advertising 


| Manager 


SAN FRANCISCO PROGRESS 


Published by 
Henry F. Budde Publications, Inc. 
125 Valencia Street 
| San Fi i 


3, Calif . 
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000 when 
, 1951— 


The average daily circulation of the St. Louis Post- 
Dispatch—which jumped to more than 400 

the Star-Times ceased publication June 15 

was 400,743 for the six months ending March 31, 1952. 
Sunday circulation for the same period rose to 459,001. 
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THE BEST COVERAGE 
IN THE ST. LOUIS MARKET 


MONEY CAN BUY 
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and year out, Wisconsin will con- 
sume very nearly as much brandy 
as New York. On other cordials, 
Wisconsin consumes only about a 
third to one-half as much as the 
Empire State. 

What the bureau has been able 
to do with telling effect is to em- 
phasize these regional differences 
in buying, to point out that in some 
years Wisconsin has consumed as 
much brandy as 34 other states; 
that Michigan’s fondness for Cana- 
dian whisky makes it as good a| 
market as Wisconsin and Pennsy]-| 
vania combined. 

And the story has taken hold, so} 
that in 1951 only one of four big} 


distillers spent more money in 
magazines than in newspapers, and 
three of the four are among the 
top ten newspaper advertisers. 
ak 
ays s Generally speaking, the muscle 


pain and headache reliever busi- 
nesses don’t show too much varia- 
tion, on the average, by regions. 
Some 86% of the population in all 
markets use headache remedies, 
well over 75% of which are brands 


—fastest growing city in the U. S 


—population increase since 
1940-—257% 


Baton Rouge... 


—total effective buying income 


: 104th in US. 

of -——117th in U. S. per family 
. income 

rae —370.5% increase in bank 
sv deposits since 1940 
-343.6% increase in bank 
Fs resources since 1940 

As —second largest city in 


Louisiana 


For your share of this market, 
: specify 


5 ® 


ms =6STATE 28882 TIMES 
f MORNING ADVOCATE 


Aftiliated with Radio Station WJBO 
Represented by The 


JOHN BUDD CO. | 


of aspirin (Bayer’s does 68% of;ond quarter, plummeted to 8.8% | Pacific area. Again, there is a note- 


the aspirin business and around 
60% of the total headache busi- 
ness). 


But the advertiser who goes by} 


the average is bound to waste 
much of his advertising dollar, be- 
cause this area is one where quar- 
terly variations in regions provide 
the clues to wise expenditures. 

In the East, for example, sales 
of muscle pain relievers in 1950 
were 11.4% in the first quarter. 
They climbed to 15.4% 


in the third quarter and came back 
to the first quarter figure in the 
last quarter. 

Sales in the east central area 
hover between 11% and 13% for 
three-fourths of the year, but 
climb to 17.4% in the second quar- 
ter. 


@ It may be the influence of the 
Hollywood athletes; at any rate, 
muscle pain relievers, with 17.3% 


in the sec- of nafional sales, sold best in the| 


worthy variance by quarters. From 
first to last, the cycie runs 13.5%, 
14.7%, 22.8% and 17.6%. 

Other than aspirin, which fol- 
lows a pretty general year-round 
pattern, internal pain relievers al-| 
so take quarterly sales hops and 


| slides in certain regions. In New 
|England for example, percentage) 


of total U. S. sales slumps to 9.5% | 
in the second quarter. Sales during 
the first, third and fourth quarters| 
run 11%, 13.4% and 12.6%, re- 
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spectively. 

In the East, sales climbed from 
15% in the first quarter, to 16.7% 
in the second quarter, 18% in the 
third and dropped to 13.5% in the 
last quarter. 


® Back to the Pacific, the sales 
percentage continues to be the 
highest in the country and one of 
the most erratic. Quarterly figures 
are as follows: 13.2%, 24.9%, 
13.8% and 16.8%. 

The case here, for pain and mus- 


7 


For the full power of the press, 


choose the 
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cler relievers, can’t rest as heavily 
on the “all business is local” angle 
as it can on the fact that in differ- 
ent regions, headaches and pains 
vary according to beach seasons, 
dates for income tax returns, spring 
muscle-testing and the like. 

Maybe not all business is local, 
but these businesses—soft drinks, 
coffee, liquor, headache and muscle 
pain relievers, are local enough in 
sales characteristics to give the 
BofA a strong case for its theme 
song. 


Scranton Adclub Elects 

Sam H. Feigenbaum, sales man- 
ager of WARM, has been elected 
president of the Advertising Club 
of Scranton, Pa. Other officers 
elected are Richard C. Parker, v.p.; 
Frances Reardon, secretary; Grace 
McKenzie, financial secretary, and 
Boyd Alvord, treasurer. 


Girards Appoints Agency 

Girards French Dressings, San 
Rafael, Cal., has appointed Guild, 
Bascom & Bonfigli, San Francisco, 
to handle its advertiisng. 


| Sunkist Buys TV Show 

Sunkist Growers Inc., Los Ange- 
les, has bought “Sunkist Premiere 
Playhouse” for 13 weeks over 
KTLA, Los Angeles. The Los An- 


geles office of Foote, Cone & Beld- J 


ing handles the account. This is 
Sunkist’s initial bow on TV with 
a regular show. 


Pease Heads Bank's PR 

Warren S. Pease has been ap- 
pointed manager of the public re- 
lations department of the First 
Trust & Deposit Co., Syracuse. 


Names Kesslinger Agency 
Camera Equipment Co. New 
York maker and distributor of 


| 


photographic equipment for motion | 


picture and TV studios, has named 
M. Kesslinger & Associates, 
Newark, to direct its advertising. 


RPM Mfg. Co. Names Blum 

RPM Mfg. Co., Lamar, Mo., mak- 
er of Buccaneer power lawn mow- 
ers, has named Charles Blum Ad- 
vertising Corp., Philadelphia, to di- 
rect its advertising and public re- 
lations. 


S THE NUCLEUS... 


in Los Angeles, it's 
the ABC City Zone! 


DYNAMIC, powerful and 
concentrated, the ABC City Zone is the vital 
business portion of the vast Los Angeles 
metropolitan area. It accounts for 58.6 per cent 
of the area’s total population and 


71.8 per cent of total retail sales. 
j 


EXPLOSIVE IMPACT drives 
your advertising message home when you use 
the one Los Angeles newspaper that concentrates 
its huge circulation in the Los Angeles 
ABC City Zone to give you thousands upon 
thousands more readers in this vital profit 
area. That nenwspaper—the profit nenspaper 
of the profit market—is the Los Angeles 
Evening Herald-Express. 


HERALD-EXPRESS 


Represented Nationally by Moloney, Regan and Schmitt 
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hig 
reasons 


Why LEADER and 


TELEGRAM readers 
are 
Important 


{o you 


They Earn the 
Largest Paychecks 


The highest paid workers in 
Wisconsin® read your ads in 
the Eau Claire Telegram .. . 
again in 1951 Eau Claire leads 
all other Wisconsin Cities in 
per capita Industrial Pay .. . 
Average Weekly Wage. $82.73 
* Wisconsin Industrial C 
mission Report rel 
March, 1952. 


Total Annual Industrial 
WED. scccces $27,140, 


Income 
—average income per f 
family is $5,460, 
above the national a 
age. 
They are Many and 
Concentrated 


Nearly all the Leader & Ti 
gram circulation is concentra 
inside Eau Claire and a 

mile radius. The Leader 
Telegram offer you 98% ¢ 
erage in the Eau Claire 
Zone, and intensive, hig 
merchandisable covera 
throughout its 50-mile-radi 
6-county coverage area . 
where there are .. . 


171,800 Consumers 
50,910 Able-to-buy Families 


And They're Spenders 


Pamilies in Eau Claire and the 
surrounding 50-mile area spend 
$156,209,000 yearly at retail 
stores. Here are the big vol- 
umes available to you through 
The Leader & Telegram... 
Food Store Sales. $29,043,000 
Gen'l Mdse. Sales 20,262,000 
Appr’l Store Sales 7,910,000 
Home Frng. Sales 6,204,000 
Automotive Sales 27,596,000 
Bldg. Mat. Hdwe. 

Sales 21,064,000 
Drug Store Sales. 3,637,000 
(1951-52 Consumer Markets) 

as your most effective salesman 


throughout. 


Get your product really moving in 
Eau Claire and its 6-county market 
... select The Leader & Telegram 


The 
EAU CLAIRE LEADER 


& DAILY TELEGRAM 


National Representatives 
SHANNON & ASSOCIATES, Inc. 
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; | Newspapers Accepting R.O.P. Color 


Source: Lake Shore Electrotype division of Electrographic Corp., June 1, 1952 


“a! 3 Coters 2 Coters Closing Minimum Actual isColer Days of Week Coters 2 Colors Minimum Actual 
: end Bleck and Bleck Bleck Days in Sine Printing Used in National aa Bleck a Bleck Sieck Days in Size —- 
: Printing Usedin National 
Full Page Full Page and One Advance Unit Plate Edtterte Ads are Full Page Full Page and One Advance Plate Edtterie! 
ores erlem Color of Pub. Accoptenie Stee Printing orless orless Coler of Pub. aesapeatte Ste Printing Pro hwol 
sibebaaialisintes a e. 
arn News Post Herald x x x __ 3 page 15% 222% ves All . man , 
Decatur Daily . : 1000 16% 221 — All Ft. Meyers News Press Aes 2 Page _—_—'16x22 — All 
Dothan Eagle x 1 1000 15% 221% no All Jacksonville Journal ae 3 1000 15!'bigx22 yes All 
Florence Times & Tri City Daily x 2 No Min. 15% x21 no All Jacksonville Times Union z x 7 10 Page® 15% 121% no a AL® 
Gadeden Times 1 3 1000 ‘15% x21% no MTWFS Miami Herald x l 1000 154 x22 no Al 
Huntaville Times x i 1000-1555 x21% no All Miami News x x x 2 Page —'15% 222% = yen SSCA 
te, Mobile Preas x 3 1000 151442208 ne Orlando Sentinel Star x x x 3 1000 2 ! /TF 
: 14X20" All - — = ___ 15M x21 yes MTWTF 
: 4 Monigomery Advertiser Journal x x x 2 1000 15% 222% ves All Panama City News Herald _ © 1000 15M x21 yee All 
7 pom poroeste Herald-Tribune a. __z 1 ___NoMin. 16x20, yes _All 
o 7 any . mie - it. Augustine Record om a _3 _ NoMin. 15% x21 a 
:) ‘\ ucson Citizen § ns) 1000, 154 x21% ino __ Au® St. Petersburg Independent . me _1 No Min. 16% x21} yes All 
\y @ Facilities limited latter part of week Potersburt Tunes _ coins aes See 1000__—-16x21%4 yes MTWTF 
fA ‘ampa Times x x x 3 560 —«15% x2135 ~ All 
eee ARKANSAS rs - = re a ‘ ry yes 
Me , Tampa Tribune x x x 6 560 «154x215 MTWTS 
ss Fayetteville Northwest Times x 2  % page 16x21 All News Chief —_—_-4___*-— * ae 
Fort Smith Times Record . 1000 15% x21 = All” Sates Haves = —__—_—2__5 <osll Min. —lex2 ___ aS - 
Litile Rock Democrat : . : 7 1000 15% 221g — All ® a tn for | color and black — tee wheal black only quiiiite entities, 
Little Rock Gazette x x x 2 1000 15! \gx21%¢ no All sil’? — 2 i tions will be issued when information lo available 
Malvern Daily Record —7-column x 3 Page 14x19% no All GEORGIA 
Pine Bluff Commercial x x x 2 1000 15% 220% no All Albany Herald x x x 2 500 15? 
‘ ; wena Fee. TP " 4x21 no MTWTF 
Texarkana Gazette News : 3 1000 15 221 ves All Atlanta Constitution Journal x x 5 1000 15% x21 yes All 
Augusta Chronicle Herald ; ee 1 1000 15% x21} All 
CALIFORNIA : - : : ; ¢____po 
‘ Columbus Ledger Enquirer x x x 2 1000 15% x21! es All 
Alameda Times-Star x x x 5 1000 164 «21% yes All j one was —— . - . x 
pereraittra Advocate a. page ~ 16M 21% no MF Meson Nowe, Telegaph — = ~- = 1 4 page _15% x21'4 no MTWTa 
Anaheim Bulletin : 2 1000 16x21 no All 
z Bakersfield Californian 1 31000 15% 4x2i% no All IDAHO 
Herkeley Gazette 1 « x 1 1000 _15%21% yes All Lewiston Tribune__ Sa oe OS ee 
Burbank Review x 3 M page 15t¢x21%% yes All Pocatello Idaho State Journal x 2 420 16x21 yes AUD 
Burlingame Advance x x 2 page 15% x21 = yes All Twin Falls Times News x x 3 % page 1574x21__ no STu 
Chico Enterprise Record as 560 1544221% sano All D 1 color and black available all days 2 or 3 colors and black scheduled specially 
oar — we * x x x 5s 588 SM 21 ves All 
Sureka Humboldt Sta -Times x 1 1000 15 x21 All ' 
Fresno Bee x x x 2 980 154 x21 = ____ All® ys SO x x 3 1000 15% x21} no MTWS 
Glendale News-Press x 2 5aS8 1542214 _—iyes MTWFS Canton Ledger ee = . 2 l 4 page 16% 22015 no All " 
es eee Sentinel x 2 ‘page 16x21 no All Champaign-Urbana News Gazette _ x 4 1000 16x22 no AU® 
awe ily aoe x 2 1000 16x20 __yes All Chicago Herald American “4 x x 3.1000 15's x20 yes All 
lollywood Citizen-News x x x 2 600 15% 220% yes MTTFS Chicago Tribune : x x x 6 Page 15442224 _—yes All 
Huntington Park Signal 1 2 588 15% x21 ves All = = -— — ——— = ! 
. : _— ~~ Chicago Sun-Times x 3 Page 1044 x14% yes All 
Long Beach Independent — Tabloid x x 1 1000 10n15% yes All Dixon Telegraph = x x x 7 Pa 154 x21! oT a All 
Long Beach Press Telegram x x x 2 1000 15% 221% no All Joliet Hesit News : - 1 x 7 a Tits = no ‘All 
= Petts Ls aily Newe—6-column * 2 1000 12/gx16q _ yes All Kankakee Journal a 2 Sco. 154221 no MTWF 
Soa! 3} ee = 0 eee —— 
A e m x : 5M x2 yes S 3 es > ‘ 
Los Angeles LaOpinion x 1 No Min. 10x21 ‘no All be Sone ere ee - 3 +o p> 
- L - e Ottawa Republican-Times x x 3 1000 15! hygx215 no All 
Los Angeles Mirror — Tabloid x x x 2 600 9% x15 yes All Pekin T Bic e918 . 
Loa Angeles Times x x x 7 1000 15% 221% no MTWT P. = ja is - - x . — ee ne LM 
Maryaville- Yuba City Appeal Dem x 2 No Min. 15% 221 no All baie tclirg tats . * 3 — : yeast " no — 
Siceeal then Shae : ; “page 15% x21 = All Quincy Herald-Whig x 3 No Min. 15% «22% no All 
one $ ~ : Rockford Star-F . 2 ~ 15% x213 
Poiana — = ; me no All Springfield ay x x ; 3 Paget te ipeaaite = 7 nl 
Monterey Reales Herald x - : 3 % = ish aaita =~ x seen Seaeette 4 * : page 10e%1 _— - yes he 
Oakland Tribune = ; ee Te == ii = SMTWFS Waukegan News-Sun x x* x 5 1000 -15!x22 yes, ~= MT WTFS 
Ontario-Upland Report x 1 1000 tecoge = ‘ All Chicago Daily Drovers Journal} 3s x s RS Page _ 15% x2i% ae All 
Pe fae -; 4 7 151%; sai? ¥ All Kansas City Daily Drovers Telegramt@x . x x 4 Page — 154x21% sno All 
yo = ; i iz -s 2 — TWTFS Omaha Daily Journal-Stockmant® «x + x 4 Page ——'154x21% no All 
a - = : 3 Pt) 158x214 — All : = = Daily Livestock Reportert x x x 1 Page 1539. x21% no All 
——S — . 40" 15% x21 an All @ Varies with press capacity ? Corn Belt Parm Dailies Group 
: —s none oe x 1 i 15% 2204 ‘ho Al® @ Applies to 3 colors and black only— 1000-line minimum for 1 or 2 colors and black 3 — eee i — 
- edondo Beach Daily Breeze x 2 No Min. 15 x21 yes All 
: Redwood City Tribune . 1 x 2 588 15% x21 yes All INDIANA 
’ Richmond Independent x 2 z 2 i, page 155s x22% no All Bedford Times-Mail x 1 No Min. 15% x21 yes MTWT 
Riverside Press, Enterprise x x 2 588 154221 no SMTWTaFrS Bloomington Herald Telephone x 2 “% page 16x21 no AU®~ 
Sacramento Bee x 2 2 2 480 158x217); -» an Connersville News Examiner _ x 1 % page  157i¢x21 no ~All 
Secramento Union x x 2 2 9800 1514 x20 RO All Evansville Courier Press x x 10100015 %4 x26 no MTWTa.Fp.S 
Salinas Californian . ‘ 1 2 1000 15% x21 ~~ yes All Fort Wayne Journal-Gazette, . fe 
San Bernardino Sun Telegram 2 x 2 No Min. 15% 221 a All News-Sentinel = = 4 1000 15% 22245 yes All 
San Diego Tribune Union x x x 2 1000 1521 yes All Gary Post-Tribune — 2___ 1000 17% x22 no All 
San Fernando Valley Times 8 2 3 4 1000 l5a21u yes All Goshen News-Democrat x x x 2 560 _ 16% x21 no All 
San Franciaco Call Bulletin a s 2 4 Page@ 15% 220 yes All Indianapolis Star and News x x x 5 1000-154 x225% yes SMTWTF 
p San Francisco Chronicle 8 . = 5 1000 15% x24 = All Indianapolis Times x x x 2 61000 154 x22 yes All® 
j San Francieco Examiner : a 3 Page 1534%¢x20 yes ~~ MTWTFS® Marion Chronicle Leader-Tribune x 1 No Min. 16x21 no All 
San Francisco News x x 2 1000 15%%4x22'4 yes All Michigan City News Dispatch x x x 6 600 ~ 1584 x21 no All 
San Jose Mercury, News x x 5 Page® 15% x21 yes All New Castle Courier-Times _ x x 2 No Min. 16x21%s no All 
San Leandro News Observer z 2 2 1000 16x20 yes All Peru Tribune x x x 3 600 15% x21% yes All 
San Luis Obispo Telegram Tribune x x 1 1000 15% 220% yes All Plymouth Pilot News x2 s 2 Page __15!5igx214 = All 
San Mateo Times & News Leader ® - 5 3 1000 15% 2215 ves All South Bend Tribune x x x 7 Page 1554x2175 yes All 
val San Pedro News Pilot 1 x 1 7 560 154qx20 — All Wabash Plain Dealer _ x 3 No Min. 15’ x21 yes MT 
> San Rafael Independent-Journal . 2 1000 15% x21 - All Cannot guarantee insertion Wednesday, Thursday or Friday due to press limitations 
Santa Ana Register ‘ x ‘ 3 100085 15% 2153 - All H ia ncn egies sonia gli 
Santa Barbara News. Press x x x 3 1000 15% 12145 no All © Oy epactel covenguenent ent 
Santa Cruz Sentinel. News x 3 1000 15% x21's yes All 1OWA 
Santa Monice Outlook x 1 3 \% page 15% x21 no Ail P . P 9 2 u , 
ate Hae Waniadieameans - - ; as Te — aii Council Bluffs Nonpareil x x x 2 M page 15%x21% = yes MTWFS | 
Py. South Gate Press Tribune - . aa is ; ; All Davenport Times Democrat x 1 1000-154 «20 no SMWT 
ay ee = ; 1665 +B “ aa yes WEWwTF Des Moines Register Tribune x x x 7 PageD 1544x2245 ven Varies®. 
Vallejo News-Chronicle - 2s _] Fort Dodge Messenger & Chronicle x 2 1000 15% x22, sno All 
& & Times Herald : . = 3 560 15% 221 yes All lowa City Preas-Citizen x x 2 1000 16x21 yes _ All 
"ee Visalia Timee-Delta - el 5 616 16% x21 yes —All® Keokuk Gate City x 1 Mo page 16\¢x21 __no MTWTF 
Whittier News > 2 588 a Mason City Globe Gazette x 3 “% page 15%220% no MTFS 
Leeway on Thursday depending on size of paper ae oe a, Muscatine Journal 2 : 2 1000 15)4 220 i... iW 
\ day leeway required Newton News x 2 Pa 16x21 no MTWFS 
No minimum for ~ 2 colors and black Oskaloosa Herald x 1 io 16x21 no All 
API moat to 3 colors and black —1000-line minimum for | or 2 colors and black Ottumwa Courier _ x x 2 560 154220 sino All 
2 of 3 colors and black —available Tuesday and Wednesday on! > 7 s * a > 
Y © Apptice only to 3 colors and blech—1000-line minimum for 1 or 2 colors aed black aor cnt ; 11 ii — a 
; © Deiadenss cine—8 estore and tock — Salt pase Sioux City Journal, Tribune x 7 1000, 154%sn21% sino All 
zt 3 Require optional dates Spencer Reporter z_ 3__ 1000 15% x21 no A 
ee COLORADO @ Page minimum on 2 or 3 colore and black — 1000-line minimum | color and black 
ars eg, P 4 1000 16a21 a all @ | color and black available every day—2 or 3 colors and black specially scheduled 
Colorado Spri Free Press x x i MM page 15% 220% yes All KANSAS 
Colorado Springs Gazette Telegraph x x x 7 1 pai 154 1214s no All Arkansas City Traveler x x —— 16%%6x20% no _All 
fx Denver Post x x 7 1000@) 15% 222 yes All Atchison Globe x 3 15% 221% no All 
: Denver Rocky Mt. News Tabloid ® x —~S 1000 10% 214% no MTWTFS Chanute Tribune __ x 1 1534 x21 _no __ All 
Ft. Colline Coloradoan x a No Min. 16x21 ves All Coffeyville Journal x 2 16x21 sno All 
Grand Junction Sentinel x x 2 Page 154221 no Al® Garden City Telegram x 3 16x21K nto All 
. Greeley Daily Tribune x a5 40 in. 16x21 no All Great Bend Tribune x 1 16x21 no _ All 
‘ Pueblo Chieftain Star-Journal x = 2 1000 15% x21)5 | no MTWTFS Independence Reporter x 2 15% 220% no All 
. Sterling Advocate “x 2” page 16x20%5 ves All Kansas City Kansan zs 2 15x20 —S—*”*—é“‘i‘éik@~~= AW 
: @ Full page ade only on Sunday = = r . Leavenworth Times - 2 16x21 = noSttiéACW 
2 ow te ene nara new epecifications will be weued when information is available Parsons Sun —_ — = . _ 15% 21% —~*Y = ~All 
vnnite nities Pittsburg Headlight, x 2 ~ 16% x21 no‘ TuFpSa 
CONNECTICUT Pratt Tribune x x 2 16x21K no —A 
Bridgeport Herald _ x ____ 840 15x20 no Sun Topeka Capital, State Journal aioll 3% page 15'_x20 no TWTFS 
eS ee Wichita Beacon x x x 3 ) 15% x21 no __—Aill 
DELAWARE ; —_ -< — ~All 
: Wichita Eagle x 2 1000 «15% x21% no All 
No Color — [ oe 4 
DISTRICT OF COLUMBIA 
3 Times Herald _ x x x 14 Page 154226 yes All neneuany 
- Washington News — Tabloid x 500 114 x14 yes Varies Ashland 1 5 s = 5 __ 1000 __16x21 no__ SMTWTF_ 
Washington Post x x — PageD 15's 224 ves All Bowling Green Park Ci News x 3. 1000 16%x21 €©6©no sé 
é ® Page minimum on 2 or 3 colore and black — 1000-line minimum | color and black ae ie el Lexington Herald, Leader bd 10-1000 *15%x21 yew A 
FLORIDA Louisville Courier-Journal, Times a x 0 ____ 1000 15% r2ieD) _no _ All 
Bradenton Herald e ; 1000 15% x21 i All Owensboro Inquirer & Messenger x 2 No Min. 15x21 ‘ MTW 
Daytona Beach News, Journal x x x 7 1000 15x21 yes All Paducah Sun-Democrat 2 s 2 10 Page® 16x21 — All 
Fort Lauderdale News x 500 54 221k yes All ® Effective September 1, 1952. page size will be 15% 2 21% 
@ Page minimum for 2 oF 3 colors and bleck —1000-line minimum for | color and black 
¥ 
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Only better results could 
build leadership like this! 


LEAD OF THE CHICAGO TRIBUNE 
OVER THE NEXT CHICAGO NEWSPAPER 
IN VOLUME OF TOTAL ADVERTISING 


1946 
16,730,874 
lines lead 


1947 1948 
19,450,322 23,236,838 
lines lead lines lead 


HARTED above is the Chicago Tribune’s lead over the next 
Chicago newspaper in volume of total advertising during 
each of the six years since the end of World War II. 

In 1946, advertisers gave the Chicago Tribune a lead of 
16,730,874 lines, or 103.8°%, over the next Chicago newspaper. 

In 1951, they boosted the Tribune’s leadership to 26,489, 
472 lines, or 139.6%. 

Currently, advertisers are breaking all records in singling out 
the Tribune as the outstanding business-producer in the 
important Chicago market. 

During the first five months of 1952, they placed in the 
Chicago Tribune a total of 19,645,370 lines of advertising—the 


1949 1950 
23,500,800 24,402,757 
lines lead lines lead 


largest volume of advertising ever placed in the Chicago Tribune 
in any similar five-month period. 

In doing so, they increased the Tribune’s lead in the first 
five months over the next Chicago newspaper to 12,090,470 
lines, or 160.0°.—the largest margin of lead in history. 

By the way advertisers are increasing their use of the Chicago 
Tribune, by the way they are increasing the Tribune’s leader- 
ship, they make plain which medium to use to get the results 
you want in the important Chicago market. 


CHICAGO TRIBUNE 


THE WORLD'S GREATEST NEWSPAPER 


1951 
26,489,472 
lines lead 


CHICAGO TRIBUNE REPRESENTATIVES: A. W. Dreier, 1333 Tribune Tower, Chicago 11, E. P. Struhsacker, 220 E. 42nd St., New York City 17; W. E. Bates, Penobscot Bidg., Detroit 26; 
Fitzpatrick & Chamberlin, 155 Montgomery St., San Francisco 4; also, 1127 Wilshire Bivd., Los Angeles 17 
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3 Coters 2 Coters Closing Minimum 
and Black and Gieck Black Days in Size 
Full Page Full Page and One Advance Unit 
orless or Less Coter of Pub. Acceptable 
iy LOUISIANA 
i Alexandria Town Talk x x x 5 1000 
‘ Baton Rogue State-Times-Advocate «x x x 2 Page® 
‘ Lafayette Advertiser x 2 No Min 
ot Lake Charles American Press x 3 1000 
Monroe News-Star World x x x 3 1000 
soe New Orleans Item x x x 1 1000 
ae New Orleans Times Picayune States x x x 3 1000 
* Opelousas Daily World (offset tab x 3 No Min 
Shreveport Journal x x x 1 1000 
Shreveport Times x x x 3 1000 


@ Page minimum for 2 or 3 colors and black 


1000-line minimum for | color and black 


MAINE 
Portland Press Herald, 
Evening Express x x 7 ‘9 page 
Waterville Sentinel x x x 2 'g page 
MARYLAND 
bs Annapolis Capital x 2 No Min 
cs, Baltimore News. Post x x x 2 1000 
: Cumberland News, Times x x x 2 1000 
f MASSACHUSETTS 
a Boston Christian Science Monitor x x x 7 1000 
en Boston Globe x 2 1000 
3 Boston Herald Traveler xf x2 x 5 No Min 
7%, Boston Post x 5 600 
é Boston Record, American — Tabloid x 1 Page 
Cape Cod Standard-Times x 2 40 in 
. Clinton Item x 1 No Min 
Greenfield Recorder-Gazette x 2 600 
Lawrence Sunday Sun x x 1 % page 
Lowell Sun x 1 600 
Me Lynn Telegram-News x 1 No Min 
New Bedford Standard-Times x 3 600 
1 Quincy Patriot-Ledger x 7 1000 
Salem Evening News x 7 840 
faltham News Tribune x x x 3 600 
lorcester Telegram-Gazette x 3 800 
fF 2 colors and black by special arrangement only 
No minisnum for 1 color and black 
HIGAN 
attle Creek Enquirer & News x 3 1000 
nton Harbor-St. Joseph News 
Palladium Herald Press x 3 Page 
roit Free Press x 2 1000 
troit News x 2 1000 
troit Times x 2 1000 
rand Rapids Herald x 1 1000 
rand Rapids Press x 3 1000 
lolland Sentinel x x x 3 Page 
on Mountain News x 1 No Min 
nsing State Journal x 3 1000 
idland News x 4 Page 
ount Clemens Monitor-Leader x 2 84 in 
~ osso Argus Press x 3 No Min 
ontiec Press x x x 2 Page 
rt Huron Times Herald x 2 1000 
ginaw News x 2 Page 
. averse City Record-Fagle x 1 ‘y page 
psilanti Press x 2 Page 
1 color and black available all days. 
. 
INESOTA 
uustin Herald x x x 10 1000 
aluth Herald News Tribune x x x 4 100 
laribault News x 5 Page 
ibbing Tribune x 1 4 page 
inneapolis Star Tribune x x x 7 Page 
lew Ulm Daily Journal x 1 No Min 
South St. Paul Reporter x 10 ‘4 page 
St. Cloud Times x 1 1000 
St. Paul Dispatch, Pioneer Press x x x 4 500 
MISSISSIPPI 
Biloxi-Gulfport Herald x 3 1000 
% Columbus Comm. Dispatch x 3 1000 
zt Greenville Delta, Democrat-Times x 2 1000 
b Meridian Star x x x 2 1000 
} Vicksburg Post, Herald ny x 2 1000 
MISSOURI 
Cameron News-Observer x i 1 page 
Cape Girardeau So. Kast Missourian x 2 1000 
: Carthage Evening Preas x 3 1000 
= Independence Examiner x 4 ‘) page 
aN Jefferson City Capital News 
Bote Post Tribune x 5 1000 
Joplin Globe-News Herald x x 10 1000 
F Kansas City Daily Drovers Teil.@ x x \ 4 Page 
' Kanaas Cicy Star, Times x x x 10 Page 
Sedalia Capitol Democrat x x 1 1000 
Springfield News Leader & Press x 3 1000 
p St. Joseph News-Press Gazette x x 2 1000 
i St. Loul’s Globe Democrat x 3 1000 
by St Louis Post Dispatch x x x 7 Page D 
ro @ Listed also as part of Corn Helt Farm Dailies in Hiinois. 
@ 2 or 3 colors and black available Sunday only 
@ Page minimum on 2 or 5 colors and black — 1000 line minimum | color and black 
MONTANA 
Billings Gazette x x x 2 1000 
Butte-Anaconda Monta 1 
} Standard Post P x x x 5 1000 
Dillon Tribune : x 2 Page 
Great Falls Tribune Leader x x x 2 1000 
Miles City Star 7 x 2 560 
Missoula-Missoulian Sentinel ea x 3 1000 
NEBRASKA 
Beatrice Sun x 5 1000 
Beatrice Times x 2 1000 
Grand Island Independent x 2 4 page 
Hastings Tribune x 1 1000 
Lincoin Journal Star x 3 1000 
Norfolk Daily News x 2 1750 
North Platte Telegraph Bulletin x 1 No Min 
Omaha Daily Journal-Stockman® x x x 4 Page 
Omaha World-Herald x x x 5 Page 


@® Listed also as part of Corn Belt Farm Dailies in illinow 


ui 


15% x21 
15% x21 
1544 x20 
16x21% 
16x20%4 
15x21‘ 
15\4 x21%— 
10% x16 
16x21 9 
15% x21 %j% 


15% x21'4 
15%4 x21% 


16x21!» 
15% x20 
15! biex21*y 


16x21 
16x21 

15% x21 
16x21 

15% x21" 
15%4 x21's 
15'9 x21 
16x21 

15% x21 


16x22 


15% x20, 
153)gx21'o 
153;gx22! 
154 jgx20 
15% x21's 
153)gx22 
16x21 

15% x21 
16x22'4 
16x21 
16x21 
16x21 

15% 6x21 'o 
157 )6x21 
15% x22 
16% x20", 
15% x20!» 


15% x21 
15% x21 
16x20 

15‘ x21'o 


15% «20's 
16x: 21 


16x21 


15%4 x21 '4 
16% x21 
157% x20! 6 
16x21 


Sha x2l'4 
if ye x21'9 
15'4 221% 
15x21% 
16x21%4 


15x22 


15"Sigx2h'4 
15% x20%% 


15% x20% 
16x21 
15% x21 


16%4 x21 
1574 x20! 54 
16x21 

15% x21 
15% x21% 
15'_ x20 
Lurie 
15'¢ x21 
15% x21 


All 
TWTF 


MTFS 
All 
All 


All 
MTWTFS 
MWTFS 
All 
All 
All 
All 
SMTWFS 

Sun 


All 


All 
TW 
All 
SMT 
MTWTFS 
MTWTFS 


MTWFS 
All 
All 
All 
All 
All 

MTWTF 
All 
All 


All 
SMTWFS 
All 
All 


All 


MTWTFS 
MTWTF 
SMTWTF 
All 
All 


Varies 
All 
All 
All 
All 
All 

Varies 
All 
All 


3 Colers 2 Colors Clesing Minimum Actual is Coler Days of Week 
and Black and Bleck Bleck Days in Size Printing Used in Nationa! 
Full Page Full Page and One Advance Unit Plate Editorial Ads are 
orless orless Coler of Pub. Acceptable Size Printing 
NEVADA 
Las Vegas Review-Journal x 3 1000 16x21 no All 
Reno Gazette ra 
__Nevada State Journal x x 1 1000 15% x21 no All 
NEW HAMPSHIRE 
Manchester Union Leader & 

Sunday News x 2 __—-1000 15% 2144 4 All 
Nashua Telegraph < x 1 4 page 16x21% L_ 
Portamouth Herald __ =. x x 2 No Min. 16x21 = fe: 

NEW JERSEY 
Asbury Park Press i x 7 588 154 x21 no All 
Atlantic City Press & Union rE _s 7 1000 16x217/, yo All 
Bayonne Times * x 31000 15x21 ‘no All 
Bridgeton News ea x 1 _—«600 16x20% no MTWFS 
Camden Courier-Post PR we x 3 1000 153421% Sno ~23SSCW MT WFS 
Long Branch Record Pe 2e ae ae zs 5 ©  15%x21 no All 
Newark Star-Ledger i x _3 1000 15% 222% > we 
Trenton Times, Times Advertiser | =x (+10 4% page 154222 =no M& Tues 
Vineland Times Journal ns x 7 M page 16x22 yes All 

NEW MEXICO 
Carlsbad Current Argus , x x — 6 1000 15% x21 Yt _ All 
Santa Fe New Mexican _ SS  —F 4 _1500 ~ 16x21 SThF 

NEW YORK 
Albany Times Union x 3 1000 ~—s 15% x20 _ —syes MTWTFS 
Brooklyn Daily x 2 4 page 9% x15 no All 
Brooklyn Eagle x 31000 1S x21 % no All 
Buffalo Courier-Express x x x 7 1000 —«15%4x21% yes MTWTFS 
Buffalo Everybody's Daily x x x _3___ 1000 14% «20% yes All 
Endicott Daily Bulletin . ee mee Cs 15x21 no _ All 
Hempstead Town Review Star 3 2 1000 
Hornell Tribune Y 1500 16x21 no All 
New York Brooklyn Daily —Tabloid _ xs 2 —1000 10K x15 yes All 
New York Post a - ee Page ss 94 x1 4% yes” WT 
Niagara Falls Gazette x x x 7 Page _—‘1584x22 no TWTF® 
Salamanca Republican Press x 2 Page —s- 15% x21 no All 
Syracuse Herald-Journal x 2 1000 154% 21% sino MTWTE 
Utica Observer- Dispatch = pa 10001545 x22% _ yes All 
Utira Press eee 3 1000154224 sino All 
D 3 colors and black not available Wednesday 

NORTH CAROLINA 
Asheville Citizen Times x 3 1000 15% 121% yes MTWTFS 
Burlington Times-News x 2 1000 15% x22 no All 
Charlotte News x 3 1000 15% x21 __no All 
Charlotte Observer x x x 7 1000 15% x21 __ no All 
Gastonia Gazette x x 4 1000 _ 15M «21% _no- All 
Goldsboro News-Argus x ae 1000 _ 116x214 _ no MTWFS 
New Bern Sun Journal ae 2 1000 15 Sex21 no- All 
Raleigh News-Observer x 2 1000 15x21 __no MTWTFS 
Raleigh Times x . 5 1000 15% x21% no Varies 
Rocky Mount Telegram x x 3 1000 _—*15%4 x22 yes All 
Salisbury Post x 3 1000 15% x21% nto All 
Wilmington Star, News x x 3 __ __ 15x22 _ All 
Wilson Times x 2 4 page 1534 x20 no- All 
Winston-Salem Journal 

Twin City Sentinel x 3_ No Min. 1544x224 yes MTWTFS 

Kannapolis Daily Independent x 3 1000154 x21 _no _All 
NORTH DAKOTA 
Fargo Forum 2 x _2 1000 — 15% x22—Ss—iyes” ~S——sC Ai 
Grand Forks Herald x x 3 1000154 x21% yes _—Varies 
OHIO 
Ashland Times-Gazette x 3. % page 15%221 no M 
Ashtabula Star-Beacon _ x 6 Page 15% x21 nod MTWTF 
Athens Messenger x 2 600. —*'16x21%—SS—iént _ All 
Bowling Green Sentinel Tribune x x x 7 1000. «15% x21% = MTWTF 
Cambridge Jeffersonian x 6 600 15% x21 _yes _ All 
Celina Standard __ a. 2 NoMin. 15% ree a 
Cincinnati Enquirer x x x 5 840 __15% x225%6 yes All 
Cincinnati Post x x x _4 840 «154 222% yes it 
Cincinnati Times-Star x x aes — B40D 15x22 yeoo = =_—C AN 
Circleville Herald = i 1 _—s«600 “16% 120% no no i 
Cleveland News j eee 2 1000 15%x21% yes All 
Cleveland Plain Dealer x x _5 Page 15% x21% no __All 
Cleveland Press : x x x 3 Page 154x224 yes AU® 
Cleveland Shopping News x x x 5 604 «158% x21 pee, 
Columbus Citizen x x ~__No Min. 1534 x22%4 yes + 
Columbus Dispatch x 2 1000 15% =~ All _ 
Columbus Ohio State Journal x x x 3 _-:1000S 15% x21 rt = 
Columbus Star — Tabloid x x _s 8 600 «10% x15%4 — ee 85 
Dayton Journal Herald wi x “5 Page ‘154 x21%4 yes All 
Dayton News —, x x oe Page _—15%@x225% yes ~~ 
Elyria Chronicle Telegram x 5 _ No Min. 16x22 no All 
Findlay Republican-Courier _ wie = 1 toa 
Greenfield Daily Times x 1 “No Min. _ 16x21 no ees 
Ironton Tribune Oe ell 1 1000 ‘15% x22 no > @ 
Lancaster Eagle-Gazette_ i x 2  @2in.  16x21%_ et 
Lima News oe m= N 7 oN ~ 1000 ~_ 15% x21 _ no ~All 
Mansfield News Journal _ x Page ‘15% 12244 no _— Als 
Marion Star _ < a he 1000. 15% x21 yes All 
Martins Ferry-Bellaire - 
__ Times Leader : _—— __1000__ _15% 222.0 Ss Allie 
Mechanicsburg Telegram — 
__6-column page es x = % 1 _Page _—'12% x18 no 
Middletown Journal ee | 3 1000 —*16x22 
Newark Advocate & Amer. Tribune x 4 840 1534 x21% 
Portsmouth Times x x Wi MES SI _15% x22 . 
Sidney News aa x x a a TS _ no 
Springfield News, Sun _ ite Ss NE Ee 15% x22'¢ no 
, > ‘3 9 iT Es eee See 1000 154 x225i6 yes 
Warren Tribune Chronicle x a 1000 s:16x22 no : 
Washington C.H. Record Herald a Himes he 8684S ee 
Wilmington News-Journal _ es x _2 1000 154x21 sino All 
Wooster Record : a ees eee TE tC no All 
Youngstown Vindicator we ot i ae 5 Page® 15'ix22% ino MTWTFS 
Zanesville News ; “x x = 6_ 600 16x21 yes All 
Zanesville Times Recorder & Signal ais ee Se 06UlCU Se All 
® Minimum size —3 colors and black — full page 
° @ 2 or 3 colors and black not available when paper runs over 64 pages. 
@ Page minimum on 2 or 3 colors and black— 1000-line minimum 1 color and black 
OKLAHOMA 
Ada News ae OS ee 6 
Ardmore Ardmoreite MEE ti tat ££ a a Ff 
Blackwell Journal-Tribune ERE 2 page 16x21 no  All® 
Duncan Banner : x x x 1 M page 15% x21 no All 


@ Depends on press capacity. 
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: Is Color Days of Week ate 
a Usedin —- Nations! i 
Editorial Ads are ie 
Printing Available ae 
* 
no All = 
no All we : 
yes All ix 
no SMTuF ee 
no All ames 
yes All a 
yes All ie 
yes All Aue 
no All ae 
no All es 
$3 ; ee 
a 1g Yi =k 
j 5 
=: Pe 
>. ? 
no os Fi 
ay < 
ee 
15%4 x21% no , fae 
15!% x22 no ieee 
154 «21%, yes if cae 
L5%jgx21's no j ene 
9% x14" no k 
16x21". no , 
16x20's no i 
no a 
yes * 
no All i 
ves All | 
no All ! 
no All 1 
no MTWF i 
yes All H 
no All i) 
 % 
Le yes | | 
| 
ves i 
no t 4 
no \ 
no Hi 
no H ° 
no tf 
ves All d 
no All } 
no All : 
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Now...solid Cincinnati 
owns The Cincinnati Enquirer 


A great many people around the country read 
the news above, on June 7, with a deep sense 
of satisfaction. 


They've told us so. By word. And by deed. 
(And for both we're sincerely grateful !) 


Apparently, thousands of men and women in 
the advertising profession shared our own belief 
that the way for ‘‘one of the world’s great news- 
papers” to stay great was to carry on as a free 
and competitive enterprise in the great area 
it served. That’s how it shall carry on. 


Now... more than ever... 


Solid Cincinnati reads 
The Cincinnati Enquirer 


The year 1951 was the biggest in the Cincinnati 
Enquirer's 111-year history—in both advertising 
and circulation. 


You have our pledge that the forward-looking 
policies that have won this increasing leadership 
will be continued more vigorously than ever. 
You may be sure that the Cincinnati Enquirer 
will continue to increase its usefulness fo you 
as the greatest advertising medium in the Greater 
Cincinnati area. 


The Cincinnati Enquirer, Inc. 
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3 Colors 2 Colers Closing Minimum Actual 
end Bleck end Bieck Gieck Oays in Size Printing Used in Nationa! 
Full Page Full Page and One Advance Unit Plate Edttorial Ads are 
oles tes Coler ef Pub. Acceptable Size Printing Avaliable 
Enid Eagle, News = — a no BEG 
Lawton Constitution, Press — . MT wa mee | ws 6 yes All 
Miami News- eax Tara 4 page 16x21} yes All 
Muskogee “hoenix Times Democrat x a ae No Min. 154421 yes __ All 
Norman ‘transcript iti ; v » 3__ 1000 16x21\% ( Vr 
Oklahoma City Oklahoman Times x = « ® “3 1000 1654x214 yea = a 
Okmulgee Times __ x2 4 page 15% x21 yes All 
Ponca City News x x 3 1000 _ a a cil 
wnee News-Star x 6 _ 100016 x21 no STWT 
Tules Tribune, World SO SO 5 1000 «154x214 yes All 
@ 1000-tine minimum for spot color — full page minimum for process color 
OREGON 
Albany Democrat-Herald _ ae ee oa ee: lCcLClUlCUCLlUE All 
Astoria Astorian Gude RE ae i “ page 15% x21 win Al 
Eugene Register-Guard a eT Se eee Te ( ay he 
Grants Pase Courier ca a ae: — 
Klamath Falls Fleraid & News — x Me a ees SS ae = aS 
Medford Mail Tribune sine ieee x 2M page 15%x21 =6.no|})©6©MTWTF 
Portland Oregon Journal _ a x x 3 Page _1534x22% ~—yes Al 
Portland Oregonian Ce ae _3 PageD 154x214 yes ~=~—SiCACS 
Salem Capital Journal x 2 600 «15M x218G no Al 
Salem Oregon Statesman . x ee 600 15% 220% a. 
@ Page minimum on 2 or 3 colors and black — 1000-line minimum 1 color olor and black. 
PENNSYLVANIA 
Allentown Call Chronicle x x os 7 __ Page —15% 221% ~Soyes )=— MTWTF 
Altoona Mirror x i 2s 2” MTWTF 
Beaver Falls SS x 1 800 16x2i “no = M 
Brownsville Telegraph mon x _1 Page 16x204 no Al 
Ellwood City Ledger === x 3% page 164 x21'5 no All 
Erie Dispatch x x ~ 3 616 S15 222% no_ MTWT 
Erie Times a om x x 2 1000 15% x21 yes Ss All::=S 
Harrisburg News, Patriot x x =z 2 Page 15%x20 yes Varies 
Lancaster New Era, ——/ 
Intelligencer Journal , zs _ 3 800i 2215 no All 
Latrobe Bulletin alec 1 in. ‘16x21 no MTWTF 
Lebanon News x =x 3 NoMin. 15%x21 ves _ All 
McKeesport News x x x 3 NoMin 15%x2i1_ yes All 
Monessen Independent _ x 5 1000 ——«dA6 x2 ___yes ~All 
New Kensington Dispatch x x 5 Page "15% 22255 ves ___ All 
i City Derrick, Blizzard xo x , Sake 1000 «15% x21% yes ~——sAMS 
iladelphia Inquirer x x x 10 _—~Page 154 222% yes § MTT 
ladelphia News— Tabloid zs 2 ‘page 104214 #4.no All 
oenixville Republican s x 2 No. Min. 16x21'4 __ no Varies _ 
ttaburgh Press x i 1000 15M «2234 no MTW 
ttaburgh Post-Gazette x x x 3 10001), 15x21 yes. ~=MTWTFS 
ttsburgh Sun Telegraph x _ 3 1000 15'6x2245 no |) MT WTF 
ttstown Mercury x x s 5 10 15%x21  ~=—Syes”—S——sCAMiS 
ttsvilie Republican — hie are 4 NoMin. 15% x21 Sam 
anton Tribune i 7 ie 4 “ty page 15)¢x218, ‘no ~MTWTF_ 
jontown Herald, Standard _ wa 7 1000 15% x21 no MT 
Effective July 1, 1952 
E ISLAND— No Color 
H CAROLINA 
Jerson Independent Mail x x 3M page 15% x217% yes All 
umbia Record, State x. 3 1000 16% aie no Al 
rence News x 3 1000 15% x21 no MT WTFS 
pnville News, Piedmont x 2 1000 __15%x21% sno MTWTaFrS” 
ngeburg Times & Democrat E x 2 ‘page 16x21 # yea ~All 
k Hill Herald aE See 1000 «15% x21 a aa 
HW DAKOTA 
deen American News _ __s _6 _ 1000.15 x22 yes All 
tchell Republic ets eer 31000‘ 15%x2i% eis aa 
id City Journal a 4 1000 15%x21K ono ~)d SMTWFS. 
tertown Public Opinion i 2 ce me he tee 
ESSEE 
al News-Free Press Times = x _2 500 «16 x2145 Ca )«3=6 
kaville Leaf-Chronicle ne 1000 _—«16x21% no __—MTFS __ 
Elizabethton Star ark a Se 1000 «16x21 yes All 
Jackson Sun a RRA Ske TB 1000 15% 20% 4 ae 
Johnson City Presa Chronicle x x x 3 1000 «15 Ng x223% Ses eal 
Kingsport Times, News : _— < at __15% x22 ni 
Knoxville Journal x x 7 me 
Knoxville News-Sentinel x a A, 
Mem Commercial A | 
Press Scimitar = x ——— aaa 1000154222 yes =O MTWT 
Murphysboro News Journal ms wae a 560 16204  #no All 
Nashville Banner, Tennessean x «x x 7? 1000 15%221% yee All 
TEXAS 
Abilene Reporter-News _—— ae 1 1000s 15Sgx21'5 yes _ All 
Amarillo Globe-Times, News x ae i _3 1000, 15% x21'¢ yes a 
Austin American, Statesman kK 000154 x21 yes MTWTFS 
Beaurnont Enterprise, Journal _ 8 2 100 1 16%21k no — All 
Big Spring Herald es Ra a 15% x21 ys All 
Brownsville Herald x 1 560 1544 x21 no Al 
Bryan Eagle — __3 ‘page 15x21 no _All 
Corpus Christi Caller, Times x 6 1000 1544x2145 no _— Als 
Cuero Record ~ 3.1000 16x20 no _All 
Dallas News os x x x 7 1000 154x21K@D yes _—Alll 
Dallas Times Herald x .  . e _7 1000 15x21 ___ yes AI@ 
Dallas Wall Street Journal mer 3 1000154 x21 no All 
Denison Herald x x x 3 1000 1554x214 ves Al 
Denton Record-Chronicle x 10 _ 1000 15x21 ves All 
El Paso rlerald Post, Times are x ae 1000 153¢gx22'o yes MTWTFS 
Fort Worth Press ara Se 2 _—1000 16x22'4 yes All 
Fort Worth Star-Telegram a am 1 1000 15% gx21 bs yes Al 
Galveston News, Tribune x x x 3 1000 15% x21 no STWTFS 
Harligen Valley Morning Star x 1 560 15% x21 no All 
Houston Chronicle x x x 7 1000 15M x2l% yes Al 
Houston Post x 3 x 4 1000 154 2214 yes All 
Houston Press x 10 1000 15% _x21?/, yes Al 
Laredo Times fio: x x x 7 1000 16x21 ys Al 
Longview Journal, “News ase _ x 3 1000 15% x2 yes SMTWTF 
Lubbock Avalanche, Journal x x x 2 1000 15! M4gx20% yes All 
Lufkin News a x 3 600 16x20% yes SMTWTF 
Marshal! News M: , x 2 1000 16x21% no All 
McAllen Valley Eve. Monitor _ = ie _3 44 in 154 x21 no All 
Midland Reporter-Telegram : are 1 _No Min. 15% 4x22 no wa 
Odessa American se x x  @ 2 No Min. 15% x22 yes All 
Palestine Herald Press — s ee No Min. 16x21 no eo ae 
Paris News a a So oe it nea 70in. 158x211 Sono Sti“‘iéw ‘dC 
Plainview Herald __ 2 ance x 6 __—-1000 15% x21 ae ae 
Port Arthur News a 5 «1000 15%x21 sno awry 
San Angelo Standard, Sid.-Times x x =x 4 1000 15's9x21K yes 
San Antonio Express News _ x x x 71000 —«*15 Andi yes SMTW SMTWTFS 


® New size effective July 31, 1962—size till then will be 1534 2 21 . 


® 3 colors and black Sunday only. 


Clesing Minimum Actual ts Colter = Days of Week 
and Bleck ant Bleck Bleck Days in Size Printing ‘Used in Nations! 
Full Page Full Page and One Advance Unit Plate Edttoriai Ads are 
orless ertess Coler ef Pub. Acceptable Sire Printing Available 
TEXAS (Cont.) 
San Antonio Light x x —_ 7 1000D 15 x20 yes SMTWT 
Sherman Democrat _ a mnths =x 4 1000 15%x21 no Sa 
Snyder News a “285 s0, _ > RE Baer 
Temple Telegram _ ae x is ae BS. 1000 15%x20K yes All 
Texarkana Gazette News _ . ___ Ss 3 1000 16%x21 yes All 
Tyler Courier-Times Telegraph x 4 1000 116x214 yes ‘All 
| (“RR RENEE Ta No Min. 16x21 no — «= 
Victoria Advocate =—— ‘ati ( t~—“‘“CSCSC*SR”C™*C‘CSS:SC‘«‘NOOO:SC«ddG 20% no All 
Waco News, Trib., Times, Herald x x 3 1000 i15%x21% no ~All 
Wichita Falls Record- d-News, Times x x x 3 72 in. 15% x21% no All 
@ Full page only for 3 colors and black. 
® 2 colors and black accepted only with optional dates. 
UTAH 
Logan Herald-Journal eee te | x 2 — 40 in 16x21 no _ All 
Ogden Standard-Examiner XX x 2 1000 1544x21 no SMTWTF 
Provo Herald a a EES CAS VR Ca 15%%@x21 no STF 
Salt Lake City Deseret EEE PE Se ee a =6©<<c ler 
Salt Lake City Tribune, Telegram x x x 5 40 in. 15 x20 yes MTWTFS 
Vv 
Burlington Free Press ae se MT 600 ——s:15x20's no MTWS 
Newport News Press, Times Herald x 6 1000 15'4x21 ——Ssyes’~—SsésMSWS 
VIRGINIA 
Covington Virginian? Pea 2 x _1___NoMin. 16x21 no All 
Norfolk — eos 
__ Virginian - ee wee ie UT no All 
Portsmouth Star a PLS x _3 1000 167% x21'4 yes All 
Richmond News Leader 
imes Dispatch San é as ee x 3 1000 15% x21'4 yes All 
Suffolk News-Herald wa 2 1000 16x21% no _SMTWF 
© Available after October 1, 1952 
WASHINGTON 
Aberdeen World ; ss x = 3 Page® 15%221 yes __ All 
Bellingham Herald _ _ VRE, 7 2 600 16x22 no All 
Bremerton Sun ae ae re 560 1544 x20? yes All 
Centralia Chehalis Chronicle =x | x «x 4 _NoMin. 15% x21 yes All 
Everett Daily Herald ; a we 1000@ 15% x22-—S—t—‘éntoSSs« MTT WF 
Kennewick Tri-City Herald _ ee _ oy 616 —-:15%x21%)~=~—S ono S—=AYY 
Longview SSN ss @ Nome 1% x21% yes TWTF 
Olympia Olympian EDR COS 4 No Min. 15%x21_ sono ——=AAWI #% 
Seattle Journal of Commerce a ae No Min. 14x22. nt0_— All 
Seattle Post-Intelligencer z  - x 3 Page 15%x20 yes All 
Seattle Times Ct aes wae 16x224 yes A 
Spokane Chronicle, Spokesman- es - irae "ee 3 Page® ® 15%x21% yes a os 
Tacoma News, Tribune : 2 ae Soe Ge 15%x21 Sno ~All 
Vancouver Columbia & Sun ae a _ 2 600 16x21% ° no MTWF 
Walla Walla Union-Bulletin =x = =—SX)~—SC( XC SCN Min. 15% x21% yes’ Ss 
Wenatchee World MS Wy ae es 16x21 yes, Ss‘ 
Yakima Herald Republic a =a x 3 Page® 15'Vgx21% no All 


® : aa and black, page only —2 colors and black, 
680-line minimum —1 color and black, 1100-line minimum. 
® ieee size—1 color and black —616 lines. 
@ 1 color and black only on Thursday. 
® 3 colors and black, page only—2 colors and black, 1000-line minimum —1 color and black, 500-line minimum. 
® 3 colors and black, page only—1 or 2 colors and black, 4 page minimum. 


WEST VIRGINIA 
Bec! 


‘Raletgh: = ail _— Page 15% x21% All 
i x no 
Bluefield Daily Telegraph ee x 10 No Min. 15% x22 no MTW _ 
Charleston Gazette = se x 2 1000 15% x21 yes MTWT 
Charh Mail ale x 5 800 _15%@x21 yes _MTWFS 
Moundaville Daily Echo oni neers x 7 No Min. 16% x21 yes All 
ing Intell : 
News-Register x 3___NoMin. 15%x21% _no All 
WISCONSIN 
Antigo Journal ae ie 2 2 “page 16x21 no All 
Appleton Post-Crescent ae x 2 600 15M 21% no MTuF 
Beloit News x 10 NoMin. 15%x21% no _—Al 
Chippewa Falls Herald-Telegram x 2% page 16x20 no WT 
Eau Claire Leader, Telegram x 2 No Min. 16x21 no All 
Fond du Lac Commonwealth 
x 4 Page 15% x20% no AU® 
JanesvilleGazette # — x 6 1000 15% x21 no All 
Kenosha News _ a eae x x 3 Page 154x21% yes MTWFS 
La Crome Tribune x x . 3 1000 15% x22 yes All®_ 
Madison Capital Times, 

Wisconsin State Journal x 3 1000 —-15%%x21% yes SMTWFS 
Manitowoc Two Rivers Times x 1 1000 16x21 no —_—i— 
Marinette Eagle-Star x 2 _—-1000 “16% x21 yee 

hfield News-Herald x 5 Pa 15% x19% aaa TFs 

Milwaukee Journal x x x 5 1000, 15x21% 7 Al 
Milwaukee Sentinel x x x 3. «1000 15 x20_ no Al 
Oshkosh Northweste x x 4 Page 15% x214¢ yes a 
Racine Journal-Times ‘ x x x 5 1000 15% x21 — ze All __ 
Sheboygan Press x x 3 1000 15% x20% _no MTFS _ 
Superior Telegram _ x 2 560 15% x20 yes _ a 
Waukesha Freeman x 2 1000 15% x21 no __ All 


@ Thursday not always available. 
@ 2 or 3 colors and black not accepted Thursday or Sunday. 


WYOMING 

Casper Tribune-Herald x 4 84in. 16x21 no All 
Cheyenne Eagle, St State Tribune 2 

and State Leader x 2 60 in. 1544 x20% yes All 
Laramie Bulletin — Tabloid _ x 3 000 10x16 yes TWTFS 

bli 1g x 3 000 16x20% yes wv 

Rock Springs Rocket, Sunday Miner x 2 000 1544 x22 yes 
Sheridan Press os x 2 500 16x21 no MTu.F 


The above tabulation is taken from the June 1, 1952, revision of a re- 
port prepared and published by Lake Shore Electrotype division, Electro- 
graphic Corp., 1224 Van Buren St., Chicago 7. The original report was 
published in October, 1951, after six months of work and an investment of 
more than $10,000. 

The latest findings, as included in the above table, are the result of con- 
tinuous mail survey questionnaire follow-up of every U.S. paper that prints 
r.o.p. color. It lists 553 daily papers that print two colors, 255 daily papers 
that print three colors and 179 dailies that print four colors. 

Copies of the complete report, which includes additional information on 
mechanical requirements, are available from Lake Shore Electrotype divi- 
sion. 
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What makes a newspaper great? 


“MOM SAYS | CAN'T 
\ 1) COME HOME TILL 
\ \'/7) | STOP GLowiNG !* 


a 


From all over the state they 
thronged by the thousands to gape, 
gasp and shudder at the strange ma- 
chines and engrossing exhibits of the 
big Atomic Energy Show. 


Kids crackled with 250,000 volt 
charges of static electricity during 
hair-raising introductions to the Van 
de Graaff generator, a spectacular 
“‘atom smasher”’ used in early nuclear 
investigations. Visitors charily pock- 
eted “hot” dimes rendered briefly (but 
harmlessly) radioactive enough to set 
Geiger counters chattering. There was 
a model Oak Ridge uranium pile and 


a gigantic ‘“Sky-hook”’ stratosphere 
balloon for cosmic ray experiments 
and a Wilson Cloud Chamber streaked 
with the tell-tale tracks of atoms 
scurrying about their mysterious busi- 
ness. 

Upper Midwesterners viewed the 
fascinating exhibits with thoughtful 
interest, paused to weigh the blessings 
of radio-isotope research in medicine 
and agriculture against the stark hor- 
ror of a Nagasaki street sign still 
emitting gamma rays seven years after 
the second atomic bombing of Japan. 
For some the Big Show confirmed 
anxieties or strengthened hope; for all 
who attended, it brought a new and 
better understanding of a complex age 
...and a lively appreciation for two 
newspapers that made better under- 
standing possible. 

The “Atomic Energy Show’”’ of the 
American Museum of Atomic Energy, 
Oak Ridge, Tennessee, was presented 
in Minneapolis and three other Upper 


Midwest cities under joint sponsorship 
of the University of Minnesota and 
the Minneapolis Star and Tribune. 
Such experiments in “Bringing news 
to life” with dramatic, memorable ex- 
hibits, promotions and special events 
are as much a part of a good news- 
paper’s job of informing the citizenry 
as good reporting, good editing or 
complete news-gathering services .. . 
and another reason why the Minne- 
apolis Star and Tribune are warmly 
regarded as inspiring leaders, trusted 
counsellors and dependable friends by 
the largest audience of newspaper 
readers in the Upper Midwest. 


Minneapolis 
Star axd Tribune 


EVENING MORNING & SUNDAY 


620,000 SUNDAY - 490,000 DAILY 
JOHN 


COWLES, President 
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‘51 Mechanical Developments Feature 
Newsprint Savings & Color Progress 


(Continued from Page 31) 
dous amount of work is being ac- 
complished by the gravure com- 
mittee,” he said, “in the interest of 
maintaining a high ‘level of ad- 
vertising use of newspaper supple- 
ments.” 

Stressing the importance of re- 
ducing newsprint waste, Mr. Spita- 
leri said that ANPA’s mechanical 
department has completed a sur- 
vey of newspapers’ newsprint 
economy practices and that results 
of the study would be released at 


OHIO’S LARGEST 


and one of America’s largest 
rural weekly newspapers 


FARM & DAIRY 


Established 1914 
Office and plant—Salem, Ohio 


|the ANPA mechanical conference 


this month in San Francisco. 


@ One of the highlights of the past 
year was the installation by the 
Milwaukee Journal of a new device 
designed to speed four-color proc- 
ess engraving through elimination 
of such factors as the black key 
plate, repeated color correction and 
color proofing. The device called 
the Curtis Color Analyst was de- 
veloped for the Journal by Curtis 
Laboratories, Los Angeles. 

In effect, the machine is a one- 


shot color camera in reverse (AA, | 


March 5, 51). It creates a color 
image from b&w photo prints of a 
color separation and is reported to 
achieve the same fidelity to color 
and tone normally associated with 
the four-color process through use 
and reproduction of the three pri- 


mary colors—red, yellow and blue. 
Mathematical calculations are said 
to be unnecessary, as the device 
permits color analysis by visual 


| observation of the color result. 


Evidence that more advertising 
men as well as newspaper execu- 
tives are thinking in terms of color 
was placed on the record during 
the year in several ways. 


® E. Thomas McBreen of J. Walter 
Thompson Co., Chicago, told the 
annual mechanical conference of 
ANPA last June that “r.o.p. color 
is the new problem child of ad- 
vertising agencies.” He blamed lack 
of standards for most of the head- 
aches agency media and mechani- 
cal departments get in making up 
a schedule for r.o.p. color for na- 
tional advertising (AA, June 25,) 
51). 

Within the next five to ten years 
the larger and more prosperous 
metropolitan newspapers will be in 
color up to their ears, delegates to 
the Great Lakes Newspaper Me- 
chanical Conference agreed last 
February. They also believe that 


Advertising Age, June 23, 1952 


smaller newspapers, probably of ducing plastic halftones, told AA 


the tabloid size, and larger type 
will be used (AA, Feb. 4). 
Reporting on the Washington 
Post’s experiments with color ad- 
vertising, Donald M. Bernard, ad- 
vertising director, said that it had 
been found that color won't sell a 
product that cannot be sold by 
b&w, “but that a product that can 
be sold by b&w can sometimes be 
sold three to five times as effec- 
tively with color” (AA, Jan. 14). 


® An r.o.p. color report published 
by Lake Shore Electrotype divi- 
sion, Chicago, gives detailed data 
on 553 daily newspapers that use 
color (see Pages 44, 46 and 48). 
Greater flexibility in publication 
of color advertising was achieved 
by the Chicago Tribune last July 
when for the first time it success- 
fully printed color advertisements 
on inside pages of a section simul- 
taneously with the page 1 color 
cartoon (AA, July 16, 51). 
Fairchild Camera & Instrument 
Corp., New York, manufacturer of 
Scan-a-graver, a machine for pro- 


1952 San Diego Retail Sales estimate $675,528,516 


THE MOST 2 


IMPORTANT CORNER 


. ‘> IN THE U.S.A. | i 
EVENING TRIBUNE 


SAN DIEGO 
CALIFORNIA 


REPRESENTED 
WEST-HOLLIDAY CO., INC. 


San Diego Union 
. . , 1 


Jersey City, New Jersey 
Rochester, New York 
Dayton, Ohio 

Des Moines, lowa 
Peoria, Illinois 

Fort Worth, Texas 
Pontiac, Michigan 


SAN DIEGO, CALIF. $605,358,000 


DATA COPYRIGHTED 1952 SALES MANAGEMENT 


SURVEY OF BUYING POWER 


NATIONALLY BY THE 


$595,816,000 


sao hors . 
watts en Sage Ut 


543,801,000 
459,762,000 
280,476,000 
203,796,000 
508,032,000 

421,792,000 


that 2,500 newspapers are now us- 
ing plastic plates. About 450 daily 
newspapers and 150 weeklies 
lease Scan-a-graver equipment, 
and about 1,900 others buy plastic 
plates from photoengravers or 
other newspapers that have Scan- 
a-gravers. 


® Newspapers that lease the mach- 
ines pay a monthly rental of $185. 
Plastic sheets, 80 sq. in., cost about 
70¢ each. 

A few newspapers have devel- 
oped methods of using plastic 
plates for direct color printing 
without making stereotypes. They 
have also used plastic plates for 


direct color printing in several 
colors. 
The Daily News-Tribune, La 


Salle, Ill., has offered local ad- 
vertisers the use of three and four- 
color jobs on full runs of 14,000 
copies. 

The Daily Despatch of New Ken- 
sington, Pa., has also been using 
color for local advertisers on runs 
up to 11,500. 

Printing Equipment Engineer 
for April, 1952, presented an il- 
lustrated article on the use of plas- 
tic plates for direct color printing 
which some pressmen say indi- 


|eates the development of a new 


trend. 


| Oakland, Cal., Expands TV 


Promotion West to Chicago 


The Metropolitan Oakland Area 
(Alameda County, Cal.) is step- 
ping west with its series of tele- 
casts to promote the advantages of 
the community for industry. Three 
five-minute films have been made 
featuring General Foods Corp., St. 
Regis Paper Co. and Detroit Steel 
Products, all with plants in the 


| area. WPIX, New York, was used 
| in March and April. Following un- 


expectedly large requests for a fact 
book which was offered, the spots 
were shown in Cleveland during 
May over WEWS and WNBK. 
During June the films are being 
shown in Chicago, over WENR on 
June 13, 20 and 27 and on WBKB 
on June 15, 22 and 29. Ryder & 
Ingram, Oakland, is the agency. 


Hydro-Butane Names Agency 


Scott Associates, Kansas City, 
has been appointed to handle ad- 
vertising for Hydro-Butane Gas 


|Co., Hickman Mills, Mo., effective 


July 1. Direct mail, radio and 
newspapers will be used for a fall 
and winter campaign. Standart & 
O’Hern, Kansas City, formerly di- 
rected the account. 


82" in POPULATION 
among Sales Managements’ 
162 Metropelitan County Areas 
* 

I your newspaper campaign 
includes the first 100 mar- 
kets according to population 
—then over 234,000 Quad- 
Citians are among your tar- 
gets. On the Illinois side live 
57% of Quad-City popula- 
tion. And you cover Illinois’ 
Rock Island, Moline and 

East Moline (3 of the 4) 


The MOLINE Dispatch 
Zhe ROCK ISLAND 7% 


ier phage o14en Com 


G : Rs Pi “ F : a ae : fe ls agate a fs Me : ae e awe ie - ae : : ie | 
“4 é 4 ae 2 
é - ig 
: i 4 Po ne 
ce a ee po a a ee 
ew A ae a ieatamenaainte Po - ‘ 
hae SS - —___ 7 ee i a 
mY eters ae _ a Pa . hase Ee. iow 
oy i é ‘ oo a . : d le a 
Wal ty <3 , one J ee. 
7 oo N j EGO s fj a 
ne ames We a 1 ee Bee | 
oe oS . = he linn oa oe ce Ea ie. ae PE ony a) 
BA F4. RAS et 5 
= a oy ea . § , = eae oe Bee: 
M PEI cn ae. ; - we ro, Seeks VF mo i 
a te ts Nt Pay ge ¢ “ —. wa oo ae : i 
._ ee eae « & 6” a | ff - i 
ge) ay a ee a * a sae. 4 im he ( ; Hl 
: 3 te Ga bears apo ba 4 r of Ne re E> Sy nie ee : Lo 2 ra er ‘ 
es ¥ % ze aie ' ‘ ee i Tees me fics, ra ie . Sie oa 2 fee t be é. Yt be Sa és 
= § : i 7d , % r, aes ee Sid - : ¥ é Fh preie' : 2 ae ae & en . . 4 x 4 | ' 
= fo ‘an oe ee 7 oe a 
4 BS » . vi roe on | 4 e. te ¥ “ i w Pee y, { | } 
4 Ree | an Be A} a A ' 
oe Es - N\o5 Se a? roe \ a : « 4 
f Bet = oi ro q 
ot a Ry Sy Gy / a 4 4 ' 
tg tac 3 ” mh 4 ~ . ! | 
yD er » Sens a? WT a 
> | es note Beri: : i ‘ SY - 4h? ‘ )' 
os » 5 e a2 me —— , eae oe ee a : H 
a ‘ > = ‘ ~ : . = . a \y ad / Zé foe Aa sf ™ 4 ss : 
“ 4 ’ - - pie f ‘ a". 
: . vo -@f ‘yy 77 a / aC eee + D-C7» ' 
2. G y i 4 f fo at ne a . + fl 
4 , w\ \ } | 4 mA ~ ' Sire / ; Ry oma eS { ; | 
i <0 ? 
es SAY = ee 
fy ¥ ; % 
F! . » a 
S - %, WLINOIs oy 14 
: re ; if 
i ° € : ‘ee 48 tHe oon < 
° $ f s B 
: . 
| - a 
; ‘a 4 : a 
I A nag ; P. 
$ 4 M4 
ie Al a : 
| ee 5 -— 
e y bs 
; ee ‘ if | 
7 re 3 ae 
; q 
a | ice when you use 
— - 8 
é. wind (Mh epee i 
f “SatuRA \ON alt | 
Po I, : 
i 
WR OEE I 2a | [Reena 2 SEE 
ene hy he eS eee ae ai 72 eee : es : ; +e ee os ae EN ERC oe ae Spates | ih me A OES CO ne 9.2 


* 9 IN THE DAILY INQUIR 

It's exclusive in America’s 3rd Mat 
® Daily, full-color in THE INQUIR 
gives your advertising message d 
matic impact... adds to the prové 


FULL COLOR 
S = ADVERTISING IN THE 
= PHILADELPHIA INQUIRER 
| GETS EXTRA-HIGH | «2 woos: mscazne 


Inquirer homes! 


te. 


Real-life color sells doubly hard in 
THe INQuIRER’s Sunday Magazine. 


_—— 


‘ READERSHIP And what coverage! It far exceeds 
i the combined circulation of any four 
| general or women’s magazines in 
i | : this market...reaches 1,100,000 | 
| AND RESULTS | “= ~ 
em * IN “ROTOCOMICS” ruil. 
(; kick (Che -(p Ab VA 7A, ree *) color rotogravure gets big results in « 
The World’s Foremost Comics .. . 
\ and advertisers benefit from low costs 
since only black and white proofs 


of regular Sunday Comic ads are 
needed. Like “Today,” this valuable 
medium reaches 1 of every 2 families 
in the 3rd Federal Reserve District. 


he Philadelphia Inquirer 


PHILADELPHIA PREFERS THE INQUIRER 


Now in its 19% 
Consecutive Year of Total 
Advertising Leadership 
in Philadelphia! j 


Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., Empire Stote Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coost Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfleld 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigon 0259 
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BBDO Has IBM Cards on Thousands 


of National Ads, Covered 247 Ways 


New York, June 19—One of the 
biggest IBM operations in the 
agency business is that done by 
Batten, Barton, Durstine & Osborn 
in connection with the 13-year-old 
Continuing Study of Newspaper 
Reading. 

The agency currently has a total 
of 4,350 national advertisements on 
its IBM cards—and each of those 
ads is covered in 247 different 
ways. 

Major breakdowns cover types of 
pages (news, editorial, sports), 
page makeup and position (single 
pyramid to gutter, double pyramid, 
next to reading), size (70-99 lines, 
600-699, 1,000 and over), art work 
(major illustration, product major, 
young woman, man) copy tech- 
niques (cartoon, editorial, news 
picture & caption, display), special 
features (recipe, bargain, contest), 


copy appeals (comfort, welfare, 


social approval), logotype (plain, | 


logo with product, no logo). 


s Prior to coding an ad for the 247 
factors (some of which are given 
above), BBDO first analyzes the 
ad for 26 different factors. Among 
these are: page number, page traf- 
fic, page makeup, type of product, 
per cent of men and women who 


| saw, size of ad, cost of ad, readers 


per dollar, objective of ad. 

All findings are subsequently 
brought to the attention of more 
than 300 of the agency’s creative 
and contact people by means of the 
“Copy Research Bulletin,” a peri- 
odic dope sheet. 

Such a sheet might cover, for ex- 
ample, the subject of layout tech- 
nique for newspaper advertise- 


ments. The “Bulletin” then goes on | 


| of 4,241 national ads . . . 


in this vein: , Other “Bulletins” cover subjects 

One of the most conclusive and like “What special features for 
useful findings from the Continu-| newspaper advertisements?” 
ing Study of Newspaper reading is |“What editorial news-photos do 


eled after the best-read editorial | noting of news pictures,” “News- 
features in the paper almost always| paper readership by types of 
get extra readers-per-dollar for the! pages” and “Multiple ads in the 
advertiser. | same issue.” 

“Here is BBDO’s own re-analysis 
| sued to BBDO people about ten 


No. of Technique Average Number of i $ 
Ads Posen Pod months ago, covered five ads 
Men Women Total) placed by a food manufacturer in a 
3,800 Conventional 64 «85 149) gj is of a Michigan daily 
G2 Werls Comic Strip 358 361 699) =WnBle issue of a oes 
84 Humor panels 321 316 637 and two ads placed by a similar) 
50 News Pics & Cap. 138 146) 284 Q . i ‘ ; 
105 Columnist styin 6 (158234 manufacturer in the same paper 
121 Comic strips in | The first advertiser used a news- 
(vertical or square) 76 96 172 pj * j i ic- | 
19 “Believe It or Not” 8 61 143 picture-caption format with pic 


tures and copy changed in each ad. 
The second advertiser used identi- 
cal-looking ads featuring only a 
picture of his packaged product. 


® “Note that less than 15% of the 
advertisements follow an editorial 
format, but they get up to five 
times as many readers-per-dollar 
as the ads that follow the tradi-|® “Individually,” said the BBDO 
tional pattern of picture-headline- | dope sheet, “on a readers-per-dol- 
text-and-logotype. |lar basis, each —— ad (the first 

“Have you tried one of these| advertiser) outranked any other 


techniques? They’ve done a good | national ad in the issue.” Of the) 


job for many BBDO clients.” |two ads placed by the second ad- 
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INDI ANapotis... THE HAPPY SELLING GROUND 


THE INDIANAPOLIS STAR 


YOUR FIRST TEAM FOR SALES 


THE INDIANAPOLIS NEWS / ef 


Nessier Hank 
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)RETAIL SALES UP 300% since 1940 in this 


growing industrial market! 


>$627,000,000 spent on retail goods alone 
last year! 


>MANUFACTURERS’ PAYROLL UP over 
700% since 1940. 


> $6,431 average effective buying income per 
family... 


> 5th among the nation's 24 largest cities . . . 


And this profit proven market is fully covered by 
Indiana's two largest daily newspapers, The Indi- 
anapolis Star and The Indianapolis News. The Star 
and The News not only give you saturation coverage 
of this rich metropolitan area, but an effective bonus 
coverage of the 44 surrounding counties .. . at the 
lowest possible cost. 

Write for market data today, and get your share 
of nearly 2 billion dollars in spendable income! 


KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES 
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this: Advertisements that are mod-| men look at?” “How size affects | Sa 


The last named “Bulletin,” is-| 


Advertising Age, June 23, 1952 


| vertiser, one attracted no readers 
| at all, the other gained a mere 1% 
|noting by men.” 

| The bulletin then went on to 


y: 
“A check of all the CSNR studies 
turned up 27 examples of the use 
of multiple ads in newspapers. The 
top 5 of these 27 ads all employed 
high readership techniques such as 
news-picture-caption, humor pan- 
els, and continuity strips, and 
| changed the copy and illustration 
for each ad in the series. 

“Conclusion: If you use multiple, 
/small space ads, the chances are 
| you’ll do better with a high reader- 
ship technique and changing the 
illustration for each ad in the 
series.” 


® By coding all the hundreds of 
factors possible in any ad, the 
agency’s research department 
| makes possible the transfer of all 
the data to the IBM punch cards. 
Sorters and tabulators (a total of 
22 baffles) can process the cards in 
practically any way imaginable. 

| Requests from agency people for 
|Continuing Study data are filled 
anywhere from half an hour to two 
|days after the request comes in. 
| Most calls for information, how- 
}ever, take an average of several 
| hours to fulfill. Without the IBM 
|setup, however, answers might 
take a week or more to compile. 


|# Among the conclusions the agen- 

cy has already derived from its 
Continuing Study operations are: 
| There is no relative difference be- 
tween left and right-hand pages, 
but there is considerable difference 
between types of pages used. A spot 
on top of a pyramid is best, while 
position at the bottom of a pyramid 
is next best. 

Information that the agency 

would like to see turn up in some 
future Continuing Study report 
would cover (1) the effect of color 
on r.o.p. position; (2) “usage” fig- 
ures (how many people who note 
;a cigaret ad, for example, are 
smokers, and (3) readership dupli- 
cation of multiple ads used by a 
single advertiser in one issue of a 
newspaper. 


Toronto Ad, Sales Club Elects 


Wilfrid Sanders, president of 
Sanders Marketing Research and 
Canadian Opinion Co., has been 
named president of the Advertising 
and Sales Club of Toronto. Other 
officers elected are Alan C. Ball, 
manager of Canadian Advertising, 
Ist v._p.; Andrew A. McDermott, 
general manager of Radio & Tele- 
vision Sales Inc., 2nd v.p.; John 
Tee, advertising manager of Elec- 
tric Auto-Lite Ltd., secretary, and 
A. Gibson Mackie, personnel man- 
ager of Canadian Breweries Ltd., 
treasurer. 


Goodrich Promotes Tomlinson 


E. F. Tomlinson, general mana- 
ger of the industrial and general 
products division of B. F. Goodrich 
Co., Akron, since 1949, will be pro- 
moted to general manager of the 
automotive, aviation and govern- 
ment sales division later this year. 
He will succeed G. E. Brunner, 
who reaches retirement age this 
year and has been divisional gen- 
eral manager since 1938. Mr. Tom- 
linson has been with the company 
since 1927. 


Cincinnati Advertisers Elect 


The Advertisers Club of Cincin- 
nati has elected six members to its 
board of directors. The new direc- 
tors, who will serve two year 
terms, are Harry Ewry, J. W. Ford 
Co.; Joseph Bearlear, Cincinnati 
Typesetting Co.; Edward Clapper, 
Reuben H. Donnelley Corp.; Mar- 
garet Carpenter, Modern Talking 
| Picture Service; Henry Rollman II, 
Rollman, Peck & Rittenhouse, and 
Donald Chapin, WKRC-TV. 


Plans Special Aviation Issue 


Aviation Week, a McGraw-Hill 
publication, will devote its Aug. 4 
issue to the Air Material Command. 
A special feature will be a detailed 
forecast of fiscal 1953 aircraft pro- 
curement for the Air Force. 
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| loday.2 

| () DV every day 
the people of America buy 
24,017,938 daily newspapers 
for which they pay $2,089,000 


because they want the complete news of 


local, national and world affairs... found only in their 
newspapers and for advertising news of products and services. 


The primary purpose of the newspaper is NEWS... 
the primary purpose of some other media is entertainment 


and many people dislike entertainment interrupted by advertising... 


a People want advertising 


oa People look for advertising 
— People welcome advertising 
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All advertising media are good... but 
it will pay advertisers to remember... 


Newspapers are the daily shopping guide 
of the American Family! 


Published in the Interest of Newspapers and Advertisers by 


Moloney, Regan & Schmitt 


Newspaper Representatives Since 1900 ; 


NEW YORK + CHICAGO + PHILADELPHIA + BOSTON + DETROIT + LOS ANCELES + SAN FRANCISCO + SEATTLE + DALLAS - MIAMI 
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The data presented here are copyright, 
nerican Newspaper Publishers Assn., 
Included are all national advertisers (except in the 
and resort classifications) which are calculated 
sore during 1951 in the 1,013 daily and 
ded in the bureau’s study. These news- 


vertising, Ar 
by permission. 
financial and hotel 
to have invested $25,000 or m 
371 Sunday newspapers inclu 


A 


ABBOTT'S DAIRIES INC ‘ 


Ice Cream 
Milk 


Products 

ACME BREWERIES 
Beer 

ADMIRAL CORP 


Television 
Products 

AFFILIATED GAS EQUIPMENT 
N 


Bryant Heating Equipment 
Bryant Water Heaters 
Payne Heating Equipment 
AIR FRANCE, FRENCH NATIONAL 
AIRLINES 
ALABAMA FLOUR MILLS CO 
Duncan Hines Baking Products 
Mother's Best Fiour 
ALADDIN CO 
Homes 
ALD INC 
Washing Machine Service 
ALL AMERICAN AIRWAYS 
ALLEN & CO. INC, SL 
Flexible Flyer 
ALLES & FISHER INC 
“63 Cigars 


JA Cigars 
ALLIED CHEMICAL & DYE CORP 


wer! 


Products 
ALLSTATE INSURANCE CO 
TES BREWING CO 


r 
RFER BROS. CO 


BC Washers 
INUM CO. OF AMERICA 
a Aluminum 


Aloa Steamship Co 


tutional 
ICAN AIRLINES INC 
ICAN BAKERIES CO 


AM 
AM 
AM 
A 


rican Beer 
ICAN BREWING CO 


al Beer 

ICAN BROADCASTING CO 
ICAN BUS LINES INC 
ICAN CHICLE CO 

ets 

tyne Chewing Gum 

ICAN CYANAMID CO 
ICAN DAIRY ASS'S 

ICAN DISTILLING CO. INC 


Ibrook Whisky 


cs & Travel 

ICAN HOME PRODUCTS 
Pp 

iomist Glass Cleaner 


‘owax 
rican Home Foods 


Products 
cunt 
cin & Bisodol 


Anacin & Freezone 

Anacin & Outgro 

Antro! Spray & Black Flag 
Aerosol 

Autobrite 

Bisodo! 

Black Flag Aerosol 

Black Flag Bug Kiiler 

Black Flag Products 

Burnett's Desserts 

Burnett's Extracts 

Burnett's Instant Pudding 

Burnett's Puddings 

Burnett's Vanilla 

Burnett's Products 

Chef-Boy-ar-dee Ketchup 

Chef-Boy-ar-dee Sauces 

Chef-Boy-ar-dee Spaghett: 

Chef-Boy-ar-dee Products 

Clapp's Baby Foods 

Clapp's Instant Potato 

Duff's Cake Mix 

Duff's Gingerbread Mix 

Duff's Hot Roll Mixes 

Duff's Mixes 

Duff's Muffin Mix 

Duff's Waffle Mix 

G. Washington Instant Coffee 

Freezone 

Heet 

Hope Denture Powder 

Jad Salts 

Meicalose Tablets 

Mystic Hand Cream 

Neet 

Petro-Sylhum 

Plastic Wood 

Snaro! Garden Products 

3-in-One Oil 

Whitehall Pharmacal Products 

Wizard Wick 


Woodbrite 
AMERICAN LIMOGES CHINA CO 
AMERICAN OL C 
Gasoline & Oil ‘ F 
AMERICAN PETROLEUM INSTITUTE 
AMERICAN POP CORN CO 
lolly Time Pop Corn 
AMERICAN PRESIDENT LINES 
Steamship Transport 
AMERICAN RADIATOR & 
STANDARD SANITARY CORP. 
Heating & Plumbing Supplies 
AMERICAN SAFETY RAZOR CORP 
Blue Star Blades 
Gem Blades & Razors 
Silver Star Blades & Razors 
Products 
AMERICAN STOVE CO. 
Magic Chef Gas Ranges 
Magic Chef Gas Room 
Heaters 


AMERICAN SUGAR REFINING CO 
Domino Sugar wwe 
Franklin Sugar 
Sunny Cane Sugar 

Products 

AMERICAN TELEPHONE & TELE- 
GRAPH 
Bell Telephone System 
Western Electric Hearing Aid 

AMERICAN TOBACCO CO 
American Cigars 
Herbert Tareytons 
Lucky Strikes 
Pall Malls 
Products 

ANHEUSER-BUSCH INC 
Anheuser-Busch Syrup 
Budweiser Beer 
Michelob Beer 
Products 

ANIMAL FOUNDATION INC. 
Hunt Club Dog Food 

ANNETTE FASHIONS CO. 


29.588 ANTELL INC., CHARLES 


2,816,212 
48,243 
319,355 
2,202 


197,417 
416,711 


112,255 
4.2¢6 


Toilet Preparations 
ANTHRACITE INSTITUTE 
APEX ELECTRICAL MFG. CO 

Washers 

Products 
APPALACHIAN ELECTRIC 

POWER CO. 
APPLETON-CENTURY-CROFTS INC 

Books 
ARAKELIAN, K.. INC 

Madera Wines 

Mission Beli Wines 
ARDEN FARMS 

Cottage Cheese 

Ice Cream 

Milk 

Products ‘ 
ARGENTINE STATE LINE 

Steamship Transport ... 
ARGUS, INC 


Cameras 
ARKANSAS-LOUISIANA GAS CO. 


ARKANSAS RICE GROWERS COOPER- 


ATIVE ASS'N 
Riceland Rice 

ARMOUR & CO 
Armour's Chili Con Carne 
Armour's Chopped Ham 
Armour's Corned Beef Hash 
Armour's Meat Products 
Armour's Poultry Products 
Armour's Sausage 
Armour's Fertilizer 
Armour's Soap Products 
Chiffon Soap Flakes 
Cloverbloom Margarine 
Dial Shampoo 
Dial Shampoo & Soap 
Dial Soap 
Three Little Kittens Cat Food 
Treet 
Vertagreen 
Institutional 
Products 

ARNOLD & ABORN. INC 
Aborn'’s Coff 


ee 
7 ARNOLD BAKERS INC. 


Bread 
Products 
ARNOLD. SCHWINN & CO 


Bicycles 

ARROW LIQUEURS CORP 
Brandy 

ARTISTIC FOUNDATIONS INC 


Foundations 
Sea Mold Swim Suit 


s 
ASK MR. FOSTER TRAVEL SERVICE 


INC 
ASSOCIATED HOSPITAL SERVICE 
Blue Cross & Blue Shield 
Blue Cross Plan 
Blue Shield 
ASSOCIATED PRODUCTS INC 
Five Day Deodorant Pads 
Kaywoodie Pipes 
Yello Bole Pipes 
ATCHISON, TOPEKA & SANTA 
FE RAILWAY SYSTEM 
ATLANTIC COAST LINE 


AILROA 
ATLANTIC INSURANCE 
COMPANIES 
ATLANTIS SALES CORP 
French's Bird Foods 
French's Instant Potato 
French's Mustard 
Good Luck Pie Crust Mix 
Good Luck Pie Filling 
Good Luck Pie Products 
ATLAS BREWING CO 
Atias Prager Beer 
AUSTIN MOTOR CO. LTD. 
(ENGLAND) 
AUSTIN, NICHOLS & CO 
Austin Nichols Club 
Reserve Whisky 
Ruffino Wine 
AUTO SEAT COVER CO 
Auto Seat Covers 
AVCO MFG. CORP 
American Kitchens 
Bendix Clothes Dryers & Washers 
Bendix Oryers 
Bendix Washers 
Bendix Products 
Crosley Appliances 
Crostey Radios 
Crosley Radio & 
Crosley Ranges 
Crosley Refrigerators 
Crosley Television 
Crosley Products 
New York Shipbuilding Corp 
AVIANCA (COLOMBIAN NATIONAL 
AIRLINES) 


Television 


B. B. PEN CO 
B. B. Pen 
Perma-Ori 

B.C. REMEDY CO 
Vv INC 

B. W. B. FOODS INC 
Brown Baked Beans 

ope. B. T., INC 

b 


Bab- 
Bab-0 & Glim 


Ghm 
BACARDI IMPORTS INC 
Rum 


75.231 


95,219 


142,813 
29.062 


16,477 
12.585 


papers acc 


The Top 100 National Newspaper 
Advertisers: 1951 


Company 
General Motors Corp 
Procter & Gamble Co. 


Lever Bros. Co. 

Colgate-Palmolive-Peet Co 

Ford Motor Co 

Distillers Corp.-Seagram's Ltd 

General Foods Cor 

Schenley Industries Inc 

National Distillers Products Corp 

General Electric Co 

. Standard Brands Inc 

. Reynolds. R. J., Tobacco Co 
General Mills, Inc 

. Philco Corp. 

16. National Dairy Prods. Corp 

17. American Tobacco Co. 

18. American Home Products Corp 

19. Morris. Philip & Co.. Ltd. Inc 

20. Radio Corp. of America 

21. Publicker Industries. Inc 

22. Quaker Oats Co. 

23. Hudson Motor Car Co 

24. Packard Motor Car Co. 

25. Studebaker Corp 

26. Doubleday & Co., Inc. 

27. Sterling Drug, Inc. 

28. Armour & Co. ... 

29. Admiral Corp. . 

30. Nash-Kelvinator Corp 

31. Kaiser-Frazer Corp 

32. Pillsbury Mills, Inc 

33. Borden Co. 

34. Westinghouse Electric Corp 

35. Swift & Co. 

36. Best Foods Inc. 

37. Gillette Safety Razor Co 

38. Walker, Hiram-Gooderham & Worts 

39. Liebmann Breweries, Inc 

40. Kellogg Co 

41. Wrigley, William Jr. Co 

42. Glenmore Distilleries Co.. Inc 

43. Johnson, S. C., & Son, Inc 

44. Aveo Mfg. Corp 

45. Bristol-Myers Co. 

46. Park & Tilford Distillers Corp 

47. Coca-Cola Co. 

48. Ralston-Purina Co. 

49. Unicorn Press, Inc 

50. Le Blanc Corp 

51. Black, Walter J.. Inc 

52. Wesson Oi! & Snowdrift Sales Co 

53. Institute of Life Insurance 

54. Sylvania Electric Products Inc 

55. Standard Oi! Co. (New Jersey) 

56. Socony-Vacuum Oil Co A 

57. Union Carbide & Carbon Corp 

58. U. S. Government 

59. Greyhound Corp 

60. Heinz, H. J.. Co. 

61. Libby, McNeill & Libby 

62. Continental Baking Co. 

63. Sinclair Refining Co 

64. Brown & Williamson Tobacco Corp 

65. Campbell Soup Co. * 

66. Brown-Forman Distillers Corp 

67. Leeming, Thomas, & Co 

68. Zenith Radio Corp 

69. California Fruit Growers Exchange 

70. National Biscuit Co 

71. United States Rubber Co. 

72. Pacquin. Inc. * i 

73. Carnation Co. 

74. Pan American World Airways 

75. Seven-Up Co. ......- 

76. Plough, Inc ne ee 

77. Standard Oi! Co. (Indiana) 

78. Canada Dry Ginger Ale Inc 

79. Eastern Airlines 

80. Nestle Co. Inc. * . 

81. Sun Oil Co. * 

82. Shell Oi! Co. 

83. Lady Esther Ltd 

84. Crowell-Collier Publishing Co. 

85. Corn Products Refining Co 

86. Block Drug Co. 

87. International Cellucotton Prods. Co 

88. Purex Corp. Ltd. * 

89. Rubinstein, Helena. Inc. * 

90. McKesson & Robbins Inc. * 

91. Consolidated Ciaar Corp. * 

92. Vick Chemical Co. * 

93. International Harvester Co. * 

94. Wildroot Co. Inc. * 

95. Sunshine Biscuits Inc. 

96. Grove Laboratories, Inc. * 

97. Phillips Petroleum Co. * 
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98. Time Inc ae 
99. Squibb, E. R. & Sons * 
Standard Oil Co. (Califorma) 


*Not among the top 100 national newspaper a 
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BAKER CO.. JOHN C 

Hair Tonic 
BALI BRASSIERE CO. INC 
BALL BROS. CO 


Rupture Treatment 
BALLANTINE & SONS. P 
Ale 


Beer 
Beer & Ale 
BALLARD & BALLARD CO. 
Biscuits segs pape 
Cake Mix ........- 
Corn Bread Mix .. 
tour ease 
Instant Pie Dough 
Mixes none 
Obelisk Flour 
Ovenready Biscuits . 
Pancake Mix .... : 
Products . 


ORKS 
Gleem Paints . 
Wall-Fix & Gleem Paints 


1951 1950 1950 Per Cent 
Expenditures Rank Expenditures Chanae 
$23,794, 1 $27.594.071 — 138 

14,179.190 4 9.800.614 + 447 
13519.000 2 13703451 — 13 
11,537,206 5 9.625.279 + 19.9 
10.842.173 6 9.298.024 + 166 
10.729.755 3 13.586,716 — 21.0 
8.172.150 7 7.195.437 + 13.6 
7.875.290 8 6.415.618 + 228 
6,598,623 9 5.967, + 106 
6.290.430 13 4.103.204 + 53.3 
6,074,245 12 4.202.942 + 445 
4.771.917 lL 4.527.375 + 54 
3.732.634 10 5.368.930 — 305 
3,330,452 16 3.376.986 — 14 
3,318,021 24 2,373,382 + 39.8 
3.242.574 18 3.021.091 + 7.3 
2.927.950 31 2.088.336 + 40.2 
2.816.212 19 2.865.296 — 17 
2.807.278 14 3.571.013 — 214 
2.796.753 17 3.168.624 — 11.7 
608 25 2.370.627 + 100 
2.551.412 15 3.529.399 — 27.7 
2.521.543 26 2.351.204 + 7.2 
2.424.616 44 1.428.025 + 69.8 
2.423.476 22 2.660.131 — 89 
2.411.757 27 2.324.841 + 3.7 
2.386.191 34 1,994,246 + 19.7 
2,222,473 2.141.452 + 38 
2,143,960 21 2.724.631 — 213 
1.995.095 28 2.210.038 — 9.7 
1,988,153 1.880.012 + 58 
1,967,648 42 1.509.412 + 30.4 
1.958.392 1,598,955 + 225 
1.920.632 23 2.407.941 — 20.2 
1.741.897 2.730.084 — 362 
1.725.964 35 1.890.302 — 87 
1,693.226 55 1.225.125 + 38.2 
1,681,855 38 1.696.159 — 08 
1.670.279 57 1.160.080 + 440 
1.601.717 29 2.149.556 — 255 
1.567.667 54 1.243.796 + 26.0 
1,563,036 62 1.095.998 + 426 
1.556.059 52 1.279.149 + 216 
1.542.115 41 1.540.582 + 01 
1.481.087 39 1612839 — 82 
1.471.757 61 1.099.593 + 33.8 
1.461.567 37 1,777,922 — 178 
1,450,133 70 955. + 517 
1,417,517 66 1, 0 + 33.0 
1.395.145 33 2.036.026 — 315 
1.357.845 83 819.310 + 65.7 
1,354,863 50 1.308.017 + 36 
1.329.151 48 1.321.257 + 06 
1.275.654 — 265.061 +4 381.3 
1.273.419 53 1.270.023 + 03 
1.272.041 1104.982 + 15.1 
1.259.336 82 20. + 535 
1.238.418 75 885.533 + 39.9 
1.220.033 63 1.090.778 + 118 
1.189.373 73 895.415 + 328 
1.153.753 67 1,018,493 + 133 
1,147,228 1.142.096 + 04 
1.136.399 79 847,270 + 341 
1.085.506 — 352.608 + 207.9 
1.049.641 — 578.615 + 81.3 
1.038.624 56 1,198,206 — 133 
1,032,472 93 767.220 + 346 
1.030.835 84 792.991 + 30.0 
1.019.561 — 6 + 485 
1,018,444 45 1.426.120 — 28.6 
1.011.749 51 1.293.889 — 218 
2309 507.901 + 93.0 

979.194 71 918.649 + 66 

972.783 982,443 — 10 

938.443 69 957.421 — 2.0 

915.167 89 777.651 + 17.7 

905.787 76 2.898 + 26 

896.515 92 769.305 + 165 

892.810 65 1,082,531 — 175 

885.628 — 621.415 + 42.5 

883,925 610.102 + 449 

882.786 49 1.318.971 — 33.1 

880.752 100 713.453 + 23.4 

876.056 — 51.938 + 344 

850.957 59 1.119.931 — 240 

845.176 72 911.762 — 7.3 

843.250 64 1.083.279 — 222 

842,216 — 638.6. + 319 

836.8948 — 440,736 + 89.9 

829.909 — 161,954 + 412.4 

824.726 — 357.184 + 130.9 

823,033 — 647.671 + 27.1 

814.343 — 347,634 + 134.3 

805.139 — 386.247 + 1085 

793.319 94 765.503 + 3.6 

790.834 — 559.143 + 414 

790,710 — 704,320 + 123 

780,617 47 360, — 426 

765.460 — 327.205 + 133.9 

761.878 99 3,946 + 52 


65.577 
65,745 


114,323 
110.741 


~ 
tay 


2.769 
264,747 
142.102 


29.917 
19,961 


dvertisers for 1950. 


Wall-Fix Paints 

BANKERS LIFE & CASUALTY co 
Bankers Life & Casualty Co. 
White Cross Plan 

BANQUET CANNING CO. 
Chicken Products 

BARBASOL CO. 

BARCLAY TISSUE CORP 
Petal Soft Tissues 

BARCOLENE CO. 


Barcolene rT 
BARRON'S PUBLISHING co. 
Barrons Magazine ...- P 
BARTON MFG. CO 
Dyanshine me P 
BAVARIAN BREWING CO 
Bayuk Cigars 
Phillies Cigars 
BEACH SOAP C 
Soapine . 
BEACON CO 
Floor Wax 
BEAM DISTILLING CO., JAMES 8 


Beam Bonded Whisky 
Beam Pin Bottle 


1949 
Expenditures 
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458 
675 
973 
= +4 — Aviation Corp. 
elevision Pearce 
206 ood BEN-HUR PRODUCTS INC. 
3.763.699 Ben-Hur Coffee . sane 
3.125.840 Ben-Hur Extracts 
2:317.814 Ben-Hur Spices .. 
2.549.565 Ben-Hur Food Products 
1.775.991 Golden West Co’ 
3.085.305 BENSON & HEDGES ...... 
2'814.009 Benson & Hedges ......-+-> 
1.117.121 Parliaments .......-.....----- 
2'292.45. BERKE BROS. DISTILLERIES INC. 
1.669.006 Mr. Boston Pinch Bottle .... 
2'884.770 Mr. Boston Spot Bottle ...... 
1.511.270 Old Mr. Boston Gin ... 
2.499.786 Old Mr. Boston Rocking 
3.397.211 Chair Whisky ‘ 
1.782.423 Old Mr. Boston Whisky 
1/090.082 Old Mr. Boston Wines . 
1142921 BERRY TOURS 
1153511 BERWIND FUEL CO. 
2 306.289 Pocahontas Coal 
1.623.568 BEST FOODS INC. 
"391.062 Best Foods Condiments 
800.84 Best Foods French Dressing . 
1.356.158 Best Foods Mayonnaise 
"939.910 Best Foods Mustard & Relish 
1.024.889 Sandwich Spread ne 
1.782.044 Best Foods Salad Oi! .. 
‘720 Best Foods Sandwich Spread 
847.747 Best Foods Sandwich Spread & 
140.521 H-0 Oats 
904. Helimann’s French Dressing - 
1.117876 Hellmann's Mayonnaise 
1095.6 Helimann’s Mayonnaise & 
132.254 Nucoa Oleomargarine 
1 030.323 Helimann’s Relish Sandwich 
1.143.303 Spread we “ 
302.14 H-O Oats . ‘ 
1.250.818 Nucoa Oleomargarine 
139.365 — Cake Flour . 
1.549.161 it and Shi ; 
Rit and Shinola 
1.282.825 — Shinola Shoe Polish... 
311 188 Two-In-One Shoe Polish 
538.555 Products PORASS 
416 492 BETHLEHEM STEEL CO. .. 
876.914 BETTER LIVING INC. . 
755.136 BIRD & SON q 
558 868 Floor Coverings & Rugs 
728 964 BISHOP. INC. HAZEL 
793.837 Lipstick ‘a 
391.690 BLACK INC., WALTER J 
253 238 Black's Readers Service 
810.012 Classics Club... ; 
or see Detective Book Club . , 
8 — 6 cease re. co 
: ome Utility Tools ... 
699-002 BLAIR MILLING CO. 
1.062.119 Ezy Cake Mix ...... 
348, BLANTON CO. 
698.651 Creamo Margarine .... 
041 056 WEINHARD CO. 
: eer 
735.137 BLOCH BROS. TOBACCO CO. 
708 580 Kentucky Club Tobacco 
939.246 BLOCK DRUG CO 
1.141826 Amm-I-Dent Dentifrices 
278 261 Amm-I-Dent Toothpaste 
78 686 Green Mint Mouth Wash 
ess Innerclean ......---++ 
‘062 Minipoo Shampoo 
582 110 Polident ....... 
. Poli-Grip 
eae Postam 
Posloid 
SS eer BOBBS-MERRILL CO 
; ooks ; . 
ee BOEING AIRPLANE CO 
a 3 6 BOHEMIAN BREWING CO 
63. : Bohemian Club Beer 
871.553 BON AMI CO 
Bon Ami 
Glass Gloss ‘ 
BOOK-OF-THE-MONTH CLUB INC 
92.224 BORDEN CO. “ 
246.413 Borden's Biscuits ‘ 
228.654 Borden's Buttermilk 
17,759 Borden's Buttermilk & Cottage 
Cheese ‘ ‘ 
40.656 Borden's Cheeses 
257,597 Borden's Cheese Spreads 
Borden's Chocolate Milk 
28.938 Borden's Cottage Cheese 
Borden's Cream oeee 
25.981 Borden's Dairy Products 
Borden's Dog Food ..... 
30.772 Borden's Egg Nog .......- 
Borden's Evaporated Milk 
91,556 Borden's Frozen Foods .. 
Borden's Ict Cream - 
69,083 Borden's Ice Cream Cake . 
756.167 Borden's Ice Cream Pie 
Borden's Instant Coffee .. 
752.829 Borden's ‘Instant Hot 
Chocolate .......----- 
36.607 Borden's Milk : a 
Borden's Milk Products .. 
694,143 Borden's Sherbet wa 
122.468 Borden's Skimmed Milk .. 
43.002 Borden's Skimmed Milk 
1.645 & Yogurt ....... 
Meteo 
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Advertisers’ Expenditures in Newspapers, 1951 


1952, by the Bureau of_Ad- 
and presented here 


ount for 93.1% of total U. S. weekday newspaper circula- 
tion and 96.1% of the total U. S. Sunday c 
of advertisers using a substantially larger number of newspapers 
are, as the bureau points out, understated. Advertising in The Ameri- 
can Weekly, Parade, This Week Magazine and other publications 
distributed with newspapers is included in these figures. 


irculation. The expenditures 


Col. James B. Beam 
Jim Beam 


La Choy Food Products . 
Meadow Gold Butter ... 
Meadow Goid Butter Mil 
Meadow Gold Cheese ... 
Meadow Gold Chocolate 
Meadow Gold Cottage Cheese .. 
Meadow Gold Dairy Products . 
Meadow Gold Ice Cream 
Meadow Gold Milk wake 
Meadow Gold Skimmed Milk ... 
BEAUNIT MILLS INC. ........- 
BEAUTE-VUES CORP. 
Nutri-Tonic Permanent Wave 
BEECHHURST PRESS 
Art Book Guild of America .. 
BEECH-NUT PACKING CO. 
Baby Foods es 
Coffee .... oa 
Products Sb athes €o9e6eo9 
BELL AIRCRAFT CORP. . 
BELL & CO. INC. 


Cameras . _ Sere rs 
BELL TELEPHONE CO. OF 

PENNSYLVANIA ‘ : 
BELTONE HEARING AID CO. . 
BENDIX AVIATION CORP. .. 


Drink ... 


121.953 
1.357.845 


767.353 
183,913 
406,579 
51.414 
42,130 
77.062 
28.239 


— 


ws Os ero 


Lo Nahata aa) Oana at 


Se 


. 4 es Be Re st crore M3 Seat eiare a | eae hy aaa eames neh sy eee a oe Outi oa Bere eee 
ts ie re : 4 , + Seer, oe eS rd are ae Pe ” Z : is ile ; Bact ae ; a a fy Be ee — mG: hey: ain 
feat d . . ; ; . a ae 
Ag oe 
oe a a 
54 © Sas 
we. 
ae f 
: < 
B os 
f ae 
: ray To ner ee 701 ‘ aie 
353,559 —— | area 22.153 ss 
Hl 270.855 Whisk se aes 54.967 : 
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a es | 31315 : 76.339 pe 
, 12.450 2,356 ; 2.832 ee 
ie a 12.644 1,427 ; 
4 4068 55,020 181 . 
: 31,071 527 : 
3 65.515 23.949 2,108 : 
2,143,960 2,927,950 7.012 j 
? --— 60,765 4.663 . 20,482 
i Radio & Television 5.729 1,330 19.570 ¢ ; 
or 497,017 2,914,830 3.098 
1.518.839 5,380 —— . 46,045 ; ' 
MP 61,610 1,747 : 4.869.072 
a 293,029 8.535.325 . 199,060 
148,841 677 8.747.966 
2 136,547 285.592 ——— 29.646 
<4 3.171 4.748 414,567 f 
9,123 2.012 267.457 
126.616 ‘ 
£ 111.287 = 20,494 _ 
= 50.502 173,692 56.854 : 
iv ; 29,021 Bell-A .. 536,689 
41.153 ciL & HOWELL CO ; 
47,355 41,069 _ ; 85,583 
F 23.231 ; 
27.946 17,838 332,504 
a 49,284 68.118 : 
57,245 25.145 H 
SAY 9) 25,155 25.145 
‘¢ 53.899 71,302 8.941 | 
30,834 71.355 38.577 1 
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of the Inland Empire 


BILLION DOLLAR SPOKANE MARKE 


It’s one of the three 
HHO Rota Must Markets in the 


ant 


7 


Pacific Northwest 


More than a billion in net effective buying income! Retail sales 
greater than any strictly city market of a half million population! 
Average farm income more than double the U. S. farm average! 
More people than St. Louis or San Francisco.* These are just a few 
of the reasons why sales boom when you include the Billion Dollar 
Spokane Market in your Pacific Northwest sales picture. Parts of 
four states and as large as New England, the Inland Empire is the 
very heart of the Pacific Northwest, but a distinctly independent and 
unified trade area surrounded on all four sides by giant mountain 
ranges. 


The Billion Dollar Spokane Market is a must to make any 
Pacific Northwest sales program complete. To cover it easily, profit- 
ably, you need the two local newspapers which Inland Empire 
residents have read and believed in since pioneer days. . . . The 
Spokesman-Review and Spokane Daily Chronicle. Home-delivered, 
these two big dailies are accepted as home-town newspapers the 
length and breadth of their vast market. Together they cover Spo- 
kane and the Inland Empire as does no other advertising medium. 


So get the Inland Empire story today from your Cresmer and 
Woodward representative. 
* Sales Management, May 10, 1952 


THE SPOKANE MARKET 
REALLY MAKES 
A DIFFERENCE 


Advertising Representatives: Cresmer & Woodword, Inc., New York, Chicago, Detroit, is 
Los Angeles, San Francisco, Atlanta. Color Representatives, SUNDAY Combined Daily 


SPOKESMAN-REVIEW. Comic Sections: M coe. CIRCULATION es 


Pp 


Accepted as Now Over 3 
Home-Town Newspapers 160,000 BE 
the Length and Breadth ) 81.84% UN-duplicated < 
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Carpenters Ice Cream 
Challenge Milk 

Horton's Ice Cream 

Lady Borden Ice Cream 
Reid's Ice Cream 

Stariac Milk 

Thompson's Dairy Products 


Products 
BORG-WARNER CORP 
Norge Heating Equipment 
Norge Ranges 
Norge Ranges & Refrigerators 
Norge Refrigerators 
Norge Washers 
Pecso pane 


Product 
BOSTON CONSOLIDATED GAS CO 
BOSTON EDISON C 
BOSTON & wy RAILROAD 
BOTANY MILLS INC 
et ING. 
Toilet Preparations 


——- OF AMERICA. INC 
BOWMAN DAIRY CO 
Butter ... nee 
Butter & Eyg Nog 
Buttermilk 
heeses 
Cream : 
Cream & Milk 
Egg Nog 
Ego Nog & Quick Whip 
Ice Cream 
Ice Cream & Milk 
Milk 
Sta-Shim 
Strawberry Drink 
Institutional 
Products 
oe — 
Mother's 
bay Ad INTERNATIONAL 
AIRWAYS 


BREWING CORP. OF AMERICA 
Carling’s Beer & Ale 
Carling J =) Label Beer 


Carling d Cap Ale 
aniocerort BRASS CO 
Aer-A A 
Good-A 
| aa . “ant Killer 
Produ 
BRILL co Inc. H.C 


Macaroni Dinner 
Spaghetti Sauce 


INC 


men Antiseptic Powder 
na Ammomated Toothpaste 
na Tooth Paste 

init Rub . 

Lal 

Hepatica 

Hepatica & Vitalis 


tish Industries Faw 

ISH OVERSEAS AIRWAYS 
KLYN UNION GAS CO 
N-FORMAN DISTILLERS 
RP 

wn-Forman Whiskies 


g Whisky 

rot & Graham Whisky 

Forester Whisky 

N-GRAVES CO 

Gee Windows 

N & WILLIAMSON TOBACCO 


minix 
SWICK -BALKE-COLLENDER 


ling Equipment 

ling Bal! 

& CO. INC A HW 
Steamship Transport 

BURGER BREWING CO 


e & Ale 
BURGESS BATTERY CO 
Flashlight Batteries 
JSigsaw- Sander -F iler 

Radio Batteries 

BURGESS ae INC 
Vibro-Spr 

BURKE iT. “EDWARD & JOHN 
Guinness Stow 

ee in BREWING co 
Bee 

BUNLINGTON MILLS CORP 
Fabrics 

BURNHAM & MORRILL CO 
Baked Beans 
Products 

sg toy CO, W. ATLEE 


See 
BURROUGHS ADDING MACHINE 


OFN Y 


ounree ae 

Billfo 
BUY LINES BY NANCY SASSER 
BYMART-TINTAIR, INC 

Tintair 


CAIN CO., JOHN E 
Mayonnaise 


Products 
CALIFORNIA DAIRY INDUSTRY 
ADVISORY BOARD 
CALIFORNIA FRUIT GROWERS 
EXCHANGE 
Surtist Frozen Juices 
Sunkist Frozen Lemonade 
Sunkist Frozen Orange Juice 
Suntist Juices 
Sunkist Lemons 
Sunkist Limes 
Sunkist Oranges 
Sunkist Oranges & Lemons « 
— Orange Juice 
Sunkist Products 
CALIFORNIA & HAWAIIAN SUGAR 
a oe hs 


C GH Sug 
CALIFORNIA “LWA BEAN GROWERS 
ASS'N 


Seas 

CALIFORNIA” ‘Or co. 
Gasoline & Oil 

CALIFORNIA PACKING CORP 
Del Monte Catsup .. 
Del Monte Fruits 

Monte Pi 


ie! Monte 


1 


1 


37,443 
340.091 
59,568 


038,624 


.068 
27.111 
180,033 


50,317 


ie 


The Top 100 National Advertisers of 1951 


Dollar Expenditures in the Four Major Media 


Medium Newspapers General 
Chiefly & & Farm 
or s isso 5 725886 
1. Procter & Gamble Co R 179.190 § 55, 
2. General Motors Corp N aoe 340 10 - = 
3. General Foods Corp. N ueeeins it 
4. Colgate-Palmolive-Peet Co N is 3 mee 
5. Lever Bros. Co \ 37.206 1,947,176 
6. Chrysler Corp N ri ee 4 a 
7. General Electric Co. v 074,245 9 
8% Ford Motor Co N 10,729,755 3,418 921 
9. Reynolds, R. J.. Tobacco Co T wise = log 
10. Distillers Corp.-Seagram’s Ltd N 172,150 mo 
11. General Mills Inc R bt 452 2.260 — 
12. American Tobacco Co. v 927 3,576 any 
13. Schenley Indurtries Inc N 6 eee 3 — = 
14. Liggett & Myers Tobacco Co. ~ 263.105 2,3 : 
15. Sterling Drug Inc. .. R 2,386,191 1.319,17 
16. Netional Dairy Prods. Corp. “ 3,242,574 4,010,661 
17. National Distillers Prods. Corp N 6.290.430 3,983,973 
18. American Home Products Corp R 2,816,212 1,271,344 
19. sneabell Soup Co R 1,049,041 3,444,748 
20. Morris, Philip & Co. Ltd R 2.807.278 408.656 
21. Gillette Safety Razor Co. R 1,693,226 1 101 R83 
22. Miles Laboratories Inc R 316,138 525.014 
23. Pillsbury Mills Inc R 1,967 1,963 
24 Swift & Co R 1.741.897 2.433.367 
25. Philco Corp N 3,318,021 1 125 412 
26. Lorillard, P.. & Co T 71.211 1,798.2 
27. Bristol-Myers Co. . v 1,481,087 2.968.066 
28. Radio Corp. of America N 2,796,753 1.285.586 
29. Quaker Oats Co. ... N 2.551.412 1,404,155 
30. Kellogg Co. T 1,601,717 1.262.505 
31. Westinghouse Electric Corp. ¥ a] 2.807.867 
32. Standard Brands Inc N 771.917 1.422 no 
33. Goodyear Tire & Rubber Co “ 557.097 3,822,726 
34. Armour & Co N 2.222.473 —«:1.421.712 
35. WNash-Kelvinator Corp. N oon 1,547,059 
%. National Biscuit Co. R 018,444 1,373,810 
37. Admiral Corp. N 2,143,960 990.910 
38. Coca-Cola Co. “ 1,461,567 1.655.737 
39. Borden Co “ 1,958,392 1.971.938 
40. Wrigley, William, Jr. Co. R Po 667 5.020 
41. Aveo Mfg. Corp. “ 542,115 1.655.247 
42. Walker, Hiram-Gooderham & Worts vy 1.681.855 2.483.038 
43. American Telephone & Telegraph Co “ 55. 3,087,692 
44. Studebaker Corp N 2.423.476 1,402,880 
45. Johnson & Johnson “ 628.225 3,081,248 
46. Jergens, Andrew, Co “ 749,670 1,771,474 
47. Publicker Industries Inc. N 2,608,526 990.612 
Firestone Tire & Rubber Co. M 358.797 1.676.938 
49. U. S. Government “ 1,238,418 1,293,245 
50. Packard Motor Car Co N 2.424.616 704,650 
51 — Co. vy 48,396 1,897,230 
52. Johnson, S. C., & Son Inc. N -556.059 1,410,071 
53 Senin Jos., ~~ Ce. T 5 139,477 1,040,840 
ee 3 & Se “epee N 189,373 1.086.654 
55. Doubleday & Co. sane N 2.411.757 732,568 
Hudson Motor Car Co. N 2,521,543 419,060 
57. Kaiser-Fraser Corp N 1,988,153 772.856 
58. Carnation Co R 979,194 264,674 
59. Pabst Brewing Co. T 195.512 624.669 
60. du Pont de Nemours, E. I, & Co ¥ 5 Sees 1,579,285 
61. Best Foods, Inc. .. N 25.964 677.885 
62. U. S. Rubber Co. vy 1,011,749 1,760,256 
63. International Cellucotton Prods. Co. v 3,250 1.902.215 
64. Sylvania Electric Products Inc ‘ 1,275,654 642,271 
65. Canada Dry Ginger Ale Inc “ 896.515 1.191.126 
66. Brown-Forman Distillers Corp. v 1.038.624 1,671,014 
67. U. S. Steel Corp R 218,541 1.139.209 
68. Glenmore Distilleries Co. N 1.563.036 1,092,352 
69. Manhattan Soap Co. R 482.54 183.779 
70. Socony-Vacuum Oi! Co “ 1,272,041 1.382.809 
71. Goodrich. 8. F., Co vi) 340,748 1,538,091 
72. Prudential Insurance Co. of America g 596. $13.1 
73. Lambert Pharmacal Co M 241, 2.015.472 
74. Libby, McNeill & Libby “ 1,153,753 1,289,797 
75. Union Carbide & Carbon Corp N ot 3 1.166.380 
76. Ralston Purina Co. N 450,133 297.706 
77. Standard Oi! Co. (Indiana) R 905,787 81.890 
78. Armstrong Cork Co rv) 1,226,104 
79. Corn Products Refining Co. “ 850.957 1,190,275 
80. Scott Paper Co. uM yg 1,743,168 
81. Chesebrough Mfg. Co cy a .350 463.7 
82. Park & Tilford Distillers Corp N 1,471,757 903,390 
83. Electric Auto-Lite Co. R 27,805 704,406 
84. Babbitt, B. T., Inc. R 557.123 5,256 
85. Gulf Oi! Corp. T 563.542 431,380 
86. Block Drug Co N 845,176 458.655 
8&7. Zenith Radio Corp. “ 1,030,835 1.127.766 
88. Hunt Foods Inc. T 268.079 783,060 
89. Wildroot Co R 805,139 230,434 
0. Cluett, Peabody & Co. M 26,494 1,713,819 
91. California Packing Corp. “ 479,440 1,655,236 
92. Pond's Extract Co “ 682.350 1,447.8 
93. Seven-Up Co. “ 443 1,123,742 
94. Wesson Oi! & Snowdrift Sales Co vy 863 550 
95. International Latex Corp “ 221,802 1,319,765 
96. Eastman Kodak Co. vy 138,988 1,842,303 
97. Borg-Warner Corp “ 04.035 1.219.741 
98. Greyhound Corp N 1,220,033 721,870 
99. Sun Oil Co R 883.9. 35.609 
100. International Silver Co “ 105.472 1,792,374 
Total $234,874,236 $186,621.916 


Network Network 1951 
Radio Television Total 
$ 18,159,693 7,579,587 $ 47,173.616 $ 
698.7 1,772,490 928, 
6,869,503 5.730.773 27,682, 3 
4,736,688 4,489,841 24,162,830 
6,615,646 2,788,711 22,888,739 
880,861 1,263,636 20,338,179 
248,462 2,163 18,244,975 
3,023,703 17,172,379 
3,193,134 4,988,665 14,639 541 
43,680 14,126,884 
6 490,270 1,884,485 13,965,846 
3,302,906 2,975,957 12,783,367 
840,749 768,042 12,175,712 
5,337,327 136 . 
6,908,141 574.035 11,187,538 
1,669,184 2,116,023 11,038, 
64 10,339,363 
5.699.191 535.375 10,322,122 
5,055,179 590.0 10,139,038 
4,465,272 1.614.180 295, 
3,774,160 990,087 8,559,356 
6,849,371 610,785 8,301,308 
3,702,352 465.835 8,099,341 
3,396,951 512,845 8,085,060 
1,619,978 1,772,909 7,836,320 
2,748,941 3,065,135 7,683,577 
2.132.517 1,098,275 7,679,945 
2.260.414 1,064, 7,407,533 
1,169,005 2.122.585 7,247,157 
1.688.979 2,314,310 6,867,511 
14, 2.083.610 6,826,475 
531.830 6.726.200 
454,486 1,002,225 5.836.534 
1,697,085 403,290 5.744,560 
1,211,902 4,754,056 
1,266.96 3,665 4,602,881 
127,157 1,322,504 4,584,531 
1,442,117 21,285 4,580,706 
537,600 4,467,930 
2.232.977 309,480 4,405,144 
1,037,599 4,234,961 
4,164,893 
840.900 3,983,612 
3,826,356 
70,698 3,780,171 
611,908 518.440 3,651,492 
3,599.1 
769,807 755,580 3.561.122 
811,825 156.465 3,499.95 
485 302.67 3,445,423 
253,628 1.166.625 3.365.879 
7.1 354 3.328.044 
625.674 1,454,637 3,260,628 
934,236 3,210,263 
%173 3,180,498 
163,177 3,103,780 
283,692 3,044,701 
1,342,419 438,165 3,024,452 
976,188 1,206,433 3,002,802 
685,715 33,950 2.998, 
495,300 2,899,149 
2.772, 
2.745.465 
141,054 676.125 .735,104 
637,897 725,538 
709,638 
1,320,560 21,135 699,445 
655,388 
1,357,235 631,305 654,866 
2,654,850 
721,965 600,804 
1,408,621 150 584,486 
310,275 567,742 
121,425 2.564.975 
133,580 2.559,296 
117,753 686,057 2.551, 
1,342,613 205.485 2.535.775 
449,029 807.690 2.482, 
408,515 2,449,747 
2,449,701 
880.681 724,015 2,382,751 
2,375,147 
6. 610,879 2,373,710 
1,282,761 468.640 2.313.780 
603,118 634.050 2.232, 
865 552.855 2,225,551 
2,158,601 
1,103,475 2.154.614 
841,407 270, 2.147.885 
394,491 2,134,804 
2,134,676 
2,130,186 
2,062,185 
100,542 2.005.486 
452.079 1,993,646 
1,981,291 
57,950 475,335 1,957,061 
1,941,903 
993,241 1,912,775 
580 426 


$138,353,922 $90.835,373 $650.685,447 


—Prepared by Research Department, Bureau of Advertising. 
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Advertising Age, June 23, 1952 


CHICAGO. ROCK ISLAND & 
PACIFIC RAILWAY CO. 108,845 
CHICAGO & SOUTHERN AIRLINES 178,827 
CHICAGO TRIBUNE 2 
CHICAGO ae & FRANKLIN COAL CO 


Colgate Ammoniated Tooth Powder 190,767 
Colgate Dental Cream ... 1 

Colgate & Palmolive Shave Cream 
Colgate Shave Cream ae 974 


Glenbrook Coal ........ 27, 
CHRYSLER CORP. 13,519,090 
Chrysler Airtemp . . 23,911 
Chrysler _ get 2,836,347 
Chrysler Eng : 3, 
Chrysler & Plymouth Cars 60,1 
Total De Soto Cars 1,598,826 
33,627,327} De Soto & Plymouth Cars 137,639 
42.730,485 5 rer 105 
23,037,473| Dodge & Plymouth Cars 65,393 
17,399,290 Dodge Trucks ... 1,323,323 
9,689,563 3 ween 10,711 
19,579,008 Plymouth Cars 3,213,458 
13,390,725] institutional . 597, 
21.685.922] CHUN KING SALES INC. 
12'682'879 inese Foods 49,991 
880.481 ag oy & DWIGHT co. INC. 
11.015.077 m & Hammer Washing Soda . . 58.876 
10.662.024 CHURCH GRAPE JUICE Co. 33,423 
8.705.711 GED GED Bek o0ssastese 2, 
11.412 484 Apple Juice & Grape Juice ..... 7, 
8.026 20 vod —_ - By 
9,415,791 cINcH Npnooucs INC. ate 
8009 226 Cornbread Mix 222: 9.094 
9:013.932 Mixes 5.022 
6.202 Products 68.418 
9.182.448 CINCINNATI. ELECTRIC co. 3,739 
5.951.494| CINCINNATI GAS & ELECTRIC CO. 68,025 
5,819,436 CINCINNATI & SUBURBAN BELL 
6,874,904) TELEPHONE CO. ........ i 47,193 
6.509.622 | CITIES SERVICE co. 241,525 
ios tae — & Oi 833 
J etroleum Advisers. las. .. . 
Hy x4 —_ INC — 
482, 49,674 
4,195,241 CLARK CLEVELAND ‘INC. 
4,718,804} Fasteeth .............. 1,528 
4,821,304 CLEVELAND’ CLEANER & PASTE CO 25,892 
4,746.393| Climax Wallpaper Cleaner _.. 1,121 
4,542,170} Walvet Wallpaper Cleaner . 14,771 
5,359,367 CLEVELAND ELECTRIC ILLUMI- 
3.562.657 SM dod ants sisice's 91,870 
3,785,289 cuicauer MOGGR .....:.. 1 
3,592,188} Beverages .......... 36,278 
3.880 Ginger Ale ; 52,720 
4.260.792 | CLIMALENE CO. 175,683 
4.569.362 jowlene ........ 764 
3,727,816 Climalene .... 120,607 
3,234,487} Spin Powder 16,827 
2,805,993] Skidoo 8.485 
2,740,220 | CLING PEACH ADVISORY BOARD . 194,347 
1,715,513 CLINTON FOODS INC. ..... 546,36 
2.222.694 Fruit 4, 103,138 
2,539,572 Hi- -C Orange Ade... ae 16, 
2,527,283] Snow Crop Frozen Beverages . - 70,429 
2.450, Snow Crop Frozen Foods .... 13,390 
2,555,392! Snow Crop Frozen Lemonade 44,075 
3.474,211| Snow Crop Frozen Lemenate 
3.255, & Orange Juice ae 17,092 
2,743,372! Snow Crop Fruit Juices .... 2,943 
2,722,390 Snow Crop Orange Juice ... 56,910 
2,246,942! Snow Crop Orange Juices $& 
3.606.559 Lemonade .. 1,042 
2.566.446} Snow Crop Products _.. 30,211 
2,464,983]  Sunfilled Concentrated Orange Juice 3,717 
2.875.192}  Toucans Condensed Grange Juice 7,338 
688,199} Toucans Juices .... 9,596 
1.872.308 | CLOPAY CORP 31,105 
2,037,440 | "Draperies 568 
2,617,165 — Shades 4,588 
2,070,082 949 
2.998.798 cuoHox ‘tneMicAL co. 719,816 
2,757.40 9,460 
2.283.001 "356 
red cLuert, PEABODY & CO. 26,494 
334224 COCA-COLA 1 461,567 
2.342.281) COLEMAN CO., INC. 109,545 
ty Blend-Air ....... 23,441 
1.900.666 | Floor Furnaces vids 49,160 
Sees 303 | Heating Equipment ..... 32,336 
wry Oil eo ia 4,415 
2.105.202 Therm 193 
fares COLGATE. PALMOLIVE. PEET CO. ... 10,842,173 
1944 781 Ajax Cleanser . . 934.7 
1975.4 Cashmere Bouquet Soap 620,831 
2 2 Coleo 35.711 
2 
2. 
1 
1 
2. 
2. 
1, 
2. 
1, 
1, 
) 3 
1, 
1, 
1, 
1, 


CALIFORNIA PRUNE & APRICOT | CANADIAN PACIFIC RAILWAY CO 
GROWERS’ ASSN. Air Lines . 


94.921 
Sunsweet Fruits 26.298 Railroad Transport . 
Sunsweet Prunes 68.623 Steamship Transport 
CALIFORNIA WALNUT GROWERS’ ASS'N 7 co — 8. 
L) d Walnut \ ross Macaroni 
CALIFORNIA WINE ASS'N 757 CAPITAL AIRLINES INC. 


CAPITAL CITY PRODUCTS CO 
Dixie Margarine 

CAPITOL TRANSIT CO. 

— CHEMICAL CO 


Cap 
CARGILL "INC. 
Cargill 


Eleven Cellars Wine 
CAMPANA SALES CO. 

Ayds 

Campana Preparations 

D D D Prescription 
CAMPBELL SONS CORP. H. T 


Sakrete 32, ; 
CAMPBELL SOUP CO 1,049,041 _ Nutrena Dog Food 
Campbell's Beans 252.099 CARNATION CO. ..... 
Campbell's Ketchup 028 Albers Cereals .. : 
Campbell's Soups 125,153 Albers Flapjack Flour 
Franco-American Spaghett: 179.494 Albers Instant Wheat 
Franco-American Spaghetti Albers Oats 
Sauce 31 Albers Pancake & Waffle Mix 
V-8 Vegetable Juices 392.633 a og 
CANADA DRY GINGER ALE INC nee) ee 
Canada Ory Beverages 255,606 b netrcoe fom 6 & wil 
Canada Dry Club Soda & arnation Chocolate Dri otk 
Ginger Ale 3.059 Carnation Corn Flakes 
Canada Dry Ginger Ale ‘068 Carnation Cottage Cheese 
Canada Dry Ginger Ale & . Carnation Dairy Products 
Sparkling Water 38.079 Carnation Evaporated Milk 
Canada Dry Hi-Grape 8 899 Carnation Ice Cream 
Cann Bry Mi Set ef tee let woo 
Canada Dry Liquors 2.186 p me Milk 
Canada Dry Orange Drink 8,084 Carnation Sherbe 
Canada Dry Quinine Water 30,682 Carnation Wheat ‘. Friskies 
Canada Dry Root Beer 11.879 Friskies & Cor Flakes 
— Fat a w~ aw iy Friskies Dog 
anada Dry Tom Collins Mixer 1, 
Canada Dry Products 6.933 Gold Cros Eraprated i 
inzano Vermouth i 
Johnnie Walker Scotch 1%. 4 CAROLINA POWER & LIGHT CO 


Pedro Domeca W 12'599 CARR-CONSOLIDATED BISCUIT CO. 


ine 
CANADA STEAMSHIP LINES LTD 


55.511 Carr Crackers ....... 
CANADIAN NATIONAL RAILWAYS . 280,802 Roy Rogers Crackers 
Air Transport 116.409 CARRERAS we, ee WKS. 


Rail Transport ... ES UE eee bc Wade anedne 


=. 303 ae my ~ oe 


169 Air Conditioning 
ah CARTAN TRAVEL BUREAU INC. 
118,423} Tow 
CARTER PRODUCTS: BE dacans 
51.753) 
496. Billow Sham : 
os 7 Carter's Lite Liver Pills 
25,158 | we sveoes oa 
29,536 | ise . ahaa 
| CAT'S PAW RUBBER CO. INC. 
P| CELANESE CORP. OF AMERICA . 
37.038 CELLOWAX CO. .... 
” 
. Bh dl S Colleowax ..... 
979,194) Cell oe 
12,429 CENTLIVRE BREWING corp. 
841 Old Crown Ale ........... 


164s Old reve Beer 

Old Crown Beer & Ale 
CENTRAL OF GEORGIA RAILWAY 
CERIBELLI & CO. G. 
1 Brioschi 


Chamber Ranges 
CHATTANOOGA MEDICINE CO 

Black-Draught ia 

— “aaeeg & Cardui 


Car es 
CHEMICALS, INC. 
Vano Liquid Starch 
Vano Powdered Bleach . . 
CHESAPEAKE & POTOMAC 
TELEPHONE CO 
——— MFG. CO. CONS'D. 
Vaseline Hair Ton: oe 
CHICAGO, BURLINGTON & 
QUINCY RAILROAD . 
Bus Transport 
Rail Transport .. 
CHICAGO, MILWAUKEE. sT. PAUL 
& PACIFIC RAILROA 
CHICAGO & NORTHWESTERN 
29,016 RAILWAY 


CHAMBERS DISTRIBUTING CO. INC. 


16,521 
| Colgate Toilet Articles 16,146 
3737s | Colgate Tooth Powder . 1.045 
163.445 | Fab 2.741,200 
Hato ‘Shampoo 392.086 
059.168, Kirkman Flakes . 495 
848. Kirkman Products 1,575 
401.747 Lustre-Color : 2.958 
187 Lustre-Creme Hair Dressing ; 59.752 
024571 Lustre-Creme Shampoo ie 666.716 
800. | Octagon Soap . wwig 1,275 
888.013 Palmolive Shave Cream... 4,446 
821.780 Palmolive Shaving Products .. 1,733 
4 | Palmolive Soap .... 44,309 
| Palmolive & Vel _........ 1,194,784 
| Peet's | meee Sep 17, 
| a Suds 252,838 
ain 875 
vel ened Bar Soap - 1,607 
| be 616 
56,222 et 
COLLEGE ‘WN a Propucts -. 76.412 
— a la Kin . 1,933 
37,481 29.502 
406.611 | Tomate Juice Cocktail - 32,284 
210,939 Products 2.693 
7 81 COLONIAL AIRLINES INC. 067 
a COLONIAL BISCUIT CO. 59.845 
19'098 COLUMBIA BAKING co. 93,414 
137'673) Southern Bread ae 39,491 
"eon | Seutore = 5.814 
37,690 South 109 
131,007 | coLUMBIA BREWING CO. 63.172 
34,435 Alt Reldeinerg Beer . 53,138 
17,004 Columbia 0,034 
114 COLUMBIA BROADCASTING SYSTEM 227,955 
17,317| Columbia Changer Attachment 6.395 
61,050 Columbia Records : 88.233 
9,322 Television ...... 104 
558 Institutional 69.223 
11.689 COLUMBIA GAS SYSTEM INC. 25.872 
25,050 COLUMBIA PICTURES CORP. 
Motion Pictures . 39,266 
35,173 co.umata RIVER PACKERS ASS'N 
Bumble Bee Tuna 37,728 
27.867 COLUMBIA TOBACCO. co. INC 
127.651 Du Mawriers .. 42,332 
0.938 COLUMBUS GA o. 26.057 
‘319 COLUMBUS & SOUTHERN 
56.403 OHIO ELECTRIC CO. 40.499 
33.163 COMET RICE MILLS 38,869 
16.791 COMMERCIAL TRAVELERS. MUTUAL 
16.372 ACCIDENT ASS'N. OF AMERICA 78,954 
mu| Sesame ee 
U 
291,214 PE inelnns hate sara 28,773 
314.60) CORGOLEWN-NAIRN THC. Bian 
Gol id Seal Congoleum ..... 128,279 
1.28 CONGRESS CIGAR CO. 
96.547 La RS 167,841 
’ CONNECTICUT TIGHT & POWER 
940 bonneokesce 45,770 
349,734 CONSOLIDATED CIGAR CORP 824,726 
| Master Cigars .. 314,747 
101,270 er producto EF atncne 400,791 
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\ grav i} 
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us 
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AMERICA’S GREATEST SHOW WINDOW 


The complete sales story of a product or of a whole line, or of a service 
clearly described and symbolized by an illustration, can best be displayed in 
national magazines. No show window on Fifth Avenue or on Main 
Street can offer such display, such an audience. 

The talented artist, the trained engraver and the experienced printer can be your 
master window dressers. The words of the copywriter your star salesman. 
1,925 advertisers each invested $25,000 or more in national 
magazine advertising in 1951— more total advertisers and a greater 
amount of money than was invested in any other medium. Reserve your 
space now in America’s Greatest Show Window. 
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Advertise in 30 Million 
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Cc. T. DEARING PRINTINS SS Co., INC., LOUISVILLE, 


A DIVISION OF auliee PUBLICATIONS, INC. 
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MAKES THEM LOOK T\ 
“ .. And the second look is the first step toward a permanent : 
; association. Expert magazine color reproductions full dress | 
5 your advertising and bring your product and your prospects j Z 
together in a lasting bond of mutual satisfaction. Leading : 4 
advertisers are continuing to employ color in magazines to _ 
assure a second look for their product. : 
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A DIVISION OF — PUBLICATIONS, INC. 
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Magazine printers are 
also known by the company 
they keep. Dearing is proud 
to include among its clientele 
the publications shown here. 


MAGAZINES 
A MONTH 


Dearin :Zouisville 


C. T. DEARING PRINTING CO... INC., LOUISVILLE, KY. 
ae 


A DIVISION OF FAWCETT PUBLICATIONS, INC. 
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CONSOLIDATED COSMETICS ... |. 


Or. Heath's Denture Adhesive 
a Plus Cleansing Cream 


Jack Spratt 
Kenny's _ 


Kranks Shave — 
Mar-0- -Oi! 


CONSUMERS POW area 
CONTINENTAL MR RUINS INC. 
CONTINENTAL BAKING CO. 

Hostess Cakes 
Wonder Bread 
ey 
CONTINENTAL oe, co. 
a yy 


s Rice 
cook CHEMICAL ¢ co. we 
Cook-Kill Bug Killer .... 
Real-Kill Bug Killer 
Products 


Kre-Mel Desserts 
Kre-Mel Pie Filling 
Linit Starch 
—- PE ctnntedsidsoet< 
Laundry Starch 
conning oss WORKS 
ES eae 
pad BEVERAGE CORP. 
COTY INC. 
Toilet “y wry 
COUGHLAN CO., G. N. 
Chimney Sweep 
Spandy Disinfectant 
COUNCIL OF ceren PICTURE 
ORGANIZAT: 
COWLES MAGAZINES INC. 
_ METTTTTITITT Ti 


CREAMETTE co. 
Creamettes .. 
other's Macaroni Products 


po wall 


American Magazine ' 
SEE ch dbexesed tos 
Collier's Encyclopedia 
— — Books 
me Companion . 
crowelt co” THOMAS Y. 
jooks 


crown CENTRAL PETROLEUM CORP. 
~ 


Gasoline 
CROWN CORSET CO. 
a PUBLISHERS 


Commodore iss Products .. 
Zee Facial Tissues 


Zee Waxed Paper . 
QUDAHY PACKING CO. 
Cudahy Meat Products 
Cudahy Sandwich Spread .. 
Delrich Margarine Pak 
Detrich Margarine & Old 
Dutch Cleanser ...... 
Old Dutch Cleanser .... 
Puritan Sausage ... 
Rex Deodorizer ... 
Products 
os yo on LTD. 


Helene Curtis Shampoo & ome pe 


Helene Curtis Shampoo ..... 
Suave Shampoo 
CURTIS PUBLISHING BO. P 
joliday Magazine ..'. 
Ladies’ Home Journal 
Saturday Evening Post .. 
CURTISS-WRIGHT CORP. 
—, oan Cor 

Institut 
CUTTER CRAVAT “ING. 


el hg: 1, - bdbeeedee ks 


R. G. Dun Cig: 
a “cWPASS PUBLISHING CORP. 


CIN ios ccsessscensecsss 
DALLAS. POWER & LIGHT CO. 
— ty toe Cc. 

oilet Prepar 
DANIEL DISTILLERY, JACK 

Daniel Whisky 

Old Time Whisk 
DANNON MILK PRODUCTS me. 


Ale 
DAYTON POWER & LIGHT CO. 
DEAN a K CO. 


Cheese & Milk .... 
Egg Nog & Milk 
Ice Cream 
Ice Cream & Milk ... 
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DELTA AIR L I 416,637 Diamond Wax Paper ............ 15,622 Gallagher & Burton's White DIXIE BREWING co. INC. 
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Antiphlogistine Poultice ...... 46,616 SERVICE FOUNDATIO a 67,699  Kessler’s Private Blend ... 11,108 Books 67,947 
Aatiepiegation Rub A-535 ... 15,264 DISTILLERS CORP. SEACRAM'S cmaw’ 4 eer 336,585 DOENLA CO., HARRY 
a A co. BOR Aiea eee 8,172,150 7" 17,799 Greeting Cards |... 90,571 
LORIE POT PTTL T ETE 096 B&G Wi weees L Lord * Calvert Whisky... 433,258 ag oo CORP. 
peso’ SHOE CORP. 32,401 Calvert feeuree GET crinos 1,427,789 Mitchells trish Whisky ..... 9,323 25,794 
t a a 
eo 
a 
service! | i 
i 
é 
5 2 
MY a fn 
¥ Aa 
. # ae = “at 
‘e er “a 4 
= * = or ‘W, t- : y 
es iy ‘ 2 : a a : 
: pea a ia Bay pet os 2 


Se a : os a ae ‘ - at oy 7 
q : 
A Harvester Cigars a 79,599 a, , 
— 8 
; ' sf 94,691 > 
; : 31,695 “tit ARS 
i < 50,518 “ x 
as <6 12,478 . ay 
E CONSOLIDATED DAIRY PRODS. . 
: eo . odiaiewatsilen ae. -as.e 37,494 * 
Darigold Milk ....... Pang 2,539 i? 
Darigold Non Fat Dry Milk ...... 9,101 a 
; Darigold Products .......... 25,854 : id 
CONSOLIDATED EDISON CO. OF t ; 
ih pasdadiiieheahnahensen 343,959 x 
DE <cttecttasds%5¢ os 338,801 x 
Westchester Lighting Co. ....... 5,158 Pa 
CONSOLIDATED GROCERS CORP... 30,485 - 
J Brown Beauty Products ....... 20,764 a5s 
‘ D. dihonesessxee 1,048 is ae 
j fe mepe hay ee 1467 S 2 
4 CONSOLIDATED ROYAL CHEMICAL Noe 
Eee, Aide 
BF Indo Lacs epee aa Wes : 1,365 2 
: Kolor-Bak pases ganiemanite 45,780 at 
: ceasakes 34,170 Sal pe oeee 
ndbapeteonse 31,522 ae 
i y WP GEES cvscesncus 2.071 ee ae 
anteeereereeer 6,975 oa ee 
i CONSOLIDATED ROYAL DRUG eee | 
DT <tacecebhneteeansenes 54,919 “Be. ae 
CONSOLIDATED TRAVEL SERVICE : be 
; ee a, Jit 25,777 ; 
: ‘ CONSOLIDATED VULTEE AIRCRAFT e 
75,403 i & 
‘ 27,906 ‘ - 
110,078 3 se 
1,147,228 at ae 
% 229,985 zh 
: Y 901,553 ‘ 2 
15,690 a te. 
33,816 pea 
5 513,9C* mS mee 
: CONTINENTAL TRAILWAYS BUS ms 
SYSTEM --. 136,836 oi hse 
CONVERTED RICE INC - 
é nan 106,059 ms . 
“~ 140,081 eA 
ee 1€,202 ¢ ; 
= Me Nie 
: ocas 6.256 x x 
; COOK & SON INC., THOMAS alt 
ie abe evan aw «6a ki 159,964 er ¥ 
; : COORS CO. ADOLPH 4 
Re ae oars sil 35,037 ited 
ej CORN PRODUCTS REFINING CO. .. 850,957 reir 
B Karo - 320,682 Ce aces 
4,495 pe" 
4.498 os aaa 
z 31,318 i ate 
: 279,337 then 
Ye eas 
| || aS 
4 mf 
is 378,504 eae 
34,395 ee 
1,376 eae 
33,019 e aii oe 
ae 
231,734 eae 
275,294 ay 
8,237 By oe, 
L en 176,660 ¢ Fk oe 
reas 90,397 Come 
Bic 178.018 «ae 
been aid ,060 a Saeed 
he 3,958 ee 
CREOMULSION CO ES ae 
CRIBBIN & SEXTON CO. ........ 30,430 rae, 
‘. Universal Ranges & Water nia? Octane 
; i Ranges .... RAY 12,885 SS eae 
: CROWELL-COLLIER PUBLISHING ¥ es 
PP 876,056 : @ 
OF. 61,827 ie ao 
1. 426,007 ee, 
: “e 13.891 TE aa 
pie 11,333 «Beas 
ea 362,998 ee 
+} 62,478 ie 
' 43,562 Pate? 
; 50,874 » Deeks 
; oes 115,627 «Sa aee 
; CROWN H CORP. .... 120,848 f: Trane 
2 ‘ ine 15,938 pie 
; ht 17.470 ORS 
; j a 26.419 ieee 
. bed 8.200 Fea 
% Zee Household Towels iuisteew 9.210 oo 
: ; Zee Napkins eo 8,936 Beha 
an Zee Tissues bia terte 25.658 ah ‘ 
a oe 9.017 sea 
a 1 as 699.626 ~~ ¢: 
ae as 31,230 pie 
r f es 2.271 Sas 
s .. 356,340 icieae 4 
3 ry 1,838 The 
4 a 264,423 sages eS 
; 5,389 Se 
: és 17,392 oh bes age 
4.) ica 
is cece 212,103 sees. 
fe CURT R Pe we. 
F : 183,369 as. 
My 22,570 oe tn, 
i 33,326 igteo a 
Lae .. 127,473 al. eet 
4 4 _ 637,200 + diene 
ie ne 98.780 CR: 
3 Li) (137/455 A 
% one 400.965 ay Tae 
<i) 157.443 Seer 
ot save 139,636 ,: ; 
on mas 17.807 BS Tins 
: oes 49,505 
; , D-w- AR CORP . 72,935 oF x 
<7 15,859 $ 
‘ : 57.076 tag 
 &F 31,590 rite 
EN 40,384 Sag. 
z 18.305 ae 
16,063 ; 
i , 32,422 Mera" 
DAVIS CO., R. B ae Sak 
= 4 Baking Powder ................ 8.266 *3i z 
zy GEES «cv ncccccccceccces 6,218 = , 
* SY os éstnh2ndegecaress 24,273 Me, 
: f DAWSON’S BREWERY INC. ....... 70,464 nee 
q Ale PEO ORES TORN G 27,946 ante 
4 4 Beer oe Gus 28,713 aE ig 
if ; rr 13,805 eS 
a vei 48,208 ami 
a hee. 190,638 es 
. gad 4,920 rele as 
1 { pemunmks 27,316 aS 
Tey ahe 14,759 / Cae 
a bedbhideaann 93,042 ae 
: f TL. cacdeoscccscotcces 27,266 x4 j 
i Milk & Scoop .......-..05-- 22,164 E 
de os K » Us “a 
, a al : : Tea eae, 
Pe aS ee Py te tic es. wrap: F 
ete | epee hy is See GATS. as é SAS x 
Pee ee rere “ion ng OS 


Advertising Age, June 23, 


1952 


DONNELLEY CORP. REUBEN H s2 ns Admiration Gotten a% 56,708 f N . ] se . 
Donnelly Coupon Round-up ... 1 Admiration Coffee a 5,942 . 
Oy = Sources of National Advertising in Newspapers: 1951 
Book League of America $00,337 DU PONT DE NEMOURS & CO.. EI 693 
Dollar Mystery Guild - 4 ~ sen fm | aa pha Sh N A 
Doubleday Books . u Pont Fruit Tree Spray 4 
Deubleday-Doran Club 6.294 Du Pont Lawn Weed Killer 023 The Percentage ee py r — ne utomotive Advertising 
Doubleday One-Dollar Club Du Pont Paints P 49,643 rod: ssif 
Family Reading Club as -- Du Pont ay oa aaa or Lac. uct a cation 
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z Charge 15,138 Duquesne Silver Top 6.620 Alcohol: Beverages 994 
Charge Dog Food 2.286 Products 5.425 Toilet Goods 6.93 
Drano : gfdal DUQUESNE cane > 133,095 phere 421 
Drano & Wind DUTT Grocery Sub-Totels 
Windex Sore ene 52,974 Books .. 77,901 | Howsing fq. & Supplies a ay ontenss 380 
DREWRY'S LTD. (U.S.A.) INC 274.954 E nS 4 Miscollencees | 506. 
33 Drewry's Ale 10,460 Rode & Televisi0n ——— 3 4.9 women 4 
: Orewry'’s Beer 223,553 E Pubbcononms 3.33 @ittententens 
Edelweiss Beer 9a5g3 ©. & B. BREWING CO 86,719 217 mg 283 
ay pg Mncelloneeus Dewy Procuct; NB 2.5 2 
Old Stock Ale & Beer 12358 Tebecce Products -—— 310 
By o0.6i2 Beer & Ale 86.511 Cereals, Bkfst, Foods EEE 1.53 
: OREXEL LABS EAST onto GAS CO 74,760 Horch & Resorts mmm 2 06 Condoments mm | 2.8 
Nef Tex Tablets 4.309 EASTCO INC 114,036 | Pubh: Unb nes amt 97 Moet, Fish, Poulvy MB 1.19 
i AE SASS . Clearasit 71,487 | inévs ro! NE | 9) Disinfectonts, Etc. 0.24 
Wonder Salve 801079 __Espotabs 42549 Peers re 
DUELL. SLOAN & PEARCE INC EASTERN AIRLINES INC 892.810) Wearing Apporel SN 1.13 —— 
a 84.359 EASTERN con. | ; + bm 0.96 Pessenger Cars, 10S 
DUKE. POWER CO ; 280,304 _ Royledge She 25.446 P 035 | eee 
DULANY & SON, INC., JOHN H 25.060 EASTERN STEAMSHIP LINES 25.591 entections FEB Gosohnes & Ov; NNER 2 6 2 
Frozen Foods $ 14.662 EASTMAN KODAK CO 138.988 Sporting Goods BB 0.3% Trucks & Tractors ummm 1.22 
oS Frozen Vegetab 10,398, Cameras 92,865 Amusements fi 0-34 Tires & Tubes as 0.65 
an DU MONT CABORATORIES INC orn ag Eastman Corp 20.013 Educational O27 Aviation» 0.18 
‘ ' ALLEN L, Produc 26.110| Jewelry & Siverware §B 0.27 Parts & Accessories) 0.12 
i Televisie 287,442| EASY WASHING MACHINE CORP. . 445.431! professional & Services P 0.13 T . 
DUNAWAY. CORP., JUDSON 69,680 | Spindriers 9,463 | ‘ 
Expello a a } wad ber 74 
Vanish J 
: iS ECLIPSE SLEEP PRODUCTS INC 
4 DUNCAN COFFEE CO | Eclipse Mattress ... 40,499 = PIMARESAL, WEALD 
= | Economic tasoratony Inc. = as] cc t~t~—<“‘<i;‘«~*s~SC*C“‘“‘C‘C*;*#*S RAWAL WORLD ............ \ 11,881 
Ze . ait, 97.793 | FINE PRODUCTS CORP........... 47,769 241972 
eoison ie THOMAS A. ad F ) As F A -—~ peewee INC. — poo ony LD ginhetes ae a | a PPRERR 4,756,085 
ison Televorcewriter ee , 0 le 
More and More Thomas A. Edison Battery oh 22) FAIRBANKS. MORSE & CO. 74,598 FIRESTONE TIRE & RUBBER CO. g4h 58,272 
EORIS CO., WILLIA 205.196| Heating Equipment 30.014 : - f gecsces>*- gr 43,234 
. cate Carne PP ay rt > gael 22'681 isan 
Test Campaigns Dennison Food Products 64,309 MACHILD ENGINE é pape rigcwen BAKING CO.” 69.721 233, 
ee ule — = 12 FAIRMONT FOODS Co. 187. pieremnn en etetse +74 Uneote-ereary Cars 1 ered 
F ; Butter ........... 30,110 FITZGERALD BROS. BREWING CO. 27,708 __ Institutional 69,147 
2 i i | EKCO PRODUCTS CO. . 121,503 | Cheese fos 21:865 t+ nur 
; Are Appear ng n Ekco Products 064 Dairy Products ||. a ee ee een aes 5198 . jl Bag 
~_ — — ® ‘a 48,439; Frozen Fruits ... ‘ 10,076 Beer & Ale 20352 | FORT PITT BREWING CO. 189,932 
: } 7.000 Frozen Orange Juice % r , Font PITT "BREWING co. ose 149,543 
ELecTRIC "auTO. ttre co. 227:805| Frozen Poultry Products ie 21,824 FLAGSTAFF FOODS 47,899, Fort Pitt Beer ................ 106,813 
Batteries 88.033 Frozen Vegetables . 3 5.783 ned Fruits 8.419 Old Shay Ale ............. 9,309 
Spark jPlves ‘ 139,329 Ice Cream ....... ? 24,581 " 16,867 CCD. v<cascatecsses 17,097 
oond 443) wie 9'373 Margarine 7 Bet Shay Beer & Ale 200 12.925 
ELECTRIC CO '$ OF IOWA 28,099| Products... 0. ED SM Sr accduadirvensass ; 
ELGIN NATIONAL waren co. FaLs “CITY BREWING co 147,533 ) ar setae 6.198 “42” PRODUCTS LTD. ...... 54,315 
Watches ai 210,869; Falls City Beer 143,769 _ Products ............ 8,640 “42” Hair Oil Tonic 6.956 
EMERSON DRUG CO. Great Falls 6 3.7 FLAKO pneucTs ae. mary 216,311 “42° Oil Shampoo . ae 26.351 
Bromo. Seltzer 131,794 ey pated BREWING core emnees Flas = = oes re 4 Men Preparations . . 11, 
EMERSON RA PHONOGRAPH ' - ~oepeedovelpbaenee MILBURN CO. ...... 579.346 
acon se oe e - OGRAF 161.645| FAMILY cIAcLE —iaillaiaeistmppipts apse TS Pte PRS 111,237 Allen's Foot Ease ........ 8. 
Radios 2.288 | _ Family Cire : 27,231 Flor ED, iii Soak ee 2,465 Doan's Pills ........ 523.570 
Radio & Television 16.219 | FARM Suaeau MUTUA ucts ...... 75,629 ). 38,979 
ae fol 143138 _ INSURANCE COMPANIES 120.025 FLORIDA CITRUS COMMISSION 668,458 Products. 8. 
| ENO- SCOTT & BOWNE 172.334 FARM JOURNAL INC. 64, Canned & Frozen Fruit aes. oe 7.726 FOX BREWING £2. PETER 
Bryicreem 123.246 Farm Journal 54,720 i a Ce Po Fox De Luxe Beer 34,2580 
no os 23,726 | _ Pathfinder 9,720 Grapefruit ................. 202.270 Fox DE LUXE FOODS INC. 
Scott's Emulsion ... 25.362 FARMERS INSURANCE GROUP . 28.594 Grepefruit & Orange. Juice 1,052 Chicken & Poultry 42.851 
| enuaTene ce 26,695 | FARRAR, STRAUS & Co. hipaa npg lag aR 15.128 FRANKENMUTH BREWING o. ’ 
° pron 4) Pee : Boo 110,020 Oranges ||... ... 310,794 . 96.968 
Pennsylvania QUITABLE L SSURANCE FASHION FROCKS INC 31,370 Tangerines 2... 48,439 FRANZ, BAKING co. 
SOCIETY OF THE U. S 49,501 FATHER JOHN'S MEDICINE CO. Florigoe Indian River Fruits... 1.765 | "ane 53.360 
| ERIE RAILROAD CO 75,410 Father John's Medicine 68.972 _ Flor ranges & Grapefruit . 29.092 pare , REIS eianala ea. om 
| ERMOTAF CO FAWCETT PUBLICATIONS INC. 2 FLORIOA “FASHIONS Ine. 081 
| Ermotat 40,785 Today's Woman... 5.499 | Wearing Apparel og 0; “Gane a50.se8 
True is 12,743 , wa ene cena sees . 
..- Because — ge 4 FEDDERS. ‘quiGaN con ss sia TUORISTS, TELEGRAPH DELIVERY New Home Pacemaker Sewing reine 
“ > + Saree 
eee éissie by FENR BREWING CO. INC., FRANK FLYING YANKEE AGENCY. Mares FREINOFER BAKING C8. ....... 29.934 
, : | EUREKA WILLIAMS CORP 76.008 | OO or nareeesss: | vt 45.797| Preduis ....... 16.652 
it's well isolated From |)“ evrets vaciwim Cleaners 152g FERNAK CO 
| nee 74,500 Fuguae ADJUSTER co 170 Feey’s Pils’ sence 7s /stesmng 73,925 
*,* U > Oley’S PHS . 22... cceseceees iteamship Transport . t 
other cities. | EUROPEAN TRAVEL COMMISSION 74,345 TTP ndatio : 5.965 Foley's Quitits 2000000000000 0 S755] peauee anemone on tas 
| EVERSHARP INC. ... 342,390 Reduce-0-Girdie 10,803 _ Products... 6. esses 6.671 "Star Kist Tuna Fish 371,368 
[rs 218.090 — et ye ; raven ‘ cise qas.se9 FRITOCO.INC. 2 =St—~™ 
. . . . q Ibert’ | CP 60snese.ca40enerccasoene * 
> It has typical distributive | ©waco sros. co Mrs. Filbert’s tad 33,581 ronees & SON PUBL. CO. B. C. Fritos ...............0++- 30,339 
| Milk Products 32,346 Mrs. Filbert’s Salad Dressing . 5.74 DEES 25 500nkeceates 64,365 FROMM & SICHEL INC. ........ 98,851 
outlets a INC 398,128 Mrs. Filbert’s Products 0. FonD MOTOR | co. exeses he 10,729,755 Christian Bros. Brandy ........ 5,622 
p Its citizens have average 
incomes. 
> It has a splendid mixture 
. of industry and farming. N , 
apoleon was a tall man 
mit has excellent year- Napoleon was not as short a man as some believe. The facts: He was taller 
“1: than the average man of his nationality five feet six and a half inches by our 
round stability and a good scale ot measurement, a fact verified at his death. The error concerning his height 
; record as atest City. is probably due to the fact that his correct height is given as five feet two inches 
in French measure. 
> Also, the Altoona Mirror Angeles newspapers do not effectively cover the Long Beach market as 
. . . some believe. The facts: “he Press-Telegram has over 5 times more readers in the 
is a cooperative evening Long Beach city zone than any Los Angeles newspaper and over 90% greater 
newspaper. It completely circulation than all 5 Los Angeles dailies combined. And . . . 91.5% greater 
blankets tk rket circulation than the other Long Beach daily newspaper. 
a ALTOONA, PA.’S ONLY Some thumb-nail statistics 
: on the Long Beach Market 
EVENING NEWSPAPER City zone population, 289,502. 
RICHARD E. BEELER Long Beach families buy more in 
Advertising Manager drug stores than the familivs in 
Akron, Rochester, Birmingham, ” 
Providence or St. Paul 


Altoona 
Mirror. 


Sources. ‘You're Wrong About That,” pub! 


ished by the Rodale Press Audit Bureau of 


Circulations Report, March 31. 1951. Sales Management Survey of Buying Power, May, 1952 


LONG BEACH, 


CALIFORNIA 


Represented Nationally by Cresmer & Woodward, Inc. 
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Advertising Age, June 23, 1952 


Christian Bros. Wines ....... \¢ 11,222 
—. _ Pretest oa 73,042 
\. See Ae a 8,965 
FRONTIER AIRLINES baduesennthe 32.960 
Frontier Air Lines ... ovsdes 24,881 
Monarch Air Coach System ...... 8,079 
FRUEHAUF TRAILER CO. 
Trailer & Truck aan eateeeeds 87,012 
rae & a C., w. 
32,377 
57,841 
89,516 
180,306 
one WINERY, E. & J. 
die eeeniek tea 87,575 
GALVESTON. HOUSTON Saewensts 
Southern Select Beer ......... 73,813 
—, & = = 
ey ia Dare Wine ........ 400.534 
GAS & ELecrmIc. co. OF 
BALTIMORE ........ 52,328 
GAS & SERVICE CO. OF KAIISAS — 
Rp an ess “cae 5.526 
GEBHARDT CHILI POWDER meek 79,793 
Chili Powder ........... 392 
=. Ly ~ ‘ 12,573 
Span 63,828 
GENERAL ANILINE. & Fike “CORP. 47,593 
errr 668 
Ansco ace) GREENEST CD40 00 S900 0s 5.969 
I EEO OE 4,956 
GENERAL “BAKING co. 96,193 
eer 34,908 
Bond ent Krums & 
DET iki unhineddcethiaends 7.613 
Bond Donuts .... 9,497 
Certified Bread ... 1,42 
Hollywood Bread .............. 40,451 
Ee 2.298 
GENERAL CIGAR CO. ............ 648,356 
Robert Burns Cigars ............ 154,835 


he oR aw > a. nae cand 29,746 


Ow! Cig 463,775 
GENERAL ELECTRIC co. 6,074,245 
GE Air Conditioner ...... 13,464 
ee Praar 76.652 
GE Automatic Blankets 12.622 
GE Blankets & Radios ° 3, 
GE Boilers & Furnaces .... 161.851 
GE Clech-Radies .........--ees 5,055 
GE Dishwashers ...........++5:- 11.629 
GE Disposalls ........... 755 
GE Freezers ...... R 10,435 
GE Freezers & Ranges . 5,828 
GE Heating Cable ‘ 2,893 
GE Heating Equipment .......... 10,479 
I a45 das thietisns ¥ac sens 3,966 
GE Ironers & Washers . 15,800 
GE Kitchens ........ 35,593 
GE Mixers & Toasters 28,559 
GE Oil Furnaces .... 7,769 
GE Oil Home Heating 20,140 
GE oo oe ME : os 
GE Radio onographs sherehaned . | 
GE Ranges NS 228,547 | 
GE Receiver Division 1,124 
GE Refrigerators 1,042,178 
GE papa & Freezers 6. 
GE Sinks 872 
GE Stoves ...... 1,208 
GE Switches ... 1,246 | 
GE tag Corp. 25,806 
GE Tan« Cleaners 636 
GE Television . 1,419,568 
GE Television & Radios 170,925 
GE Vacuum Ceonws ice be Choc 53,945 
GE Washers . ; 97.811 
GE Water Heaters . 7,097 
Hotpoint Clothes Dryers 54,793 
Hotpoint Clothes Dryers & Washers 3,407 
Hotpoint Dishwashers 33,700 
Hotpoint Freezers . pis vinaks 2.536 | 
Hotpoint Kitchens . 48,418 | 
Hotpoint Ranges . ar 80,593 
Hotpoint Refrigerators . . ; 191,845 
Hotpoint Washers ‘ we 1,725) 
Hotpoint Institutional ........ 65,755 
Hotpoint Products ...... é 150,983 | 
— pavers ree FS 
9 eee 499,734 
GENERAL Fooos CoRP. ...... 7,875,290 | 
Baker's Chocolate & 4-in-l ...... 37,139 | 
Baker's 4-in-1 Cocoa Mix .... ; 40.778 
Birds Eye Frozen Foods ..... 479 351 


Birds Eye Frozen Chicken ...... 

Birds Eye Frozen Fish Progu ts .. ee 
Birds Eye Frozen Fruits .. ‘ 38£ 
Birds Eye Frozen Orange Juvce” 
Birds Eye Frozen Tomatc Ju:ce 


Birds Eye Frozen Vegetabics - 438.692 
Bireley Beverages ............ 819 
Certo pe aacie 298 
Certo & Sure- gan 342 
Diamond Crystal Salt . 229.075 
Gaines Dog Foods .......... 18,764 | 
Grape-Nuts ......... it 2,756 | 
Grape-Nuts Flakes ...... 7,399 
— Bros. ° 1,446 
Jack & Jill Cat Food 16.142 
Jell-O Desserts ..... ‘ : 168,728 
Jell-O Puddings 528.670 
Jell-O Puddings & Pie Fallings 36,198 
Krinkles 556.563 
La France Bluing Flakes 94,99 
Log Cabin Syrup ‘ 28,039 
Maxwell House Coffee 497.457 
Maxwell House Instant Coffee 767,926 | 
Maxwell House Coffee & Instant 
Coffee y P 47.700 
Maxwell House Tea ........... 14,629 | 
Maxwell House Products ........ 10,129 
Minute Potatoes iemenaad 25.055 
GE GD secccacccccesccece 229,959 | 
Minute Tapioca ........ 172,652 | 
Post's Cereals .. ; 98. | 
Post's 40% Bran Flakes . . 176,103 
Post's Raisin Bran 165,341 
Post’ 4 — Bran & Post 
cae hatyo 6 1,018 
Post's Roisin Bran & 
Sakesaien 80.297 
Post Tens , 25.688 
Post Tens & Post Toasties ... 18,168 
Post Tens & Sugar Crisp .... ‘ 3.0; 
Post Toasties 725,151 
Post Toasties & Grape Nuts 
Flakes ‘ 1,234 
Postum 7,080 
Sanka Coffee & Instant Coffee . 111,626 
Pg ea , 26,395 
Snider's Condiments ............ 920 
Sugar Crisp i Lanes 172,273 
EE edhe aids aes ae 646 
Swansdown Cake Flour .... ae 101,862 | 
Swansdown Cake Mix ........ 437,889 
Swansdown Mixes ............. 3,637 
Swansdown Products ...... 8.915 
wen RRR os 
GENERAL MILLS INC. oaher 3,330,452 
Betty Crocker Cake Mix ........ 475.247 
Betty Crocker Cook Book ... 3,415 
Betty Crocker Kitchen ~ 100, 386 
Betty Crocker Pie Crust Mix ... 4,234 
Betty Crocker Products .... . 1,133 
— 115.804 
Cheerio: 794,764 
General Mills Toaster & Tru-Heat 
o- 22,557 
Crustquici 174,601 


63 
Toaster & Tru-Heat Iron ........ 22, Allison Division .......... 14,309 & Washers ia mee 1,901 Corn Popping Pac 9 
Gold Medal Flour ............ 293.634 Buick Cars ......... SSUETS4| Frisitsie Water ..... || oo 1 302 
Gold Medal Products ............ 1.375 Buick Engines ...... 21, Frigidaire Products 01 — “seed & PLANT CO 
rea er 235.495 Cadillac Cars duties kn ie 1,883,827 General Motors Diesel 26.746 
Larro Feeds 3,698 Cadillac Engines . : 738 eadenede cats 11,222 GIBSON REFRIGERATOR CO. 120,175 
Pur F 1.145 Cadillac-Oldsmobile Cars ........ 4.249 General Motors Trucks 773,563 Coolerator Appliances . io 18,602 
Red Band Flour .... 908; Chewolet Cars ................ 4,677,288 Oldsmobile Cars 2,117,303 Coolerator Freezers : 175 
Softasilk & Cheerios . . 6,124 Chevrolet Cars & Trucks 4,118 Pontiac Cars 2,479,724 Coolerator Refrigerators 48,536 
Softasik Cake Flour ... 95.637 Chevrolet Soap Box Derby 66.871 Yellow Cab Co. 1,059 Gibson Freezers st 3,054 
Sperry Drifted Snow ... “ 72,062 Chevrolet Trucks ....... . 1,535,387 a 420 i 1.221 Gibson Ranges ...... 14,77 
Sperry Flour ae 5,635 Chevrolet Used con aeuesinos .008 Institutronal sien 52,995 Gibson Refrigerators 28,168 
Sperry Pancake & Waffle Mix, Delco Heat uses es 23,217 GENERAL —. Corp. Gibson - g ; 6,862 
Wheat Hearts ..... ere ’ In. eee 5,12 Westclox Cloc = 177,616 GILBERT CO., A. 7,344 
Sperry Pancake Mix ............ 1,407 Frigidaire Air Conditioning GENERAL Tine. ‘ RUBBER CO. American -_ Fhe Trains 18,261 
Sperry Pancake & Waffle Equipment . éveons ‘ TIO TER FES coscanse ; 250.217 Srester : 36,333 
3 Pre 93,423, Frigidaire Dehumidifier .......... 17,407 GENESEE BREWING co. ING. 41,878 Toy 12,750 
Sperry Products 12,514 Frigidaire Freezers dened 2.883 ; 255 GILLETTE SAFETY RAZOR CO. 1,693,226 
Wheat Hearts 9,600 Frigidaire Ranges ............. 47,779 = $F 5,731 Bobbi Home Permanent eee 18,7 
See 116,265 Frigidaire Ranges & ~~. a a 31.845 Gillette Blades & =. peed 609,997 
a . wees , Refrigerators .......... 4.279 _ Institutional .......... 4,067 Gillette Blades & Cream . 1,096 
dw 426,704 Frigidaire Refrigerators 610,347 GERBER ‘Pnopucts wad 455.950 Gillette Shaving Cream . 805 
GENERAL” MOTORS CORP. ........ 23,794,340 Frigidaire Refrigerators Baby 444,904 Prom Permanent .... 151,577 
‘ 


in Newspapers Today... 


requires an exactness in the material supplied to publishers 
for reproduction purposes, ' “And the mat maker is a key figure through- 


out in the production of ‘all: ‘such material. He must know page sizes 


and the individual requirements of 550 or more newspapers using color 


so that he may advise ably with the engraver on details. 


He must supply mats that will maintain fidelity in half tone screens; 
that will preserve the depth and sharpness of type. And to insure 


close color register he must produce-mats of uniform shrinkage. 
High mat quality also is necessary to provide for the required number 
of press casts. In addition to this “know: how’ ‘he must have 


good equipment and able workmen educated in: color needs 
to produce exactly what is required. : 


Therefore, when you consider the use of color newspaper advertising, 
why not consider a supplier with the “know how’ ’; one thoroughly 
experienced to produce mats for such a highly specialized form of 
advertising; one with adequate equipment and capable workmen. 


P & A, serving advertisers for 51 years, is fully qualified 
for such assignments—confident of the ability to provide: the iaiatity 
wanted in the manner wanted. So, when you have need for mats 

in color newspaper advertising, won’t you call P& A? 


PARTRIDGE & ANDERSON COMPANY | 


712 Federal Street, Chicago 5, Illinois 


* Telephone HArrison 7-3732 


TENAPLATE AND VINYLITE MOULDED ELECTROTYPES, NICKELTYPES, 
MATRICES, STEREOTYPES AND PLASTIC PLATES 


Paes 
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SOUTH CAROLINA’S 


LARGEST 
m™ METROPOLITAN 


AREA 


(U. S. Census, 1950) 


GREENVILLE $167,610,000 


Columbia 146,483,000 


Charleston 135,000,000 


Soles Management 1952 


South Carolina's First Metro- 
politan Area is your first mar- 


ket in S. C. es 


| 


f 

S 

Me 

‘i 

Sg . P . 

3 Greenville leads also in Popu- | 
i Tae lation, Employment, Wages, 
bet and Automotive Registration. 


Daily Circulation 95,974 


Products 
GOLDEN STATE CO. LTD. 
Chee 


Tame Hair Conditioning Rinse 
Tom Shampoo & Hair 


Ton 
Toni Creaie Shampoo & Home 
rmanent 
Toni Permanent Wave 
Viv Deodorant Shampoo 
White Rain Creme Shampoo 
Products 


| GIRARD’S INC 


rench Dressin 


GLASER, CRANDELL CO 


rbest Preserves 


Eve 
GLASS CONTAINER MFRS. INSTITUTE 


One Way Glass Bottles 


GLENDALE KNITTING CORP 
GLENMORE DISTILLERIES CO 


Glenmore Whisky 
Glenmore Whiskies 
Kentucky Tavern Whisky 
Old Thompson Whisky 
Yellowstone — 


Products 
GLIDDEN CO. 


Durkee’s Condiments 
Durkee’s Famous Dressing 
Durkee’s Famous Foods 
Ourkee’s Margarine 
Durkee'’s Mayonnaise 
Durkee’s Mayonnaise & 

Salad Dressing .. 
Durkee’s Shortening 
Glidden Paints 


say 1 ag co. 
cubeK BREWING CO. 


GODCHAUX SUGARS INC. 
GOEBEL BREWING CO. 


Beer , 
GOETZ BREWING CO., M. K. 


Country Club Beer 


one. +4 bead with PAT 
GU on 
GoD. SEAL co. 


Floor Wax 
Glass Wax ‘ 
Snowy Bleach 


ses ceed 
Cottage Cheese 
ice Cream . 
Milk 


Prod 
GOLOMAN ; — INC., WM. P. 


Wearina 


GOLDWYN PRODUCTIONS SAMUEL 


Motion Picture: 


GOODALL-SANFORD INC. 


Men's Apparel 


GOODRICH CO.. B. F 


Niamond Tires 

Goodrich Tires . 
Hood Rubber Co. 
Products 


GOODYEAR TIRE & RUBBER CO. 


Goodyear Aircraft Corp 
Goodyear Tires 
Kelly-Sprinafield Tires 
Lifequard Safety Tube 
Institutional ee 
Products 

GOR-RAY LTD 
Wearing Apparel 

GORTON-PEW FISHERIES CO. LTD. 
Fish Products 

GOSSARD CO., H. W. 

Foundations & Bras<ieres 

GRABOSKY BROS. INC 
Amerada Cigars 
Royalist Cigars 

GRADIAZ, ANNIS & 68. 

Ignacio Haya Ciga 

GRAND DUCHESS "STEAKS INC. 
Frozen Steaks , 

GRAPETTE CO. INC. 


GREAT NORTHERN RAILWAY CO. . 


GREAT WESTERN SUGAR CO 
GREEN GIANT CO. 
Del Maiz Corn 
Green Giant Vegetables 
Kounty Kist Vegetables 
Niblets 
Niblets 
Products .. oe 
= BREWING co., WILLIAM 


Mexicorn 


Bee 
GREYHOUND core 
Bus Transport 
GREYSTONE CORP 
Children’s Record Guild 
Executive Books 
Greystoue Press 
GRID-L-RICH INC. 


Grid-L-Redi ee 
GRIESEDIECK BROS. BREWING CO. 


Beer 

GRIESEDIECK aes BREWERY 
co. aves 
+ ipa Beer 


Bee 
GRIN GROCERY co. 
Griffin Coffee .... 
Griffin Foods 
Polar Bear Coffee 
GRIFFIN MFG. CO. INC. 
Shoe Polish 
| GROLIER SOCIETY _ 
k of Knowled 
GROVE LABORATORIES inc 
Or. Porter's Oil 
Fitch Hair caren ‘& 
Shampoo ; 
Fitch Shampoo 
Grove's Cold Tablets 
Pazo Ointment 
Pfunder's Tablets 
GUEST —e 
Air Travel ..... 
— "Ihe, CHARLES 
Mustai 
GULF BREWING “CO 
Grand Prize Beer 
Institutional 
GULF OIL CORP 
Gasoline & Oil 
Insecticides 
Gulfspray Aerosol Bomb 
Gulfspray Roach & Ant Killer 
Tires 
Products 
Institutional 
GUNTHER BREWING CO. INC 


* H 


HAFFENREFFER & CO. INC 
Boylston Beer 
Pickwick Ale 
Pickwick Beer 
Pickwick — & Ale 


gon 
HALDEMAN-JULIUS CO 


$ 

HALL BROS. INC 
Halimark Greeting Cards 

HALLICRAFTERS CO 

| Radios 

| Radio & Television 
Television 


HAMILTON MFG. CO. 
Clothes Dryers 

HAMILTON WATCH CO 
Watches o- 

HAMM BREWING CO., THEO 

er ee es 

HAMPDEN BREWING CO 

Ale ; 


Beer & Ale 
HAND BREWERY CO.. PETER 
Meister Brau Beer 
HANES KNITTING CO., PH 
Underwear 
HANSEN'S LABORATORY INC., 
CHRISTIA 
Junket AS . 
dunket Frosting Mix 
451,860 HAPPINESS TOURS 
HARCOURT, BRACE & CO 


Books 
HARPER & BROS. 
Books ........ 
HARTFORD ELECTRIC LIGHT CO. 
— BREW! _ co 
are 
Beer & Ale 
HARVARD UNIVERSITY PRESS 
HASTINGS MFG. C 


Casite 
HATHAWAY BAKERIES, INC 


‘oducts 
onnre. INSURANCE nae oF 


Se 
, meaner’ ys Saget a 
16,677 American Weekly 
Ss Baltimore News-Post & American . 
od Boston Record & American 
4,31 Chicago Herald-American . 
104.892 Detroit Times ........ 
27.216) Milwaukee Sentinel 
ssa7s New York Journal-American 


New York Mirror .. 

Pittsburgh Sun- Telegraph . 

Seattle Post-intelligencer 
HEARST MAGAZINES INC. 


38,920 Coomepetttan aunen 
ood Housekeeping 
34,700 Neuse Goautivel aes 
otor Book Department 
sae HEILEMAN BREWING CO., G. 
2'627 | Old Style Lager Beer 
roducts 
"ao HEINZ CO., H. J 
@B.755| Products ||. 
557.097 HEKWAN BISCUIT 
10.165 | | - co. 
431.098 
5.552 2| HELLER ‘ iy inc. L. 


55.587] La Taw 
43,310 | HENDERSON to rInC., AT. 
11,385 Tours 
HERSHEL CALIFORNIA FRUIT 
57,975 PRODUCTS, co. 

‘ontadina Tomato Juice 

93,911 Contadina Tomato Paste 
| HEUBLEIN & BRO. me. G. F. 
A-1 Mustard 


45.045; Ad Mustard ...... ; 
ES t —peeee 
37,096 | peel s yw Reserve 

| ‘ock'n Bull Ginger Beer 
32,469! — Heublein's oe Cocktails 
Heublein's Products ... 
ae ow reegg | Reserve 
‘ ilshire OR ..-- 
160,167 Powder Horn Whisky 
33,042) Smirnoff Vodka ... 
454,557 | HEXOL INC. 
BAe. DE Meceasiecs 
136700) "Gln -......002---- 
eae HILLS BROS. COFFEE inc 
11323| Coffee .... ‘ 
HILLS BROS. CO. aes 
Dromedary Cake a 
36,000 Dromedary Dates é 
Dromedary Fudge & Frosting Mix 
1,220,033 Dromedary Gingerbread Mix ‘ 
115,575 Dromedary Mixes : 
49,534/ Dromedary Suite = ; 
14,9 Dromedary Prod 
51,103 | HINES-PARK Fooos INC. 
Duncan Hines Butter . . 
31,704/ Duncan Hines lee Cream : 
Duncan Hines Products 
139,482 mv CORP. 
range Juice .... _— 
405,557 NOBERG PAPER MILLS INC. 
92,584 | Charm 
312,973| yorFMAN RADIO. CORP. 
| iy O° ieee tae aaa 
* m4 Television ...... - 
HOLLAND- ag eee LINE 
3 ys Steamship 


Transpor . 
HOLLAND BULB GROWERS 
181,617 | "pRODUCTS CO.. 


49,254 —s INC., HENRY 


790,834 
3,168 | 


HOME LINES Ne gan 
Steamship Trans: 
uGoD a Sons Inc, i. P. 


426,107 | Cottage Cheese ........ 
pind Eggnog ....---. 
141,182 ice free wees 
39,008 | Products ¥ : : a 
HOOVER CO. 
49,380 Apoliances 
Floor isher 
oa.s82 Vacuum Gunes 
117,577 | , freeuets 
1375 PE CO. : 
563.542 Mineral Oil <a 
395 891 Mineral Tablets 
eae HOPKINS & SON, FERD. T. 
11.015 Gouraud Oriental Cream 
54 Mothersill’s Remedies 
10,467 Mothersill’s Seasick Remedy 
19.40) HORMEL & CO., GEORGE A. 
» Dinty Moore gto 
Hormel Canned Meats 
142,995 Hormel Chili Con Carne 
Hormel Chili Con Carne 
& Spam ‘ 
134,821 Hormel Meat Products . 
39,989 am: 
3,602 HOUBIGANT SALES CORP 
Toilet Preparations 


HOUGHTON. MIFFLIN CO. 
HousTON “LIGHT & POWER CO. 
HUBINGER CO. 
Quick Elastic Starch 
HUDEPOHL BREWING CO. 


Beer ... 
HUDSON MOTOR CAR CO 
HUDSON RIVER DAY LINE 
HUGHES AIRCRAFT CO 
HUNT FOODS INC. .. 


144,416 


145,721 
144,030 
29,695 


10,358 
103,977 


Canned Fruits , 98,915 ll bat CO a eer 1,533 
44,002 Tomato Sauce . ae 169,164 eS eer 2,937 
HYGIENIC PRODUCTS CO. | INTERNATIONAL NICKEL CO. 
126,961 Sani-Flush ....... t EE inne a did hss 253,470 
INTERNATIONAL SALT co. INC 
210,867 Sterling Sait ..... 99,938 
39.770 IDAHO ADVERTISING COMMISSION 71,275 INTERNATIONAL AL. SHOE __ ee 35.658 
1,906 Onions ‘ Potatoes an 5.625| Poll Parrot Shoes .......... 2,815 
27,864 otat 65,650 a ang Shoes Cosecdeden x 
ILLINOIS BELL TELEPHONE CO. DET, FEL |  PPONUEES ccc ccccscscesee. , 
93,216 ILLINOIS CENTRAL RAILROAD co. 163,230 | INTERNATIONAL SILVER CO. .... 105,472 
ILINOIS MEAT CO. : 58.771| 1847 Rogers Bros. Silverplate .. 63,148 
90,938 “Broadcast Chili Con Carne ...... 3, Holmes & aes Silverplate ... 40,276 
Broadcast Corned Beef Hash .... 41,832| __ International Silver ...... 2,048 
196,237 Broadcast Meat Products 4'561\ INTERNATIONAL TELEPHONE & . 
@A41| Grentent Gedi-Het ........... 9'258| TELEGRAPH CORP............. 120,955 
128,796 ILLINOIS WATCH CASE CO. 74,405 fmm ony Cable & Radio System 5.776 
56,155 Elgin American Compacts .. 26,287| Capehart Radios ..... wtseeeeees 9,727 
Elgin American Products 48,118 | Capehart Radio & Television .... 7,348 
120.942 IMPERIAL SUGAR CO Capehart Television dithabewtte 95,778 
Sugar ie ae 56,476| Capehart Products ............. 2,326 
218,183 INDEPENDENT MILWAUKEE BREWERY INTERSTATE BaKeRies CORP. 175,223 
34,71 Braumeister Beer ...............- 39.849 PE MED pcccccaaceesas 95,782 
30,603 | INDIANA BELL TELEPHONE ce. .. 71,236 | — i Bread 2.2... ceeeeesnnes 76,992 
4,603 INDIANA & MICHIGAN ELECTRIC roducts we ween neces 2,449 
| hp peiptbenpes eipperrs pene dl 34, 288 | 1ODENT CHEMICAL Mb skaacelen 34,109 
30,555 INDIANAPOLIS POWER & LIGHT lodent Toothpaste .............. 29,954 
plan Be Poce eee 26.611; _Liqwid Center Cough Drops ..... 4,155 
44,835 INDUSTRIAL PLANTS CORP. IRISH LINEN GUILD ............ 70,672 
35,763 Surplus Plant Sales .......... 35,061 | IRON FIREMAN MFG. CO. 
34,664 INDUSTRIAL RAYON CORP. 38,040 a rer 88.874 
1,099 INGRAHAM CO., Sw IVANO INC. 
185,20: Sentinel Clocks & Watches ...... 25,145} Ivalon Sponge ........... 41,289 
7.859 INSTITUTE OF Lire INSURANCE 1,329,151 
2620 INTERCHEMICAL CORP. ......... 50,697 J 
2,926 ——- & Sanitas ...... 5,727 
RE i eae .970| JACKSON BREWING CO. 
73.543 INTERNATIONAL BUSINESS GACHINES | cd i 259,664 
To Sane pHi 1 JAGUAR CARS LTD. 
50.110 INTERNATIONAL CELLUCOTTON area tenc kbar 26,284 
19,403 _. eiehsineetne ans sagaze| wy MFG. CO. 
10,644 ooleay Tenens eoeccccenes 12,420; Gasoline & Oi! ....... 80,723 
n SED BBECCHMD Cec esseccecees 295,597 | JERGENS. ee 749,670 
42,278; Kotex .............-5 499,5 Dryad Deodorant .... 66,262 
39.599 Kotex Sanitary Belt ............ 14,643 dergen’s Lotion ........... 9,117 
6886 — acme Cae k mi mw 8,849 Jergen’s Preparations 229,474 
"O31, Products ee 12,183| Woodbury Preparations ........ 156,470 
32 INTERNATIONAL GIFT OF THE Woodbury Soap ................ 347 
5,372 re 73,100 | JESSIE’S NOTEBOOK .......... 616,762 
3.339 INTERNATIONAL HARVESTER JEWELL INC., J. D. 
rt] i Sore ee 814,343 Frozen Chicken Products ......... 25,707 
10632 Farmall Tractors ...... 8,415) — & JOHNSON .......... 628,225 
7 EE Sebbewetdecrecesccesen yi UU Sf Beer y 
1'232 Refrigerators ............ 211,356 Chicopee I ener ths ckcs does 2,033 
"69 Refrigerators & Freezers .... 43,818; Johnson Baby Supplies ........ 1,075 
International Tractors ......... 4,561 Johnson Back Plaster ........... ‘ 
385,000 Intersational pier 8,440; Johnson Surgical Dressings ....... 2.89 
117,081} —_ Institutio 110,528| Johany Mop ..............000s 18,172 
190,180 | INTERNATIONAL LATEX CORP. SHREE TE Soke essence. 27,570 
15,810/ Playtex Superfoam Pillow ....... 5,610| Modess ...... PER RE Oe ee 3,680 
1, lastitutional Daccauanwaakth exe 213,622; Permacel Tape .... 9,774 
SE IE annie cnnccresercseses 2,570; Tek Toothbrush ............++. 97,497 
222,655 INTERNATIONAL MINERALS & i aerators 8,054 
30,918 CHEMI __ fears WOOT TRIO ods icccbecacanccis 46,278 
4 wig DT caxcaGhpbbrodabcisdveces EE HOMME ha cnccessccccaccs 133,829 


° and op 


134,428 364,123 DAILY + 


293,426 SUNDAY 


REPRESENTED NATIONALLY SY THE BRANHAM COMPANY 


of Radio Station WHAS and Television Station WHAS-TV 


a ee 


=a 
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AUDIT BUREAU OF CIRCULATIONS Publisher's Statement — Newspaper 


123 NORTH WACKER DRIVE ~- CHICAGO 6, ILLINOIS 


This statement is subiect to audit by the Audit Bureau of @® 6 months ending March 31, 1952 


Circulations. For Audit Report refer to latest white paper form. 


8. Average net paid circulation! Evening | Sunday | -*—Net Frew Bam & time 


See Par. $ 
CITY ZONE 
Carrier Delivery by independent car- 
SE GE Bi on snannccnasaenenes 218,432 215,000 
Dealers & Carriers not filing lists..... 8,347 9. 
GE WIEN oo cccnans-cusestsnceness 16,767 10,702 
, Publisher’s Counter Sales............- 105 72 
Ball Subscriptions. ......cccccccccccee 11 i ‘ 
Total City Zone 
Population #866,960 243,662 235,580 
\ RETAIL TRADING ZONE 
Carrier Delivery by independent car- . 
riers filing lists..................++. 41341 61,172 if ep 20 ep fi ep ea din 
Dealers & Carriers not filing lists..... 5,364 25,964 
Mail Subscriptions...................- 1,433 83 
Total Retail Trading Zone 
Population #622,798 48,138 87,219 


City & Retail Trading 
Population 1950 Census 1,489,758 291,800 322,799 


The Milwaukee Journal 
Than Ever Before— 
more than 9 out of 10 
in the ABC City Zone 


Subscriptions to Armed Forces (orders 
for 11 or more only)..........+.++++ 


TOTAL NET PAID excl. Bulk 
(For bulk sales, see Par. 10) 


AVERAGES BY QUARTERS: 7 


October 1 to December 31, a 
January 1 to March 31, 

E #1950 Census except as ee ee 

iy (a) Includes predate edition carrying date line of following day? 


Net Sales 
Date Issue Press Release Ci ' 
Edition tT Printed Dated Run SeeN 


Ist 12:15 PM 316 316 73,98 a-C/ 
2nd 1:30 PM 3 6 36 
Pred 6:60 ‘ 


«MEDIA RECORDS= 


NG IN THEU, S 
LEADERS _IN ADVERTISING IN THE Uys 
—_— FOR Mv @ 

MONTHS = 1952 


—_ 
TOTAL ADVERLLSEIG 
Milwaukee Journa 15,538,497 


A 2, tee vie Advertisers Are Using More 


B 999,594 
4, Miami Herald 13, 937,601 S i 
ame Basen pace in The Milwaukee 
. er ’ ? 
| Fe eee ey plain Dealer 12,276,572 


s, leiore snore Journal Than Has Ever 
Before Been Published 


CLASSIFIED 
1\. Milwaukee Journal 4,692,697 
7 = 2. ealer 4» eg b A N 
j i 3, ‘Miami Herald 445754785 y ny ews paper 
4, Los Angeles Times pate ‘ 
_ 5, Chicago Tribune ree : 
% 6. New York Times . 1 «4 
: D 7. Philacelphia Inquirer goer? i 
4 t 8, Detroit News pore PET R 
R 9. St. ST ean Pp 3°191,706 é | 
R 
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Advertising Age, June 23, 1952 


JOHNSON & SON INC. S.C 1Ses.aep ‘ . ] Ad s 
Autolac . * 
gah ca sai National Newspaper Advertising: 1951 
Car-Plate 215,351 
Orax P 2.657 
| = ey By Classifications and Sub-Classifications 
Products 357,867 a 
souenas oF COMMERCE or 27955 *GRICULTURE . $ 6,969,000 INDUSTRIAL ........ ; 9,809,000 
K ALCOHOLIC BEVERAGES Total 51,046,009 ENSURANCE ...scscsessecesetssesesserneesetnenetcensie : 4,970,000 
KLM-ROYAL DUTCH AIRLINES 178,975 Beers 14,406,000 JEWELRY & SILVERWARE 1,424,000 
KAISER-FRAZER CORP 1,988,153 Wines . 2,637,000 
Frazer Cars 1,936 Liquers 34,003,000 «©=MEDICAL 24,748,000 
Frazer & wad Cars 485,251 ‘ 
Kavser Car 1,500,966 - MISCELLANEOUS 16,221,000 
KAISER STEEL ¢ 63,568 AMUSEMENTS 1,788,000 
KALAMAZOO STove " FURNACE 61.997 PROFESSIONAL & SERVICE 717,000 
, S'e74 AUTOMOTIVE Total 97,038,000 
— 5.421 Aviation 944,000 PUBLICATIONS Total 17, 124,000 
KANSAS cir POWER & ss 15,486,000 Book Wublishers 10,825,000 
4 ’ 655,000 Magazines 4,888,000 
a ethane 42,601 Passenger Cars - New 56,791,000 Newspapers 1,411,000 
KARSEAL CORP. Tires & Tubes 2,855,000 t : 
wavetn a co. jwuiius 57,067 Trucks & Tractors 6311,c00 =PUBLIC UTILITIES 10,126,000 
ceteying Apparel feast Miscellaneous Automotive 15,996,000 RADIO & TELEVISION Total 22,549,000 
ANDER 005.0005. epee 467 551 CONFECTIONS . 2,866,000 Radio & Television Sets 15,633,000 
Cereals oséeen . Stations _...,...... ‘ 6,523,000 
oe Flakes aa ™ EDUCATIONAL 1,404,000 Miscellaneous Radio & Television 393,000 
Corn Pops 120,908 
Gold Sete 2 Fooe Products on GROCERIES Total 127,481,000 «SPORTING GOODS 
Gro-P ood . i | 
pa satin ita 3,906; Baking Products 14,564,000 = TOBACCO Total ' 
Variety 206,285 Beverages Total —18,283,000 Oiiere 
Kew Snes "Picking = mani Satie © See cei cea 
KENDALL CO 79,515 Soft Drinks, Miscellaneous Beverages 8,507,000 Sebeces : 
Bauer & Black Elastic Stockings . 52,825 Cereals & Breakfast Foods 7,904,000 Siscstnnese 1 haat 
Blue-Jay Corn Plasters os 13.041 | Condiments . 6,589,000 ‘a — t 
} + —pllmameatiog Corn Piasters « $610, Dairy Products 12,946,000 TOILET REQUISITES Total | 
KENTILE INC. | Disinfectants & Exterminators 1,099,000 Antiseptics 
Kent MACARONI MFG. CO. 248,202 Laundry Soaps & Cleansers 33,935,000 ee t 
KEYSTONE io ichROni Products _. 33,318 Meats, Fish & Poultry 6,245,600 Perfumes & Cosmetics d] 
KILPATRICK’S BAKING CO. 32.155 | Miscellaneous Groceries said Toilet Soaps ' 
Kilpatrick's Bread .........-.5- F , 
Olde —_ Fes ain HOTELS & RESORTS 10,588,000 Miscellaneous Toilet Requisites H 
DUE, ecoweccdcvccecenes ‘ . ; 
TRANSPORTATION Total iW 
KINGaN, 5, . INC. 41,039 HOUSING EQUIPMENT & SUPPLIES Total 24,572,000 pean i 
Krrenen "Ant Fo008 it INC. sess 109347] ate Conditioning am war | 
Py. O-My Mixes Res PRN 34.172 Automatic Heating 1,257,000 Railroads j 
y-0- o, Mu — A Ro 48,624 Automatic Refrigeration 5,116,000 on hi 
Kiwi POLISH 92, 
Kiwi Shoe Polish 168,253 | tro ea Bes Tours . 
KLEEREX CO 29,687, Fuel — Miscellaneous Transportation 
KLEIN CO. INC... EMIL D 20.927 | Furniture & Furnishings 8,105,000 ' 
Haddon Hall Cigars . ’ Heaters & Stoves 1,366,000 WEARING APPAREL 
KNOPF ING. Seas 173,016 Miscellaneous Hsg. Equip. & Suppl. 7,105,000 } 
174,459 TOTAL GENERAL AND AUTOMOTIVE f 
KNOUSE FOODS COOPERATIVE oan’ re eee : ecmeaees occ 1 
cote Leaf Apple Juice | LE BLANC CORP. Flor De Melba Cigars . a is tonees i,.2 one. 
& Sauce 18,120 Hadacol .. 1,395,145 John Ruskin Cigars 5.277 Wearing Apparel ........ ; 33,226 
tales taak hae Pende 15,754 | LEECRAFT Melba Cigars 23 546 ugh ‘ING ‘(Elasons BREWERY) 34,047 
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Listerine Tooth Paste 
Listerine Products 
Perma Grip 
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LAMM BROS. INC 
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, LANDERS. FRARY & CLARK 
P Universal Electric Blankets 
You're not in the Central Universal Household Appliances 
Universal Trons 
Texas Market until you're in. oe Universal Vacuum Cleaners 
Universal Washers 


: LAND O'LAKES CREAMERIES INC 
ee 2 Butter 
a Butter & Dry Milk 


Skim Dry Milk 
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Holsum Baking Products 
= Holsum Bread . \ 
Langendorf Baking Products . ee 
Langendorf Bread , a —_ , 
LAN-O-SHEEN INC —_— 
Cleaner & Soap ae - 
LARSEN CO ; = . 
Freshlike Vegetables 32,405 wy aa 
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Dominos ‘ ak ie Coes :! 
Edgeworth & Holiday ' 
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Holiday Pipe Mixture 
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Rolling Rock Beer 
LAVOPTIK CO 
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LOWE CORP., JOE 
Popsic ni 

LUCAS & CO. INC., JOHN 
Paints 

LUCKY LAGER BREWING co. 
Beer ‘ 

— S INC. 
Cough Drops 

vuridn RULE co. 


Products. 


Coffee 
M.J.B. Coffee & Tea .. 
M.J.B. Tea wiv dene 
= i. ‘ 


wAcrADDeN PUBLICATIONS I INC. 


True * stor 
— m ihdks INC. 


WACMILLAN a 
Books ....... 


ay COMPANIES INC., pmeney 

eritage cue 

MAINE “SARDINE INDUSTRY 
Sardine: sins 

MAJOR AIR “COACH SYSTEMS: 

MANHATTAN SHIRT 

MANHATTAN SOAP CO. INC. 

lue Barrel Soa 


p 
Blu-White & Sweetheart Soap .. 
Blu-White Flakes 


Prod 
MANISCHEWITZ co., 

Borsht & Gefilte Fish — 

Crackers 


Frozen Poultry .. 
Fruits 
Gefilte Fish 

— Food Parcels 


wansoro Aer 

MARCAL PAPER MILLS INC. 
Kitchen Charm Wax Paper .... 
Marcal Hankies . 


Gold 
MARLIN FIREARMS co. 
azor Blades 
MARTIN TRAVEL BUREAU 
oes hig & ‘con OF AMERICA 


Ti-Co 
WATSON NAVIGATION co. 


Industrial Engineers 
MAYBELLINE CO. 

TE 2.645605 0 
MAYER & CO., gaan 

Meat Products .... 
= ©. 


McCALL CORP... 
CE Seseescvsdes 

meconmicK & CO. INC. 

McCormick Tea . 


McDONALD MFG. CO., A. Y. 
Water _— 


r 
McGRAW- Wiii PUBLISHING CO. 
Magazines & Books 
Whittlesey House .. 
McILHENNY CO. 
Tabasco Sauce 
a — pe & ROBBINS INC. 
Chapin & Gore Whisky 
Martins V. V. 0. Scotch 
McKesson & Robbins 
Preparations 
McKesson & Robbins Christmas 
Section 


McKesson & Robbins Products 
McKETTRICK-WILLIAMS INC. 
Wearing Apparel 
i. & CO., W. F. 
Manor se Coffee 
MEAD JOWKSON 2. £0. 
Pablum Baby wii 
MEDLEY DISTILLING co. “INC. ‘ 


7 Kentucky Beau Whisky 
MENGEL CO. 

Furniture 
MENNEN CO. 


Hair Cream Bs occa 
Shave Cream 
ee Cream & Skin Bracer .... 


Produc 
MENTHOLATUM co. 
MERCK & CO. INC. 

Di-Chloricide _ Crystals . 
Institutional ... 
—- & co., 6. ec. 


METROPOLITAN SUNDAY 
NEWSPAPERS INC. ....... 

MEYER & BROS., JOSEPH H. 
Richelieu Pearls 

MICHIGAN BEET SUGAR ‘ASSN. 
Michigan Made Beet Sugar 

MICHIGAN BELL vetereene 

MICHIGAN BULB co. 
Flower Bulbs 


Holland Bulb Co. eeacd 
MICHIGAN CONSOLIDATED GAS. 


——— MUTUAL LIABILITY 
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219.646 


 * ry PETROLEUM CORP. 


line 
MILES ~~ prcrpeeee INC. 
Alka-Seltzer 
Bactine ‘ 
Miles Nervine ; 
One-A-Day Vitamins 


Tabein 
MILK FOUNDATION 
MILLER BREWING CO. 
High Life Beer ................ 
MILLER TABLE PAD & ener 
BLIND MFG. CO. 
MILNOT CO. 
ik & Butter ......... . 
MINNEAPOLIS GAS & LIGHT CO 
MINNEAPOLIS-HONEYWELL 
REGULATOR CO 
Honeywell Thermostat 
MINNESOTA CONSOLIDATED 
CANNERIES INC 
Butter Kernel Vegetables 
MINNESOTA MINING & MFG. hes 
Scotch Cellulose Tape 
coeieny 
Produc 
MINUTE “alo CORP. 
jan lh Orange Juice 
rod 


| MISSION ony Lone. 


Fruit Beve: 


| gy ere KANSAS: ‘TEXAS LINES | 


msport $ 
wissourl Paciric LINES : 
Bus —— , 

Rail 


| waDeRn’ FOOD PROCESS CO.” 


Thr 
MODGLIN ‘CO. INC. 
—— — a 


wonawne TiaveuR conP. 
Liqueurs 
Schnapyskey 


308,326 
121,227 
68,182 


60,722 


MONONGAHELA POWER 


co. ; 
os DISTRIBUTING CO 


Monta Mow 
MONTENIER INC, JULES 
Stopette Spray Deodorant . 
woNTICELLO onus co. 
. 


MOORE. McCORMACK LINES = 


Steamship Transport 
MORNING —. co. 
Evaporated Milk 
MORRIS & CO., PHILIP... 
own — <i 
Dunh 
wonmow & CO., WILLIAM 


moRTON MFG. CO. 


MORTON SALT CO 
cet Ivory Salt 
Worce Salt 

MOTOR “PRODUCTS CORP. 
Deepfreeze Freerer . 

MOTOROLA INC. 

Radios 
wae a Television . 


MOUNTAIN aarAres TELEPHONE 
& TELEG 0. 


Cc a 
ee VALLEY WATER CO. 


Mineral Water ...... 
MRS. BAIRO'S "BAKERIES INC 
— seneeeeqnssas 


Product: 
869 MRS. TUCKER'S FOODS INC. 


Meadowlake ania - 
— - 
Prod 

MUELLER FURNACE CO., L. J. 

~ alter 

MURRAY CORP. “OF AMERICA 
Kitchens ... dcqabevessh 


32.145 
48,949 
165.579 


93.555 
1,949 


147,067 
38,865 
2,807,278 
2,723,917 
83,361 
101.164 
170.525 


WRIT 
136 NATIONAL BREWING CO. 


Kitchens & Ranges 
eee . 


Products 
MUSCLE A co ae 
MUSSELMAN CO. 
ane Pe 


wustenace co. 
— saeetebden és 

MUTUAL BENEFIT WEALTH & 
ACCIDENT ASSN. 


NARRAGANSETT ELECTRIC CO. . 
NASH-FINCH CO. 
Nash's Coffee 
Our Family Foods 
Products 
NASH-KELVINATOR CORP. 
Kelvinator Air-Dryer |. 
Kelvinator Appliances 
Kelvinator Freezers 
Kelvinator nges as 
Selvinator Refrigerators 
Kelvinator Products 
Leonard Products 
Nash Cars . 
Nash Cars-Used 
Nash-Kelvinator Products 
NASHVILLE COAL CO. INC. 


NASHVILLE GAS & MEATING a 


NATIONAL AIRLINES 


3 NATIONAL BISCUIT 


Donald Duck Bread .... 


Nabisco Shredded Wheat , 
Institutional aa aa 
Products 

NATIONAL BOARD oF FIRE 
UNDER 


84,456 
87,943 


Bohemian Beer 

Bohemian & Premium Beer 

Premium Beer 

NATIONAL CRANBERRY ASSN 

Ocean Spray Cranberry Juice 
Cocktail 

Ocean Spray Cranberry Sauce 

Products 

nase. DAIRY PRODUCTS 

Arctic Seaitest Ice Cream 

Barx Dog Food 

Breakstone’s Cottage Cheese 

Breakstone's Cream Cheese 

Breakstone’s Dairy Products 

Breakstone's Yogurt 

Breyer's Ice Cream 

Casino French & Sea Island 
Dressing 

Casino French Dressing 

Castles Sealtest Ice Cream 

Chestnut Farms Dairy Products . 

Clover Farm Dairy Products 

Cloverleaf Dairy Products 

Deerfoot Concentrated Milk 

Dodis Dairy Products 

Franklin Dairy Products 

Fro-Joy Ice Cream 

General Dairy Products . 

Hi-Land Maid a Products. 

Hydrox Ice Crea 

Jersey Gold Dairy ne 

Kraft Caramels . : 

Kraft Cheeses 

Kraft Cheese Spreads . 

Kraft Cottage Cheese 

Kraft French & Miracle French 
Dressing 

Kraft Mayonnaise 

Kraft Mayonnaise & Salad ‘Ol. 

Kraft Miracle Whip Salad 


Dressing ....... city. ° 
Kraft Miracle Sandwich Spread . . 


3.053 
154.824 
1,062 


3,242,574 
4,933 


174.017 
96,894 


Represented by O'MARA & 


Here are the answers to your 
questions about Seattle’s buying habits. Once 
again The Seattle Times’ 1952 Consumer Analysis of the 
Greater Seattle market makes a revealing STUDY OF BRAND 


PREFERENCES. It is filled with useful, up-to-the-minute data 
on Market, Methods, Foods, Toiletries, Home Equipment, 
General Buying Habits. 

This study is the accepted and standardized analysis as con- 
ducted in other leading markets by major newspapers in Mil- 
waukee, Washington, D. C., Indianapolis, Omaha, St. Paul, Co- 
lumbus, Birmingham, Salt Lake City, Sacramento and other cities. 


Get your copy today. Ask your local O’Mara & Orms- 
bee man. Or write to Advertising Manager, The Seattle 
Times, Seattle 11. 
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Kraft Salad Oi! nen 583,041 
Kraft Velveeta Cheese 89,541 
Kraft Products 53,424 
Muller's Milk & Yogurt 2.235 
Nashville Pure Milk Co 509 
Parkay Oleomargarine 335,733 
Philadelphia Cream Cheese 226,851 
Rieck's Ice Cream 1,310 
Roszell’s Dairy Products 16,674 
Sea Isiand Dressing . 2,038 
Seaitest Cheeses 13,768 
Sealtest Cottage Cheese 188 458 
Seaitest Dairy Products 65,840 
Sealtest Eggnog 6,299 


Sealtest Ice Cream 


Sealtest Mitk 107.669 
Sheffield Dairy Products 503 
Southern Dairies Ice Cream 23,261 
Southern Dairies Products 35,774 
Velvet Brand Ice Cream 10,897 
Western Maryland Cottage 

Cheese 1,598 
Western Maryland Dairy 

Products 7,994 
Institutional 42,397 
Products 3,54 

NATIONAL DISTILLERS PRODUCTS 
core 6,290,436 
Beliows Club Spec. Bourbon 59,82 
Bellows Club Special & 

Partner's Choice 8,070 
Beliows & Co. Whiskies 243,399 
Bellows & Co. Products 40.925 
Bellows Fine Club Gin 669 
Bellows Partner's Choice 95,344 
Black Gold Whisky 11,524 
Bond & Lillard Whisky 273,276 
Bourbon De Luxe Whisky 389,698 
Cedar Brook Whisky 35,243 
Century Club Whisky 209,107 
Crab Orcnard Whisky 106,931 
De Kuyper Vodka 11,834 
Fortuna Whisky 4,459 
G & D Vermouth 25,511 

11,673 


G & D Wines 


call it 


Influence 


i .. an added 


i attraction of 


THE DALLAS NEWS. 


@ Like the subtle touch of perfume 
that causes ties to be straightened 
... or the elusive spices that make 
an apple pie delicious . . . the read- 
ability and prestige of The Dallas 
News add an effective ingredient to 
paper and ink. 


@ Call it influence... or 


. it’s an extra some- 


sway... 
confidence . . 
thing that adds strength and sell to 
any product advertised in The News. 


e@ The area of this influence is wide 
and large, for The News is the 
breakfast time visitor, the family 
newspaper of 72 North Texas coun- 
ties —a market of more than a third 
of Texas’ population and wealth. 


e With the News’ larger circulation 
and larger market, plus the News’ 
impelling influence, you've a right 
to expect greater return when your 
advertising is in The Dallas News. 


CRESMER & WOODWARD, INC REPRESENTATIVES 


pa 


Gilbey’s Gin 
Gilbey's Spey Royal Scotch 
Hill & Hill Label Whiskies 
Italian Swiss Colony & Spatola 
Itaian Swiss Colony Wine 
Lejon Vermouth 
Mount Vernon Whisky 
National Distillers Whiskies 
Old Crow Whisky 
Old Dover Whisky 
Grand-Dad Whisky 
Hermitage Whisky 
Log Cabin Whisky 
McBrayer Whisky 
Overholt Whisky 
Sunnybrook Whiskies 1 
Old Taylor Whisky 
PM De Luxe Whisky 
Spatola Wine 
Town Tavern Whisky 
White Rock Beverages 
White Rock Ginger Ale 
White Rock Sparkling Water 
Products 
NATIONAL HOMES CORP 
NATIONAL LEAD CO 
Paints ° ° 
NATIONAL OATS CO 
3-Minute Oats 
3-Minute Popcorn 
3-Minute Quick Oats 
3-Minute Quick Oats & 
Raisin Oats 
3-Minute Raisin: Outs 
Products . 
NATIONAL PAPER CORP. OF 
PENNSYLVANIA 
Swanee Tissues 
Swanee Tissues & Towels 
NATIONAL STEEL CORP 
Great Lakes Stee! Products 
Institutional 
NATIONAL SUGAR REFINING CO 
Jack Frost Sugar .. 
Quaker Sugar 
NATIONAL TEXTILE & CHEMICAL 
| LABOR ATOR ~ 
Perma Stare! 
—- Toler co. 
adinola Cream 
NATIONAL UNIT DISTRIBUTORS 
Chateau France Dinnerware 
NATIONAL TRAILWAYS BUS 
| SYSTEM 
NATION'S BUSINESS 
NATURAL RUBBER BUREAU 
NAUGHTON FARMS INC. 
Nursery Stock 
NAUMKEAG STEAM COTTON co. 
Pequot Pillowcases & Sheets 


Par-T-Pak Ginger Ale .. 
Royal Crown Cola 

NEPERA CORMICAL co. INC. 
Anahist ... 


Nestle’s Bouillon Cubes 
Nestle's Cheese ° 
_— —— Cheese 


nesrLe's GueesLave CO. INC 


Cocoa 

Cookie Mix 

Eveready Cocoa 

Quik 

Semi-Sweet Chocolate 
NEUHOFF PACKING CO. 

Old Hickory Barbecue 

Uld Hickory brand Pork 

Old Hickory Frankfurts 

Products 
|NEW BEDFORD GAS CO. 
NEW ene CONFECTIONERY vo 
hc Necco Can 
NEW ENGLAND TELEPHONE & 

TELEGRA 0. 
wo. jersey" BELL TELEPHONE 
Newnan ‘& SONS INC., lL 

ndation Garment 
New Bg PUBLIC 
VICE INC. ..... ue 

| NEW MYORK CENTRAL SYSTEM .. 
| Boston & Anes 

New York Ce 
= YORK ure INSURANCE 


al vedic bis dates 's: 
a 


NEW HAVEN & HARTFORD 
AILROAD CO . 


New England Transportation Co. 
Rail Transportation 
NEW YORK ws 
NEW YORK TELEPHONE CO. 
NEW YORK TIMES 
NIAGARA MOHAWK ooaae 
CORP. ‘ 


| NICOLAY- DANCEY INC. 
New Era Potato Chips 
1900 CORP. ..... ‘ 
Whirlpool Clothes Dryers & 
Washers 
Whirlpool Dryers 
Whirlpool oes 
NIRESK INDUSTRIES 
NOBLITT-SPARKS INDUSTRIES Inc 
Arvin Radios 
Arvin Radio & Television 
Arvin a 
Arvin Prod: 
NOMA ELECTRIC core 
Effanbee Dolls .. 
Estate Ranges . 
Noma Lights . 
Tintair Doll 
— 4 
Greeting Car 
NORFOLK & WESTERN RAILWAY 
NORRIS INC. 
Candies . 
— AMERICAN ACCIDENT 
NSURANCE CO. OF CHICAGO 
NORTH — AIRLINES 
GENCY 


| 


NORTH AMERICAN AVIATION INC 
NORTH STAR AIRCOACH ‘ 
NORTHAM WARREN CORP. 

Cutex Products 


Odo- —_ a 
Produc! 
NORTHEAST AIRLINES INC. 
NORTHERN INDIANA PUBLIC 
SERVICE C - 
—— PACIFIC RAILWAY 
NORTHERN PAPER MILLS” 
Tissues 


NORTHERN. STATES. POWER co. 
NORTHWEST AIRLINES INC. 
a | BELL TELEPHONE 


NORTON & CO INC., W Ww 
Books ...... . 


194,041) NORWICH PHARMACAL CO. .... 699,900 | PACKARD MOTOR CAR CO......... 2,424,616 | PETRI WINE CO. 
8,967  \_rerrs 13,840 Packard Cars ...... : ‘ 2,388,299 Mn sthedecnensdemhs 56,170 
661,994 Pepto-Bismol 632.630 Packard Cars—Used 31,018 PFEIFFER eran = 
1,189 swete Bismo! & Unguentine 1,180 Packard Engines ... 5,299 Beer reas 136,688 
28,733 Tee Cough Syrup 49,349 PACQUIN INC. PHARMACO INC. 147.272 
p <--4 rodu 2,901 Toilet Preparations 980,239  Admiracion Shampoo . 33,577 
oe oas Noxon INC. PAGE DAIRY CO. .... 29.32 Feen-a-mint .. eseesce 113,695 
31595 eo 25, Dairy Products .. 24,142 PHILADELPHIA ELECTRIC CO. 168,592 
Ry woxzema’ CHEMICAL CO 752,815, Ice Cream ........ 5,182 PHILADELPHIA GAS WORKS CO 97,982 
i522 NUFFIELO EXPORTS: LTD PAL BLADE CO. INC. .. 260:110 PHILADELPHIA INQUIRER .. 84,175 
188'4 Morris Cars .. : 35,080 PE. Aennragesa ee 37,143 PHILADELPHIA 
ian Personna Blades ._... 222,967 | TRANSPORTATION CO. 51, 
45.596 PAN AMERICAN corres | —=Eee are 3,318,021 
16.522 OAKITE prooucts INC. BUREA Y Air Conditioners Pinwaeon bee heedan 137,977 
550.612 pee 177,278 PAN AMERICAN WORLD AIRWAYS 972,783 Appliances ..... 13,502 
380.824 | °- CEDAR CORP. 434:284| Pan American-Grace Airways 66,726 Freezers ........ 7,075 
825,051, Ori-Glo .......... 416,628 Pan American World Airways 706,057 Radios... .. 183,080 
10, 932 O-Cedar & Dri-Gio 9.341 PARAMOUNT PICTURES CORP. | — tiie” : 4,288 
15.472|. Products .......... 8.315 | Motion Pictures ......... one Ee ee .. 5.549 
15.033 |0-CEL-O INC. ths 380 PARK EAST ......... ae) oo... Reidy 
7.415| E-Z Squeeze Mop. 3.447 PARK & TILFORD ......... Lari res | Seespeeters 774,212 
9,609| Sponges .........., 40,933 | Beaulien Vineyard . v Oe 2,058,023 
5159s OERTEL BREWING CO. INC Booth’s House of Lords Gin RA 106,361 
— lomo” BELL TELEPHONE co 125687 | Keniry Bree 73 Wearing ra ‘= hove 99.450 
} Kentucky Bred Whisk 187,220 | ,, Wearing Apparel ...-.. : 
50,949 | OHIO EDISON CO.. 35,613 Martell Cognac —s = 15347 PHILLIPS PACKING CO. INC. 66,189 
92.373 OHIO ort -¥™ szeino| Patt & Tilford Bottled in Bond . 24,354 | SOUPS... eee e sees esses oe 
oe ‘ | Park & Tilford Preparations 79,370 TELAT . 
3.962 | oR READING BREWERY INC onnca| Pat & Tilfora Private Stock 61.3 PaILLiPs 4+ pew co. 700.70 
seses awe . | Park & Tilford Reserve .... 538,438 _ sae Y 
jousa COAL CO. | Park & Tilford Whiskies 83,611 Pictsweer eee oom ones bry} 
<i Pe 30,910 Tintex Color Remover .... 24, ai 651 
11, ioe oun ‘ WoUSTRIES INC Tintex Dye .......... See) eee wae = 
5\528| Hearing Aid Batteries 57,934| Vat 69 ............ an| Soo ae 18458 
OLIVE TABLET Co. Winx Peparations .... LR ~~ papel x 
181,180) | Or La one Tablets 132, “a aae 9,936 Hem — eqythyts sane 
IMG CO PARKER PEN CO. 620,684 | ,, Products, .......... ‘ 
203 | cpg 124,720] Flaminaive |... 231,121 PIEDMONT AIRLINES 53,216 
131.625|OMAR INC 3,900! Pens & Pencils 589.563 PIEL BROS. 633,860 
35.778) Bread ooo. 16-464 | PARSONS AMMONIA CO. INC. al ry 
"a Fu - SO | nmaseneld Ammonia veeees 35.58 | oe Se tiaids ine 89,356 
20308 OO paseisercetc av sl apa be — co. 173,160 Dr. Pierce’s Favorite Prescription 38.8 
60,161 onrties * BREWING CO. HENRY F i feaieits +s. --<.. E090 DF. Pierce's Golden Medical Dis- am 
° eotuny pe tteeeeees Saoe0 —. tut Coes co. Pe Dr. Pierce's Products 3,052 
eeeseses utter-Nu eevescceces . - y 
39,899 ouTDoOR ries BY JOE DENNY. 68.476 | peniiter-Nut Produets OT te may ee | ll a eee 
NI FORD LTD. IWC. 136,274 , 
52,454] Ovelmo .......... 25,287| Brer Rabbitt Syrup ..... 25.403 | See Oe is Hy 
OWEN NURSERY 550.126| My-T-Fine Desserts . 97,7357 | Gee at pees & Ric tiger 2924 
27,639 Marie Kruse ap 261,083 | vermont. Maid Syrup ........ 13,126| Bittshury’s Best Flour 272,038 
pate 289,043 |PEN-JEL CORP. .......... Ht 31.431 | Pillsbury’s Best Flour... ... : 
64.820 OXFORD UNIVERSITY PRESS. | PENNSYLVANIA POWER & 44 ~ oe Cake Mix. oon at 
42.686 c. 122,871 | LIGHT CO. .......--..-. +. ‘ 2, Pillsbury’s Hot Biscuit & Roll Mix. 1,147 
P PENNSYLVANIA RAILROAD 343,116 | pitisbury’s Hot Roll Mix ........ 27:295 
26,657 har 49 —, Pilisbury’s Mixes ......... 25.208 
PABST SALES CO. 195,512 c ee 154,621 | pilisbury’s Pancake Mixes 130,304 
31.320} Hoffman Beverages 137, | Gas, Light & Coke 67,558 —pilisbury’s Pie Crust Mix 391,964 
; Pabst Blue Ribbon Beer . 57,728 | PEPSICO ince. ee sixes Pillsbury’s Yellow Cake Mix . 4.798 
30,330 tg nt Fe FISHERIES 39,567 PERFECTION STOVE CO. 31.715 Sho Sheen arene tan bro} 
10,843 Deming s Salmon 13.641 | Perfection Heaters... 18,271 Products ....... iocane 98,212 
37'842 _ aes oe DEE diehecswes. wan Pitor “naoio ‘corr. . 
° roducts es e ee . 
3% PACIFIC sciraig PRODUCTS Co. pees "bo oe ‘co. 43.624 PINKHAM S winecine to.” ae 
520,495 | PACIFIC COAST BORAX CO... ee ee eee eters: vane LYDIA E. .......-. 425,695 
573| Boraxo ...... ; PP. , SOE 200, Tablets ........ % 
27.922 oareeaty Mule Team Borax %.785 Penkins “prooucts co. enen Vegetable Compound .......... i008 
7,446 IC COAST PAPER MILLS OF PET MILK CO. ................. 157,299 | pio Inc.” GARTOLOME . 
+4 pegreneres | INC. osnene Coltee Key Evaporated Milk ... 5.895 P10. ine. BARTOLOMEO 56,077 
‘ et Dairy Products ...... : 7,102 ploNEER AIRLINES Y 
885,628 PACIFIC GAS & fiecraic co 171,321 pet Evaporated Milk 101;070 PIONEER AIRLINES INC. — 
. etiIce Cream . +s 4, e 
U6. 961| EXPRESS CO... 30.866 Sego Eraporated Mik 15.158 |pipen SAnING Ce — 
1 71 PACIFIC MILLS frogects ; 3,850 Betsy Ross Bread 3 
Se 63,158 PETCO CORP. 73,897 - : 
ser'san PACIFIC TELEPHONE & Clarks Gas ....... 17,636 wee or BREWING GO. .«.... “Saat 
3'391 TELEGRAPH CO. 627,241 _ Institutional 56,261 Iron City Beer Seay 35 586 
RS PACIFIC WINES LTO. PETERSON BAKING CO. oh =a 8.064 
’ iuma Wines , 32,781 Peter Pan Bread ... 45,469 PITTSBURGH / x 
190,717 | pacKARD-BELL co. PETERSON OINTMENT CO. PLANTERS N ree See ai 
230.417 UT & CHOCOLATE co. 50,816 
49.694 Television ; 209,112 Ointment ... 75.215 Peanut Oi! . 49,953 
66,581 
5,989 
5,291 | 
1,037 
1,003 
18,658 
30,250 
5,082 | 
156,921 
134,759 
68,202 
1,898 | 
351,206 | 
25,593 
325,613 
164,813 
539 
1,870 | 
84,669 
ae 
| 
123,0)7 BOTH DA d SUNDA 
| F H DAILY an Y 
49,575 | t 
_ Metropolitan 
so WHEN YOU ADVERTISE IN 
a CEDAR RAPIDS €Ehe Cedur Rupids Guzett 
3.931 (LINN COUNTY) Che Ceadnr Anpiels Onjgette 
33,115 | ’ 
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912 & 


‘Toes SECOND LARGEST 
559 POPULATION CENTER 


Eastern lowa 


: Counties 
e-4 DAILY 
om 104,274 Linn County 101% 
poe (1950 CENSUS) Jones County 72% 

‘588 —e@ Cedar County 41% 
49,102 COVERAGE OF OCCUPIED Benton County 60% 
pice DWELLING UNITS BY lowa County 66% 
268,818 The Cedar Rapids Gaaette Delaware County 42% 
44,295 in Geen z Buchanan County 20% 
——_ % 3 Tama County 22% 
129,083 ORSG SUNBAY Johnson County 14% 
53.821 (A.B.C. March 31, 1952) 
wn Fayette County 15% 
moe acnsimen Clayton County 15% 

‘ PROOF OF Winneshiek County 11% 
76,399 ADVERTISING PERFORMANCE Allamakee County 7% 
SASS | Bak ey + 
324,874 rage poet to ram Aso — Poweshiek County 5% 
150,007 Represented Nationally by Washington County 4% 


ALLEN-KLAPP COMPANY 


New York, Chicago, Detroit 


{A.B.C. March 31, 1952) 


Gazette Coverage 


SUNDAY 


es 
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Here are the circulation gains and losses of Chicago newspapers from 1944 (the 
year John S. Knight assumed control of the Chicago Daily News) up until today. 
The figures used are the six months’ Audit Bureau of Circulations Publishers 
Statements ending each year on March 3lst. 


The Chicago Sun and the Chicago Times were separate papers at the beginning 
of this period. The merger was consummated in 1948. For comparative purposes 
the combined Sun and Times figures are used here. 


"FROM 1984°TO 1952 


MYSMAOmoe MVPrmaowz— 


IN CHICAGO... THE NEWSPAPER 
SHOWING THE GREATEST 
CIRCULATION GAINS IS THE 


CHICAGO 
DAILY 
NEWS 


FOR 77 YEARS CHICAGO'S HOME NEWSPAPER 


JOHN 5S. KNIGHT Publisher 
DAILY NEWS PLAZA: CHICAGO 6, ILLINOIS 


MYPMBOmS MVYPmMAoz— 


NEW YORK LOS ANGELES MIAMI BEACH 


DETROIT SAN FRANCISCO 


ON CIRCULATION in CHICAGO! 
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Advertising Age, June 23, 1952 


éa 370 
Eco eeir a ees 406 Liquid Starch ........ ‘ ,385 RECIPE FOODS INC 57.866 Foods Serres 
an gE 457 PRINCETON UNIVERSITY PRESS... 27/193 Bennett's Chili Sauce $4,024 Vese- Crest Cocktail pi slasapensine 6195 Ale & Beer -00 62022 c coc. ab 23 
Peek & White Ginkiment ert gt 7 rrrtsres MS) Somers oe 2,934 Re harks tsp oa 246,609 SCHEIDT BREWING CO., ADAM... 153,191 
Black & White Products 28,203 Searie venity Flakes & Soap... ee acne =] Dressing 221 — MILLS INC 40.513 — , Ale Ls 
Gets It Corn Remover amay sone , a. Vr. = =———“‘iés nm | RTS HAT RY C : 
: 2,078.94 29, ROBERTS DAIRY CO . Rams Head Ale & Valley 
; Kremola . 238 cheer 540 S aan ree ean . 262.976 ROCKWELL MFG. CO = ow Lehimandtnnes’ 13,460 
‘ Mexsana 80,083 Crisco Satan ee EWING CO 237 wt ggg lh 94,796 Bee: 48.540 
Rename sin Crue 20.800 | Drene Shampoo 4, wieae.. 25,226 ROCKWOOD & CO. 151.248 SCHENLEY INDUSTRIES INC. 6,598,623 
Moroline 7909 Duz 147,762 REDOI- wip INC. Chocolate Bits . . 888 Amitone .... : 180. 
pwr Lighter Fluid 18610 Fluffo Shortening . 96.956| Crean ........ 135,484 Chosstate Wafers 91,366 Ancient Age Whisky 250.570 
Penetro Nose Drops 7,704 Ivory Flakes ..... 5\587 REOMAN TRAILER CO mgees ANSER C 147.489 Bertollt Chant voice O81 
Penetro Products 8,645 Ivory Snow 209,638 REGENSBURG & SONS. E ROWAN CLEANSER CO. , tog nga , 219.041 
Pen-o-Rub .. oe 10,159 ivery Seap 1 sarees REGNERY CO., WENRY amet a ~ 4, — Fad 46,576 Biatz Growing Co-Institutional 20.658 
ster sag 2223 der $213 | Lilt Home Permanent 2'190,399 | Books ............ 35,654 RONSON ART METAL WORKS INC. Carioca Rum ...... 116,904 
Revelation Tooth Powde Reiss wre. c RP. Lighters & Accessories .... 153,296 ascade Whisk 139 
» St. Joseph Anti-Histamine 8 crf a PR a 100.710 ROOTES MOTORS INC. 91.481 Cherry Heering Liqueur 18.529 
St. Joseph Aspirin ...... xy . newiacren” ts INC 108.012 Hillman Cars ber 82.958 Coronet Brandy . 77,675 
St Jew eve” Osos” Ut oie Seen on Tess | act, Se G5 70s povaraincoscn”acENcy 28314] Een, Blea Mie wn” St ges 
. : nstitutional , . 314 1 ’ f 
Hy — Saineral oil 10,378 | — 4 RENFIELD IMPORTERS LTD 752 695 ROYAL TYPEWRITER CO. INC 740 — — — aia 
: Coint Cord: ees 27.853 Typewriters ae . r i ’ 
Institutional a of OE es Le... 227.478 RUBINSTEIN INC.. HELENA 836,894 | Dubonnet Wine .... 57.878 
i Products F AMERICA 596,585 Haig & Haig Five Star . 212,291 Gourielli Preparations .. 2,043| Dubouchett Brandy . 17,658 
z POMPEIAN OLIVE OIL CORP 56.748 PUBLIC SERVICE CO. OF ‘ Haig & Haig Scotch Whiskies .. 2.61 Helena Rubinstein Preparations 733,630| Dubouchett Cordials 15,710 
Laco oy CO. EXPORT LTO 682.350 COLORA oe 52.206  arwood's Canadian Whisky : 136.157 Helena. Rubinstein Shampoo 9,567, Dubouchett Gin 1,481 
PONDS EXTRAC 58.7 PUBLIC SERVICE CO. OF King William IV Scotch Whisk» 30.85. Products ..... nites 81,654; Echo Spring te. a 
vd Tollet Preparations 623,615 NEW JERSEY ..... 213,522| Sertiel & Reset Vermouth Saas | Ceeee @ COREANS CRENEES OO. en } eee ewe 18287 
: ris Gee. 9432 a... —— 32.28 AY liebe 3,746 RUPPERT BREWERY, JACOB i. ; Golden Wedding Whisky 331.865 
E Martin Brandy ————  —“‘“‘“‘“—;*~sS CN enc “ 366,195 . Harper Whisky 
> Pete'Hagen Gin 191 PUBLICKER INDUSTRIES INC 2,608,526 ah A 148.287 eum’ ate’ “6g: James E. Pepper Whisky 136.434 
Pete Hagen Reserve 13.473 Charter Oak Bourbon 352.108 REN H co Gecse Stare Predacts 29,608 U'Chayim Liqueur 7 7.680 
Pete Hagen Whishniak aa a Co. mr noe HOME “PRODUCTS ssn. enn | guaeens eeeae WILLING ae == Mactaushton's Whisky 520.88 
Products y teens : ¢ Melrose & Co. Inc., Products y 
9 i TT 72 REO MOTORS INC. . 55.45 American Beauty Cake Mix 4,901 
POTOMAC ELECTRIC POWER C 4 sod Maller’ Conestoga iS 308 + sr Mowers . = = American ponte ieee ons — Ine. 111.848 
F ks Z American Beauty Mixes x see . 
POTTER DRUG & CHEWICAL ‘Cone came | ae °°: Seovo REPUBLIC AVIATION cor. 135.563 American Beauty Products 2.046, Melrose Export -..... 400 
PRENTICE-HALL ING Haller's Reserve Whisky SS | a oe ry (i ——b >a SEE! tiebrese Gin & Rare 9.245 
. erger Cabinets .. ; icciden jour i , 
PRESCOTT co, Jt 31 080 Haller’s Very: oo pe py ee ad Sat estes Occident Mixes ... | = a wee yd 
ate . ; . Institutional ..... 5 Occident Products . epee a2 4's ‘Son 
Dazzle Bleach 13,695 Haller’s Whisky m4 481 RESINOL Cuembeat co RUTHERFORD FOOD CorP. 48,593, Monticello Special Reserve 9,729 
Dazzle Bieach & Dazzle Haller's —_ 3 465 — 153,519 Hy-Power Chili 10.374 Old Charter Whiskes .... 91,493 
pinta — | Belter’s Svedusts Heer REVLON prooucts ‘Con. soz.cor _4¥;Power Chili Con Carne all ae dl. ES “not 
Kinsey Gold Label Whisky 13,135 | ,_rollet. Preparations... ' & Tamales . . : Old Stagg Whisky ...... 392,919 
Kinsey Label Whiskies 1,659 4 Ly CORP. 25.419 —— Tamales seas Otard Coonac ...... 219 ’ 
Ete as, aaa megs BET co te S | Soe an § 
| Kies Whisky. é 18.529 ee aio = S oof Roma Wine “rd 189,991 { 
Kinsey Products 5.594 S.0. ~ co. 161,292 Sam Thompson Whisky _ 9.657 i 
Old Classic Whisky 106.774 REYNOLDS TOBACCO swe pyre \-Off 3.531 Samovar Vodka .. 20.969 fl 
pow Rage bed Peay - 4 Camels & Prince Albert Tovacco 67.982 S05. P Pads a Schestey’s raed Whisky Levy Hh i 
Planters Club Whisky | a he —— $35. co. a Sir John ‘Schenley. Whisity 54.570 ff 
~ pune on ct zo epee Pe eeprererreete = 143,118) ¢ e w FINE FOODS INC. "Skamn| Galle Fea ae” isco 
meee eee . ° ilkin Family isky q 
Gacoline & Oil 312,369 | RICE INC WILLIAM s eaded| SOREN vedesecsrumeeasacnns 10,917! Products Hit 191 j 
PUREX CORP. LTD 842.216 RICHARDSON CORP '  papeaenennnes 50,138 SCHIEFFELIN & CO. 66.086 
5 * News Detergent 33,110 27.487 SABENA BELGIAN AIRLINES 39,149 Almay Preparations 1711 q 
4 Purex Bleach 198,275 richie gre CORP. 0 ww" SAFEWAY AIR TRAVEL INC. 52,641 Don Q Rum 10.321 
! Trend Soap ; 610.831 76.593 SALADA TEA CO. INC. ..... 463,111 Hennessy Cognac Brandy 4,507 i 
PURITY BAKERIES CORP 28 763 Gastne a": 531929 SALERNO MEGOWAN BISCUIT CO 33,5 Moet & Chandon Champagne 6s 
Purity Bread 10.8nN9 | oil 2 9 aa 2 a” BREWING ASSN. 61.217 Teachers Highland Cream ones 
Purity Maid Bread & Cake 11.523 | prrumonn.cuace Co ‘ons | Oeart Geer .........0- . ree 849 
Tavstee Bread... 2.37 RICHMOND -CHASE Co ‘geaeess 104.551 64h "FRaNcIsco, BREWING CORP. SCHLITZ BREWING CO., JOSEPH 
Products an) ee a See S137 Burgermeister 62,053 139,477 
Purnaw's SONS, G. P 90.147 RINEHART & CO., INC. icin SANTA FE ViNrace co. oceans senior BREWING CO., JACOB omen 
lpurwaw ine. 7 o . anreatc SAVANNAH SUGAR REFINING son SUHMIOT & Sons INC. C 209.554 
; | Klutch .. 702 Rit t Liters 961 CORP. ....... . x 
: RITTER CO. i“ ¥ 49,275 Dixie Crystals Cane Sugar “ "By - “Seep 982 
a — Senn It. eereerreres 77 aah SCANDINAVIAN AIRLINES svsTEM 90,682 SCHOENLING preererry co. mania 
948 SCA 
QUAKER OATS CO 509 catsup ws cas sea + 
P ’ t Aunt Jemima Cake Mix a 414 ma Chili's Sauce Relish . 11,010 SCHAEFER BREWING CO., F. & M. 6a, 2 rena 82,035 
Aunt Jemima Cake & Pancake Mix 7 | - 
Yes, it b) Importan Aunt Jemima Corn Meal ..... 10,399 
Aunt Jemima Mixes ............. 1,741 
H ’ Aunt Jemima Pancake Mix . ‘ 398.880 
, 0 | Nl A C e Aunt Jemima & Quaker Corn Meal 4.599 
< Aunt Jemima Products ........ 9.569 i 
” Biltmore Tuna i 16,883 p 
About Tacoma Ful-O-Pep Feeds... 2.2... 36.672 B 
Ken-L-Biskit 145,689 if 
Ken-L Dog Foods 79.279 ; 
| ae L —— ere = = é 
other's Oats ‘ t 
says D. W. Rennewanz, Muffets .. ae 95.710 7 . a . . 
. : . Pettijoh ° 862 @ } 
Hotpoint District Manager Pussn ae Cat’ Food 30.753 plus hard hitting, intelligent | 
uaker Cereals oe : 
for Seattle, Wash. Quaker Corn Meal 38.326 i 
Quaker Grits cai 385 : 
Quaker Macaroni Products aan q 
. Quaker Oat ; 5,021 4 
“We know from experience that y mena Oats Cereals of 893 | 
Quaker Puffed C Is 491,756 
Tacoma must be fully considered onaae Puffed Grains 2.753 t L 
; Quaker Puffed Wheat 1,736 
a in any sales campaign in the Quaker Puffed Rice 11.028 A T | a] E L 
3 ‘ e Quick Mother's Oats 29,782 
rs Puget Sound area,” says Mr. Quiet Quater Oats a's . 70,500 | 
ck Quaker Oats wick Mother's 
; Rennewang, Seattle district g~ 149.360 ° Hy HY 
ee ee coal Gide noe get results for National Advertisers in the Northwest 
manager for Hotpoint. “First, QUALITY IMPORTERS INC 324,790 
‘ mbassador Scotch f a 
Tacoma must be treated as a O14 Bushmill’s Trish Whisky vos 2 If you want to move goods and services 
x ° Ich's Wi ° 645 . . * : ° 
market that’s separate and dis- | ouiuy co Inc. Kd. instead of just buying white space, it 
4 tinct from Seattle. Second, it | S*ffy Shoe Polish .. 40,212 will pay you to see what we offer 
> , 
a must be given strong merchan- R With a combined circul of 716,352 reaching a 
“i dising at the local level. Other- wy A ey 2.76.70 city and country population of 4,847,708 (ABC City 
; wise a large portion of the = a Wh 16.075 and Retail Trade Zones), the papers of the Northwest 
é Weass Seand celes gutectiel be RCA Victor Radio, ‘ome 30,006 — Press Association would be a good buy on any 
” & Players .... 1,096 " * — 
lost. , USE THESE "KEY MARKET . ‘ 
= Victor Records P Bo aus TRADE AREA DAILY NEWSPAPERS TO But this is by no means our entire story. Specifically, 
Institution) -...-.. 197,492 ES eS VOUS SASS PUREE « - - what we offer is the high readership always created by 
Products eoece . MINNESOTA Dickinson Press Samus 
And we say: “Think TWICE about —_—| RADIO-KEITH-ORPHEUM CORP Athest tee Bibene Fargo Forum local news and local editorial features, plus the known 
Tacoma @ separate, distinct | Motion Pictures ; 443,146 Austin Herald y aay ae power of local merchandising services—which no na- 
A A Lait Bt 7 ° : : 
market, effectively covered ONLY ir ILROAD INTERREGIONAL 410,460 Brainerd Dispatch Mandan Pioneer tional medium or big-city newspaper can hope to match. 
by the dominant News Tribune RAINIER BREWING CO... 121,408 Crookston Times pe ye ae All business is local, and the “localler” the better. 
SE shidawaesracdnne 11,264|] Fairmont Sentinel alley City Times-Recor Proof? We have all kinds of it! We h —_ 
Ask Sawyer, Ferguson, Walker Beer .. 110,144 Foribault News WISCONSIN roo iB e have a in is of it! e nave nationa 
Company —_ — co an Hea .4 Falls Journal Ashland Press advertisers in the home appliance, automotive, food and 
Ralston Cereals 219.576 testes Tete: Falls Journal nee one ox + en gee grocery specialty fields whose advertising and sales suc- 
— Cereal Be} a Jonesville Gazette . cesses are sensational ... And in every case, the formula 
Walston & Shreties peri sr seen an teste Matt Herald involves localized impact on the dealer and all his cus- 
a’ ex r e ing Republi . : : a . . 
Ry Krisp 19,700 Rochester Post-Bulletin } vemny A al tomers, combined with merchandising in which we par- 
Shredded Raiston ‘Wheat Cher 158.583 Stitlecter Casstte Superior Telegram ticipate. Ask the boys at Campbell-Mithun, BBDO, 
nanoow HOUSE INC pares Vir inia Mesobl News Wiscentin Rapids Tribune Erwin, Wasey, R&R, or—better yet—ask us. Chances 
timer tribune . . 
RAND. SMCHALLY & CO wea Winona Republican-Herald 1OWA are we have a successful case history right down your 
25,985 Werthington Gte M City Globe-Garette alley which can be adapted to your n M h 
RANGER JOE INC Sioue Clty Journal: Tribune sf “ P y eeds. May we hear 
s , ncer Reporter 7 
asnnrea! 32,558 SOUTH DAKOTA Spencer Repo from you 
H PACKING CO ° Aberdeen American-News 
Jews rij yu Black Hawk Meat Products 3us.80e |] "fees tee come & Maines 
RAYCO MFG. CO. INC ; Mitchell Republic 
pore ERROR ata Ae vineon are” 176857 |] Rapid City Journal NORTHWEST DAILY PRESS ASSOCIATION 
: ag eo MFG. CO 162.841 Sioux Falls ~ ie at od 
vision 7 w. + rt Hi al ini n -. 
READER'S DIGEST ASSN pera a cn reeorn abel 435 PALACE BUILDING * MINNEAPOLIS 1, MINNESOTA 
agazine éuseue . KOTA 
and K TNT REARDON CO 233,489 . a 
Bondex 150,024 Bismarck Rody or : 
~ Devils Lake Journa 
Transit Radio — aace** 7 Pr * For full information, contact Ray Rode, Executive Secretary 
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&§ In Philadelphia nearly everybody reads The Bulletin 
3 Evening and Sunday 
ADVERTISING OrFices: Philadelphia, Filbert and Juniper Streets * New York, 285 Madison Avenue 
National Advertising Representatives: Sawyer Ferguson Walker Company © Chicago « Detroit °* Atlanta ° LosAngeles ¢ San Francisco 
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SCHOLL MFG. CO. INC 
Air-Pillo Insoles ... 
Bramidrosis Powder 
Foot Balm sos 
Foot Powder . 


roducts 
SCHULER FOODS INC. 
Aw wed Gags 
Prod 
SCHWARTZ & CO. INC., WM 
Wearing Apparel . 
SCOTT PAPER CO 
Cut-Rite Wax Paper 
Scot Tissues .... 
Scot Towels 
Scotties 
Soft-Weve Tissues 
ee Tissues 
Produc 
ey t ‘SONS co.,0.™ 
- Seed Products 


schignen's SONS, CHARLES 
scaiPto INC 


ns & Pen 

scuDDER Food. *pRODUCTS 
Laura Scudder Dressing 
Laura Scudder Food Products 
Laura Scudder Mayonnaise 
Laura Scudder Peanut Butter 
Lavra Scudder Potato Chips 

SCULL CO., WILLIAM S 
Boscul Coffee 


SEABOARD AIR LINE RAILROAD 


SEABOARD PACKING CO 
Neptune Sardines . 
SEABROOK FARMS CO 

Frozen Foods 

Frozen Vegetables 
SEALY INC 

Mattresses ...... 


Fact No. 2 


MANUFACTURERS’ 
SALES BRANCHES’ 
SALES 


Fact No. 3 


SEECK . A ee INC 
Pertuss: 

SEEMAN "BROS. “INC. 
Air Wick .. 


White Rose Coffee ............. 


White Rose Coffee & Tea 
White Rose Bag aconen 
White Rose 


241 SEIDLITZ PAINT & VARNISH CO. 


Multitint Paints & enna ; 
Seidlitz Paints ...... 
SEMLER INC., R. B. . 
tome rol Tonle esac 
Krem!l Sha 
SENTINEL RADIO CORP. 
Television... ces eune 


1 
SERUTAN CO. ......... 
56 


Geritol ....... 

Gerito!l & Sedage! 

Geritol & Serutan .... 

Histaline éa 

Lt & Serutan ee 
R.0.X. 


R.0.X & ‘Serutan 
Sedagel .... 
Serutan ......... 
SERVEL INC. .... 
Electrolux Products 
Servel Gas Air Conditioner 
Servel Gas Ranges 
Servel ~~ paaencate 
Products ........ 
SEVEN-UP CO. ....... 
aaa 
eee 
Products .......-+.--- 


la oy Cognac bacabececess 
Te GUE scececccecceece 

—r PEN CO. W. A. ... 
Pens & Pencils ...... 


SHEDD- GARTUSH FOODS INC. .... 
Keyko Margarine .............- 


SHEINKER & SONS INC. W..... 
Holland House Cocktail Vix ..... 


Holland House Collins Mix 


a «ea EES . 


a 
Fuel OW... ences 
Gasoline & Oil ..... 
Institutional ....... 
SHERWIN-WILLIAMS CO 
Acme Quality Paints 
Paint Products ..... 
Rogers Paint Products 
SHULTON INC 
Early American Old Spice 
Lotion & Shaving Cream 
Shulton Preparations 
Shulton Shampoo ... 


a 
SHWAYDER BROTHERS INC 


Samsonite Luggage .. 
30 SICK’S SEATTLE BREWING & 
MALTING CO. 


La Magnita 


38 Ci 
SIEGLER ENAM L ‘RANGE co 


Gas & Tl ne és 
SILEX 


SIMMONS TOURS ..... 
SIMON WATTRESS MFG. CO. 
Serta Mattress ....... 


ae 6 aeeeeenerss 


Gasoline & Oil 
SIROIL "TABS. INC. 


700 ae INC 
73,196 Skil Home Shop Tools ......... 


BIG FOOD FACTS 


About the 


YOUNGSTOWN 


MARKET 


Retail food sales of the Youngstown “metropolitan area 
for 71951 totaled $142,746,000, ranking 34th among those 
of all the nation’s metropolitan areas. Retail food sales in 
the city of Youngstown for +1951 amounted to $62,185,000, 
ranking 54th among those of all the nation’s corporate 
cities—higher than might be expected from Youngstown’s 
1950 census ranking of 57th in population nationally. 


Youngstown is strategically located close to a population 
of over 2,500,000 in twenty-one counties of Ohio, Pennsyl- 
vania and West Virginia. It is only two hours away to the 
most distant county, with numerous first-class highways 
providing quick delivery from warehouse to retailers’ 
shelves. National food manufacturers (such as H. J. Heinz 
Company, Best Foods, Standard Brands, Kraft, Swift, 
Armour, Cudahy, Carr-Consolidated Biscuit Company, Na- 
tional Biscuit Company) maintain branch sales and ware- 
house facilities in Youngstown to service this convenient 
and profitable twenty-one-county wholesale market. 


Manufacturers’ food branches (with stocks) located in the 
Youngstown metropolitan area did a total sales volume in 
*1948 of $19,700,000. This volume was exceeded in Ohio 
only by the Cleveland, Cincinnati and Columbus metro- 


politan areas. 


Consistently for many years, the YOUNGSTOWN VINDI- 
CATOR has ranked within the first three newspapers in 
Ohio in volume of retail grocery advertising. The VINDI- 
CATOR circulation daily and Sunday reaches almost 
everyone in the Youngstown metropolitan area, assuring 
a food manufacturer maximum coverage of this major 
food market at minimum cost. 


Poungstown Vindicator 


KELLY-SMITH CO., National Representatives 


*Source: Department of 


*Sales Management 


Commerce 


Survey of Buying Power 


Advertising Age, June 23, 1952 


sere r oe GAS CO... 130,218 
SOUTHERN CB. ..nccrccccccee . 73,109 


64,642 SKINNER FG. Th As cecewuacedes 34,311 
8,554 Macaroni & Noodles ‘ S Georgia Power Co. ......... 38,798 
882,786 Raisin Bran ............. — COMFORT CORP. 
11,894 —— A os ae 2 i ein ene es 06.066 41.648 
4,855 vee SOUTHERN. NEW SEGLANS 
663 sKy “coach "AIR TRAVEL TELEPHONE CO. .............. 52,479 
57,374 NCY SOUTHERN PACIFIC CO.......... 339,085 
633,283 SMALL BUSINESS ECONOMICS SOUTHERN RAILWAY “svstew 151,265 
_. (> Ferrer SOUTHERN SPRING BED Co. aan 64,789 
604,326 SMITH INC., ALEXANDER ....... 38 Southern Cross Bedding .... 30,911 
7,934 Carpets & — ae RIE —— Cross Mattress .. - 19,729 
Linoleum . ; ae 7 EL, nignd sa ndne ee 14,149 
Tex Floor SOUTHWEST ‘AIRWAYS co. es 31.188 
85,438 SMITH CORP.. A 0. ens se SOUTHWESTERN BELL 
aeaee| Permaglas Water Heater ........ TELEPHONE CO........ 231,372 
9,958 Products . ins sag toy gel LIFE 
3 740 a ~~" BROS. INSURANCE CO. ........ 54 36.509 
se eereeees PALOING a t. "ING, A. G. 
32,497 smi BROS. MFG. co. . 4 - “0 sikdade diane 92,822 
ov eeesesescsccecs A 
SMITH 1 CORONA TYPEWRITERS “SPEEDWAY Y vPermOLEU Co, ae 91,245 
54,519 i 4. (SQUIBB & S0ns. oT (ee : 765,460 
Pa0 9655 es RES 2020-66 Lentheric Preparations .......... y 
28,845 | suit "KLINE & FRENCH LABS . Squibb Cod Liver Oil... 20/551 
Cream .... 2... -seeeeee Squibb Dental Cream pian 31,809 
COCOC CHEE eee eeee bb nt. 1 r 
33.501 | snow CANNING CO. INC., F. H So ° 263,131 
7,612} EEE ocnéontdesccoves 155.873 
31.889 SOCIETY OF THE SISTERS OF 164.697 
179,787 E HOLY NAME ca 2! 15,537 
103,851 SOCONY VACUUM OIL CO. INC. ... 85.463 
75.936' Gasoline & Oi! .......... ° 855,200 122,028 
51,333 General oun Corp. 97,445 
PUNE: da deccdcgnedeegsesccs 22'888 
133,797 Macro ‘Petroicum Products .... 1.695 
rrr 
248,830 Mobil Tires ........ ose 78,719 
ras) mene ee... an STANDARD BRANDS We. |<2/. "7: 4.771.917 
602'609 SOUTH AFRICAN ROCK Lette SS 
1.136.399 SOUTHERN BELL TELEPHONE one en —~  agal aa 
94,055 & TELEGRAPH CO. INC. ....... Chase & Senhora Coffee ......... 736 507 
Chase & Sanborn Instant Coffee .. 560,835 
Chase & Sanborn Products ...... 88,696 
Fleischmann’s Bond Whisky ...... 32,696 
Fleischmann’s Churchill .......... 48,657 
Fleischmann's Distilling Corp. 
MED ccccdscdnedeseccesce 25,761 
Fleischmann’s Gin ............- 121,448 
Fleischmann's Preferred Whisky .. 499,717 
Fleischmann’s Yeast ............ 4,074 
Fleischmann’s Products .......... 43,049 
Olde Heirloom Whisky 
Old Medley Whisky ............ 
kk. ree 
Royal Baking Powder .... 
Royal Desserts ......... 
Tenderleaf Instant Tea ... 
Tenderleaf Tea ........... eos 
bn . _ Lane eecssoveccecoes 
| STANDARD BREWING CO. INC. 
WUD BIO ccccccccccccces 
| Geeeert Beer cc ccccccacccccccce 
— ~y cccccvecesocsoce 


Bee 
| STANDARD CANDY &. 
| Betie Camp Choco 
| STANDARD FRUIT ry ‘STEAMSHIP 


OE adavenceeensadgesievenses 25,284 
—— as GB. cccvcces 96,021 
S SEED nas catenenwacenes 10,082 

Ceresota ‘Biscuit BE ccccccccese 15,699 

OS) ee 37,236 

Hecker’s Biscuit Mix ........... 1,434 

SE Ee ‘sxicenonsvensase 31,570 


| STANDARD OIL CO. OF CALI- 


OR ccccccccccccceceescoos 61,878 
| Gasoline & Oi! 679,333 
Heating =. 21,871 
Ortho Product 48,062 
Standard = Co. (ar 9,810 
POTEET CCT CTT TTL 2,802 
STANDARD von CO. (INDIANA) .. 905,787 
Garslinn & OM 2. .ccccccccccccs 717,786 
Utah Oi! Aetining GE scrccsesce 5,822 
Rear 182,179 
wy bee _ IN KENTUCKY 
bok Ged diner nea 36,555 
“STANDARD wii CO. (NEW 
RbAadstsedegeeeseeee 1,273,419 
Atlee” pina WE cescceecs 6,105 
Carter Oil Co. Products ........ 29,738 
“|. J rea 5,365 
Esso Oi! Burner .........-0-55 238 
DUE svvadeesdodcecseuedneosens 122,788 
Gasetie® BOD wncrcccccescvesse 976,633 
Humble Oil Co. Institutional .... \ 
Humble Oi! Co. Products ....... 107,706 
| STANDARD OIL CO. (OHIO) ...... 453,333 
Sohio Aerosol Bomb ...........- 6,838 
Sohio Fuel Oi! .. 13,829 
oeaine a Oil 350,913 
ee RR re 79,753 
—_ werzei & CO. INC. 
Ment Products ........0..--.. 44,342 
| state FARM TnsuRANCE GB. nce 28,952 
STATE M IFE 
ASSUR. NCE ton aebbsesecasece 30,606 
Ree 103,719 
| STEGMAIER BREWING CO. 
TY Pe 97,406 
STEmLane BREWERS INC. 
_ 3 eee 197,393 
STERLING DRUG BS .slbhcanenve 2,386,191 
Beer ROB wccccccccccces ° 934,362 
GRABER coccccccccccccses . 10,931 
Campho-Phenique .............. 121,109 
i —- Phenique Powder ........ 35,009 
f GE cenkcaustssihekeqesne’ 174,729 
Or. Caldwell’ $ Senna Laxative .... 103,864 
Dr. Caldwell’s Syrup eves somes 3,769 
Fleecy White Bleach ............ 98,671 
Jaynes P. W. Tablets .......... 97,193 
Little Bo-Peep Ammonia ... ; 72 
Little ~~ Blue Bluing .......... 6,772 
eee 103,630 
Phillips’ Milk of Magnesia ...... 419,799 
GP ED sivecaonnsctoces 30,171 
z >. Baby Powder ... ‘x 162,040 
EE a eet dekabdanctste-es 11,242 
STERLING INSURANCE CO... ‘ 92,551 


PORT HURON 


| Retail sales MINCREASED 480% 
|in the last 10 years. Your o- 
vertising in the PORT HURON 
|TIMES-HERALD will cover 
‘that market! Our MERCHAN- 
DISING DEPARTMENT will 

help you! 

SEND FOR OUR PORT HURON MARKET FOLDER 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 

‘in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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—— ~ ee Corp. 


STITZEL Welter DISTILLERY ... 
till 


Cabin St 


STOKELY-VAN CAMP INC. . 
Honor Brand Frozen Foods ~ 
Honor Brand Frozen Fruits 


Honor Brand Frozen Orange Juice . . 
Honor Brand Frozen a oe 


Stokely’s Canned Fruits .... 


Stokely’s Vegetables ............ 


Stokely’s Products 


Van Camp's Chili Con Carne... . - 


Van Camp's Spanish Rice 
A an Camp's Tamales 
Van Camp's Products .. 
STOPPERS INC 
STORZ BREWING CO 
Goldcrest 51 Beer 
Storz Beer 
STRAUSS & CO., — 
Wearing Apparel 


STRCEHMANN BROS. BAKERY .... 


SED até6.é00000060000660 
Product 
STROH BREWERY co. 


‘ohem Bee: 
STROMBERG. CARLSON 7” 
adios sie 

Radio & Television 


Television ........ ; eens 


Tru 

SULLIVAN INC., RG. 
Dexter Cigars 
Dexter & 7-20-4 Cigars 
7-20-4 Cigars .. 

SUN OIL CO. .. 
Gasoline & Oil .... 
Institutional . 

SUNBEAM BAKING co. 
ie oe ‘ 


sunoeam OO" gee saderatee 


Coffeemasters , 
CD Scccticeaveaes 
Mixmasters 


Shavemasters oe 
PUREED 90040000008 
— BISCUIT INC. 
WOES a0606<s0reces 

SUPREME BAKING CO. 
rr WE cdccoccecosces 
SWANSON & SONS, C. A. 
Chicken & Poultry Products .. 
rr 
SWEETS CO. OF AMERICA 
\ ff eae 
DEES MEG cccccesncee 
Alisweet Margarine .. 
Armstrong's Bird Brand 
Meat Products 
Blenn Plant Food 
End-O-Pest ...... 
End-0-Weed .. 
Towa Packing Co.. 
Jewel Ol) =. os aie 
Jewel Shortening | 
Mayrose —_ Products ... 
Pard Dog Food .......... a 
Peter Pan bl Butter 


Peter Pan Products ........... ; 


Quick Arrow Soap Flakes . 


St. Louis Independent Packing ee 


Swift'ning .. 

Swift's Baby Food ne 
Swift's Brookfield Butter... 
Swift's Brookfield Cheese 


Swift's Brookfield Dairy Products res 


Swift's Ice Cream ..... 
Swift's Meat Products 
Swift's Peanut Butter 


Swift's Poultry Products . ae 


Swift's Premium Chicken .. 
Vigoro Plant Food — 
Institutional ...... 


Products ....... PEER 
SWISHER & SONS me. JOHN H. 


King Edward Cigars ....... 
SWISS AIR TRANSPORT co. 
— CHEESE ASSN. 


SY KES SERVICE 
Hernia Control ...........+-- 
CE | ntesccss 
SYLVAN SEAL MILK INC. 
Cottage Cheese 
Cream Cheese 
Ice Cream 
Seal Milk 
a. 


Produc 

SVLVANIA ELECTRIC 
PRODUCTS INC. 
Lamps 
Radios .... 
Radio & Televis 0. 
Institutional 
Television 
Products 


TAMPAX INC. 


TE, nn cc0cectoet¥oseees 
TAYSTY BAKING CO. ........ oi 
VRGNRNG ccc cccveseccccss 


Tasty- = 


DEEN knccaccnecencnedseoes 


be 2 assh pf U.S.A. INC. 


a Cou 
TECHNICAL tou & CHEMICAL 


works I 
Red Devil Paints . 

TEE JAY PHARMACAL co. 
B-Thin Tablets ............. 


TERRE WAUTE BREWING CO. INC. 


Champagne Velvet 


TERRYLAND DAIRY CO. ......... 
TETLEY TEA CO. INC. ........... 


TEXAS C 


Gasoline & Oil ......... 00 ee eee 


Old Elk Whisky SeSheeeenecsdes 
Old Fitzgerald Whisky ......... 
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| 

793,319 | 

| 

29,596 | } 
394,974 

374,002 | 

20,972 | 


107,135 | 
1,741,897 | 
435,895 


11,791 | 


105,597 
48,396 


QUINCY 


MASSACHUSETTS 


Fourth (4th) Market in Massachusetts 
Covered By The 
QUINCY PATRIOT-LEDGER 
$156,101,000 Effective buying 


income 


$109,128,000 Retail Sales 


Quality of market index 124 
Advertise and sell in Quincy 
ASK FOR OUR RETAIL DISTRIBUTION SURVEY 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 

in all principal advertising centers — 
— GET OUR CITY ZONE FOLDER — 


is the 


ebraska- 


fei lowa 
Market? 


Population: 
1,551,263 
Families: 
430906 


Buying Income: Ey 
$2,295,314,000 


Retail Sales: 
$1,756 664,000 


(1952 Sales Management Survey of Buying Power) 


World-Herald Circulation 
in Other Adjoining States 
8A401...... Daily 
Ge sses Sunday 


NEBRASKA 
368,197 Families 


World-Herald Circulation in Nebraska 
217,442 Daily —226,173 Sunday 


62,709 Families 
World-Herald Circulation 


World-Herald Coverage 


World-Herald Coverage 
59% Daily—61% Sunday 


Get These Market Facts: 
Send today for these booklets 
—1952 Circulation Analysis of 


the Nebraska-Western 


lowa 


market and the 1952 Consumer 
Analysis of the Omaha-Council 
Bluffs market. Address request 
to the National Advertising De- 
partment, Omaha World-Herald, 
Omaha, Nebraska, or O'Mara 


and Ormsbee, Inc. 


aout of J ramilles 


in the BIG Nebraska-Western lowa market 
are reached by ONE Newspaper— 


Shortcut to Sales: The World-Herald delivers 
100% coverage of the Omaha City zone, then 
goes outstate into 143,621 homes in Nebraska and 
Western lowa. A big prosperous market covered 
thoroughly by ONE big newspaper means a low- 
cost selling opportunity for the advertiser. 


Omaha World-Herald 
O'MARA & ORMSBEE, National Representatives 
250,328 Daily — 259,140 Sunday 


(Net Poid Circulation for 12 Months Ending Morch 31, 1952) 


Dolly = 23.635 Sunday 
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TEXAS ELECTRIC SERVICE CO 42, WE  niscnscsncesasegacans 279,827 Udga Tabiets . hon caceonwaee 38,626 UNITED STATES repmepenened ..» 1,238,418 V- -- we 
TEXAS & PACIFIC RAILWAY 60,132 TIMKEN- DETROIT AXLE co 190,851 UNICORN PRESS INC. 1,417,517 Bip FED cccccsce 99,16! raphs 28,480 
TEXAS RAILROADS 36,350 Gas Heat 2,679 American Puzzle Contest a a . Air =. ébeqnsneses Ey | van "cAMP SEA Fooo ‘CO. INC. 434,183 
NYLHIST Oi Heat 1,658 Books . pernsiee . 5 rmy Recruiting Service 36 icken o 
aw —" 27,128 Silent Automatic Burners 186,514 UNION CARBIDE & CARBON CORP.. 1,259,336 Army Reserve Corps . 52,16 White Star Tuna ........ 33,624 
THOMAS INC. S B 165.398 TIMKEN ROLLER BEARING CO Eveready Flash Bulbs 67: Marine Recruiting vere 8,760 Chicken of the Sea Tuna .. . 301,486 
Bread 144,655 Bearings ‘ 132,020 Eveready Flashlight 7,678 Coast Guard as ; 7,466 White Star Tuna Fish ; 99,073 
English Muffins 20.743 TINTZ CO 84.656 Eveready Flashlight Batteries 840.562 WAC-WAF Recruiting ancclenanthed 20.031 VAN PATTEN PHARMACEUTICAL 
THOR CORP 202.037 Marlene’s Hairwaving Shampoo 43,044 Linde Air Products Co 23,692 UNITED Staves GYPSUM co. 58 SPP Tree 61,959 
Washers . 79,752 Mynex Tablets 11,309 = Prestone Anti-Freeze 352,822 — Texolite ‘ 51.579  Allimin Tablets ........ ovees 374 
Products 22.285  Tintz Cream Shampoo Hair 6-12 Repellent 12,737 Products ... 6.517| Eazamine Tablets ...... oe 61,585 
THORNTON & MINOR CLINIC Coloring : 14,864 Products ...... 14,132 UNITED STATES LINES co. peg Se 135,473 VANDERBILT BETTER TouRS .... 26,166 
& HOSPITAL 37,852 Tintz Cream . aa Tint .. 13,056 Institutional a 7,039 Panama Pacific Line ...........- 26.793 VETERANS HISTORICAL BOOK 
THYAVALS INC eae ‘ Tintz Produc : 2.383 UNION ELECTRIC CO .- 141,512 United States Line i 106,680 | SERVICE ..........cseeseeeee 139,630 
Orvita & Thyavals 40,178 TOBIN PACKING CO. INC 75,058 UNION OIL CO. OF CALIFORNIA 236,186 UNITED STATES MACHINE core. VICK CHEMICAL CO. ..... ie $23,033 
TIDE WATER ASSOCIATED OIL CO 279,230 Arpeako Meat Products 60,247 Bif Spray ........ . 2.639 Winkler Oil Burner ............ 25,309 | Prince Matchabelli Preparations 1. 
vel Oil 2,570 First Prize Meat Products 4,048 — & Oil 229,108 UNITED STATES NEWS Seaforth Preparations ...... ; 7,483 
Gasoline & Oi! 276,660 Tobin Meat Products 10,763 Institutional : 4,439 ~& WORLD REPORT Ne 132,659| Vicks Inhaler ........... 13,945 
TIME INC 780,617 TOLEDO EDISON CO 56.883 UNION PACIFIC RAILROAD 544.885 yNITED STATES RUBBER co. "911/749 | Vieks Vaporub mae 597,042 
Fortune 44.588 TONSILINE CO 33,182 UNION PHARMACEUTICAL CO. INC. 153,686 ~ Fig Tires a DOME IE ha vhsnsaenkeasssskon 202,708 
Life 456,202 TOSAN DRUG CO ew wenn perm <<) 802469 | viking PRESS INC. 
Dorm 26,766 Inston Cold Tablets 47,215 Royal Tubes 44,302| Books ....................... 37,607 
> ST gr — | TRAILWAYS OF NEW ENGLAND INC. 65.253 | poets en 84,147 117/999 VIRGINIA ELECTRIC & POWER CO. 25,333 
Yy Bus Transport UNITED AIRLINES 98,986 
ROCK MOUNT vasnegcess Ale lines a > 26-213 | UNITED BigcUtY Co. OF — wae .- be ae 105,235 | ira” FOOD “noe eee \ia.cce 
veces 3 Bowman Biscui b ee I paaees . 
NORTH CAROLINA THEE SWEET. PRODUCTS CO... are] pa eee deals UNITED STATES STEEL COP. <<°.  218S8/"“Ehsow paste eno # Sef 
One of the nine LARGEST cities | bemon Juice ..... 38.389 | Keebler Weil Baking Co 190.573 Cyclone Fence .......0.cee sees 12,753} Herring .....--seeeeeeeseeees 31,095 
, ’ . range 1 PPTTTT TTT TTY TTT TTT 4 anchester Biscui s 
in North Carolina, offering a field jaan .. 2.189| terceae —s a 11957 EE cana cdardinsiouoked 206,536 W 
. » Mz f } UNITED STATES TOBACCO CO..... 38,323 
rich in Agriculture, Manufacturing, TREO CO Ine Quality Biscuit Co. 5,573 | "tose Tebacee 3 
Tobacco Culture and Marketing and | _ Foundation 56,193 | Senver Biscuit Co. s 3 ea eowere te eee” 34,425 |W Loe sgl RAILROAD ........ 72,004 
TRIMOUNT “CLOTHING co. Streitmann’s Biscuit 39,539 . NC. 
served by its only newspaper, the ~ Wearing App 41,626 | UNITED DISTILLERS e AMERICA — hry ae 122.778 |p WOES, anna ono anna 53,603 
" y ee . 
Evening and Sunday Telegram ‘FUCKING IROUSTRY } NATIONAL” 101,333| INS "ca 64554 UNIVERSAL PICTURES CO. INC. pan WALKER. —— ee WORTS © nenaes 
 »  — signed FS 5 ‘apeeeet , Motio. Pictures . . - BR La ‘489. 
SEND FOR OUR STANDARD maRKeT DATA BOOK TUCKER. NANCY, I c Lesesscess MOB gate Cees ane ot 135563 UTAH POWER & LIGHT Co. 27.948 Corby's Reserve Sane Sksenes be ytd 
Nationally Represented vy TWENTIETH CENTURY-FOX FILM | 8 Bananas wake 33,149 we oy * APPLIANCE CORP. ...... Pays} G & W Five Star Whisky ....... 2.235 
wi j; CORP reat White Fleet . 109,555 ir Cooler ...-.-..-++--seeeree . G & WSeven Star Whisky ....... 95,103 
gee ie i co. Metion Pictures 130,044 | united rUnL oan co 32.875 Gaffer's & Sattier’s Range ....... 43,505 | Gaelic ola Smuggler Whis! 7 
he Ward-Griffith Co. maintains offices | UNITED GAS CORP. 78,732 Grand Macnish Scotch 220 
in all princi centers United Gas Corp.. 55,298 Hiram Walker's Brandy 725 
— GET OUR — ZONE FOLOER — [PRU 56,832 United Gas Pipeline ‘Co 23,434 V.C.A. LABS Hiram Walker's Gin .... 5,088 
| Ru-Ex Compound 18,206 | UNITED JEWISH APPEAL pe errr eee 35,711 — Walker's Products es 
mperia BAe oes > 
oa iat Taylor & Co. Products, W. A. .... 7,279 
Walker's Deluxe Whisky ......... 435,756 
Wight's Sherbrook and hecauaes 46,616 
William Penn Whisky ........... 13,943 
WALKER’S AUSTEX CHILI er 51,894 
Austex Beef Stew .. ie 9,454 
EE: ede cawawne Soe 21,927 
Austex Chili & Mexene .......... 7,013 
Austex Chili Con Carne & Tamales . 552 
— — PONE cvcccvcces 2,977 
SUE an db swanihesenccases 4,971 
WALL “STREET JOURNAL .. 261,932 
WAND _ co. 
Pere . 152,763 
WANZER & SONS, SIDNEY 45,397 
Tn MN Asvcedeeeeesaes 6,188 
— rrr 39,209 
WAPLES-PLATTER CO. 29,744 
: White Swan Coffee 18,010 
/ White Swan Tea 4,443 
3 Products .... 7,291 
5 WARD BAKING CO. .. 131,506 
; Paradise Fruit Cake .. 58.611 
: Tip Tes ae 71,236 
§ EE eet b hha sk dias apawada 1,659 
: WARNER- MUDNUT INC. ws 275,782 
: Richard Hudnut Permanent Wave . . 97,219 
a Richard Hudnut Preparations ..... 3,421 
Richard Hudnut Shampoo ........ 1,743 
SPEEEE ances tcpaseseces 128,157 
STORM cc ccccccceccse 30,896 
Sloan’ . te ombbe sees 1,133 
i ae eer 13,213 
WASHINGTON GAS LIGHT CO. .... 32,769 
i WASHINGTON STATE APPLE 
ADVERTISING COMMISSION .... 112,611 
by ed STATE DAIRY 
COMMISSION .......00-..2005. 25,869 
' WASHINGTON STATE FRUIT 
COMMISSION ......... 30,898 
WATERFILL & FRAZIER 
DISTILLERY CO e 80,894 
% war An co. E. 
€ SECM ccccessereeesnse 60,525 
: WATER MASTER CO. IWC... 88,762 
: MPUEE ccccceseces 19,170 
i Toilet Tank Balls ............. 592 
: ay PUBLICATIONS INC. 
ea cas 2, as 295,671 
: WEGMAN & CO., S. J. 
Women’s Apparel .............. 25,380 
, = my A MFG. co. 
— ws I i a free = == = == Wearing Apparel . 47,291 
: WeLen meRAPE. Suice GD. ccccce ° 331,328 
: Frozen Grape Juice ........-.+5+ 1,619 
Frozen Grape Juice & Grape Juice . 223,361 
pan ol — peas escecenseeeeee 102,698 
nibonennenie see 3,650 
WELLINGTON SEARS GO. ... 20005 52,768 
Martex Towels ......cccccccces 41,417 
PUOGUEES ccc ccccccccccccccccce 11,351 
—- = 
sian iesiiniildaials 59,099 
WESSON Onl e SNOWDRIFT SALES 
ih. sthbhedeesasceacecewevees 1,354,863 
Blue Plate Margarine Kekene cone 23,828 
Blue Plate Margarive & 
a. err 22,395 
Biue Piate Mayonnaise ......... ° 94,212 
Blue Plate Mayonnaise & 
| PEE GED ccncuscesciccess 33,776 
| Blue Plate Mayonnaise & 
| ES SEE 18,469 
P Biue Plate Peanut Butter & 
Sandwich Spread ............. 8,259 
Blue Plate Sandwich ous oneeee 1,487 
| Blue Plate Shrimp coeeee 11,117 
Blue Plate Products ............ 140,697 
| Crustene Shortening ...........- 83,895 
| Guilf-Kist Fish Products ......... 1,932 
Gulf-Kist Shrimp... eee ee ee 22,127 
Giles Caw GED .ncccscccccoss 5,629 
a ere 0,088 
Snowdrift & Sony ‘Drifted Snow . 34,129 
Snowdrift Shortening ........... 478,000 
Snowdrift & Wesson Oil 28,004 
ik errr 336,819 
WEST END BREWING co. 91,445 
Utica Club A 1,727 
Utica Club ol ° 80,013 
Utica Club Beer & Ale 9,705 
WESTERN AIR LINES INC. ...... 129,038 


SALISBURY 


NORTH CAROLINA 


MARKET 
MEDIUM 

COST 

Sell the heart of the rich and prosper- 


ous Carolina market through its only 
newspaper—THE SALISBURY POST. 
Nationally Represented by 
WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
centers 


in all principal advertising 
— GET OUR CITY ZONE FOLDER — 
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WESTERN BEET SUGAR WILCOX-GAY CORP.............. 29,238 Institutional erases 3,543 WISE . CO. INC., WILLIAM H. WISCONSIN 
PRODUCERS INC. . 241,484 Majestic Television. sae 25,217 WILSON & CO. INC. .....--.----. 547,966 = Books .... 6.0... ee eee eee 638.075 2 
WESTERN PACIFIC RAILROAD 54,132  Wilcox-Gay Radio & Television 4,021, BV. ........ errr tre 13.455 wise POTATO CHIP CO.. One of the FURNITURE 
WESTERN UNION TELEGRAPH CO. 53,370 WILDROOT CO “. 805,139 -Bake-Rite Shor ad ete eeeeees 37,318 Potato Chips .............. , 89,433 . or. win oar 
“oreast OG HARBOR CO. ; 165,366 Sonn Samaee & Hair Tonics... . =a reg A ones sees Ry 4 WOOD CO., JOHN MAN UF ACTURIN G CEN- 
reast hicken Tuna a a 962 CE POMS .ccweccoscoces 62, al Dog Food ..... . . Merion Gas & Water Heaters ..... 41,082 y > y ‘ 
ov salendpeieg 2.404 Shampoo... -..- 12365 Mor Canned Meat .........- 58.130 woacesTER BAKING CO. TERS of the WORLD. Go 
wesTinenoiise eeatee CORP. . 1,920,632 Product ee Sacwes 31,861 ArGarine ow eee eee . 26,846 Town Talk Bread 29,472 after sales in that market with 
Appliances ......... ; 21.880 WILLIAMS CO. J.B. .... ; 42,982 Meat Products .. eres 44.179 | wortp PuSLisning mesreh ’ : ; oe : Bdwns 
Gies Bane 2.22222 28,060 Aqua-Velva ........... Pee: 7233 Weekly, Bulletin... 267,367 Was 5a.6s3) Our advertising in the SHE- 
Dishwashers .. ~nenat 49.483 Conti Castile Shampoo .......... 1, SO rr ee al ye ee eee ee ‘ y 7 
MD $3300. yah $5,686 | SHON wees < 9.729 WILSON BROS. a yo cO., WM. se, oa BOYGAN PRESS. We will 
RD niecwss « os eaaaeaaa 8.607 Williams Shaving Cream ......... 14,181 Wearing Appare . sococe ae WRISLEY By OS Oe aaa 5 66 965 | COOPERATE! Pe 
Laundromats .. i iis 735 WILLIAMSON HEATER CO. ...... 28.561 WILSON LINE inc. Oliv-ilo Soap steereees C1o3| SEND FOR OUR SHEBOYGAN MARKET FOLDER : 
Laundromats & Dryers .. ; 135.976 Foraaaas POA LLCO 24.567 Steamship Transport oteaveees 52,470 | Ww SeSEsssceuses sate 3'006 Represented bj 
Milk Coolers .... : SE eas oo eases rae 3994 WINE ADVISORY BOARD . #3 306,651 ni a Maga tte e ences . 6 eel 
Radios 7.335 WILLYS-OVERLAND MOTORS IWC.” 738.516 WINE ah (OF AMERICA CRS 30.401 — aeons veers nntines ie = WARD-GRIFFITH CO. 
adio elevision k rrr ‘ ogen David Wine .....-....-- , ahd Rady * chad Reha hang m ; 
Thang am| aan. IL $5938) Products a pawew 66. 2.424 | Seasoning Flates & Powders .. Seems The Ward-Griffith Co. maintains offices 
Refrigerators ee carae 200,726 Station Wagons Peay: See 8.456 WI SCONSIN ELECTRIC POWER CO. . 95,663 Soup Greens.............. ; 15,085 in ol principal advertising centers 
: Sewing Machines . . 27,651 Willys Cars ....... aaoakd 663,863 WISCONSIN TELEPHONE CO. ...... SEMPt GD cesccsccccccccces . 33,445 — GET OUR CITY ZONE FOLDER — 
ie WE” abesevecis ne 712,660 isa a : 
Ag Vacuum Cleaners ........... 14,428 
— bapaadokes meek 248,005 | 
Se eke cane Latha 150,987 | 
WESTMINSTER PRESS 
gp eae pe 25,443 
WESTON LTD., GEORGE ......... 81,347 34 
Southern Biscuit Co. ........... 57,910 ; 
I rere 23,437 | 
WHEATENA CORP. .............. 61,402 
. WHEELING STEEL corp. 
Hand Dipped Ware: : 166,176 
WHITE SEWING MACHINE CORP. . 65,600 | 
Lge Sewing a ebneees 36,548 | 
* White Sewing Machi 29,052 


wieDWann BREWING co. GEORGE 


162,691 Y 
WIESSNER BREWING CO.” 
peep taal .. 68,703 \ 
WILBUR-ELLIS CO 
ILBUR-SUCHARD CHOCOLATE’ Co _— 4X 
ros WILBUR-SUCHARD CHOCOLA 
_ eeeeneeataue ner aertyan 49,616 = 


lid Beyer SAYS... 


CKFORD 


— | (at the Top in Illinois) ! 


Best Test City § 
in the Mid-West {| 


Population 126,876 A.B.C. City Zone 


ROCKFORD MORNING STAR 
aro Reve Rockford Register-Republic 


All Offices Co. Owned & Operated 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 
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76 
WYNN OIL CO ; Appliances ..... 
Lubricants 51,291 Dishwashers 
Electric Sinks 
Kitchens 


“i YOGURT PRODUCTS one 28,346 | Foundations 


t ‘ 
YARDLEY OF LONDON INC ‘ 286,747 | Z 
94 864 | 
Preparations 179.482| ZENITH RADIO CORP 
Products. 12,401 | Hearing Aids 
Phonevision . 


YOUNG & RUBICAM INC | 
Radios 
ore 4 oe — Radio & Television 


ve ibearbins “ 174,201 oa Players 
TOWN. enema MULLINS elevision 
be s core 541,025 Products 
ZONITE PRODUCTS CORP 
_— 


TORONTO, CANADA | 


Capital City of Gotan Canada’s Richest a Herman Joins Adler Inc. Statt 


lliiam Hart Adler Inc., 4 
pote go appointed Sam/| back with some healthy schedules. 


Provinee Having One-Third of Canada’s 
Total Population and 42% of Retail Sales— 
Bianketed by the 


TORONTO DAILY STAR 


cago agency, 


Canada) 
— 80% coverage of Toronto 


Ontario centers 
SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Ry 


Represented ln United States 


WARD-GRIFFITH CO. 
the Ward-Griffitk Co maintains offices 
in oll principal advertising centers 
— GET OUP CITY ZONE FOLDER — 


| YOUTHCRAFT CREATIONS INC 


Herman to its copy staff. For the 
— 400,000 circulation (largest in last two years, Mr. Herman has| was a bit bleak. During the first! with $289,748 a year ago. 
been in service. Prior to being re-|four months of 1952, 
called into the Army as a reserve] Jooked like this: 

— 50% coverage of 45 prosperous officer, he was assistant copy chief The American Weekly tallied down from $568,750 a year ago. 
$3,149,143 in ads, compared with Puck—-The Comic Weekly car- 
same months of ried $2,453,050, compared wath $2,-| 


of Gourfain-Cobb, Chicago 


WDVA Appoints Clarke 

Robert H. Clarke, formerly dis- | 
play director of L. Herman Inc., 
Danville, Va., has been named pro- 
motion manager of WDVA 


8 The Outlook Is Brighter for Comics 
and the Sunday Magazine Supplement 


Cuicaco, June 18—The “lean; in the same months of ’51. 
Parade’s ad linage totaled $1,- 
56.753|ments may be over 888,011, compared with $2,490,938 
612,868 There are signs along Ad Row| in the first four months of '51. 

Publishers Information Bureau’s 
22, 7 | large advertisers who deserted the figures showed that the 


59,694 


1,030,835 
at p44 | 


82 054 months” for the magazine supple- | 


ive which indicate that a number of | 


75,4 


back this fall. 1952. 
Chi- And it looks as if they will be 


About a month ago, the outlook} ried $240,549 in ads, 


the figures 


$4,909,335 in the 
| 1951. 526,025. 


jof 1952, compared with $7,455,766 last year to $1,655,532 


191660 | newspaper distributed magazines| Markets Group also was off—from 
lin late °51 and early "52 will be $1,836,769 in 1951 to $1,654,224 in 


According to PIB, the 


Tribune edition of This Week car- 


The New York Mirror Magazine 
was pegged at $461,325 this year— 


|@ This Week Magazine had $7,078,- @ The New York Times ! 
. Dan- | 392 in revenue for the first third however, was up—from $1,600,776 


- | ville. 
aE ; 
. HERE'S ONE ALONE! : 
One newspaper alone has mer- ° 
chandisable coverage of 20% or ¥ 
; more in only 13 Wisconsin Coun- ° 
ties (including the city zone). e 
wy . 
i ft . 
— 
| Auer ® : 
i ° 
| A 
And HERE'S THE SENTINEL - 
The Sentinel alone has merchan- : 
disable coverage of 20% or : 
more, in 15 Wisconsin Counties : 
(including the city zone). . 


Look What Happens 


When You Use BOTH ! 


If you want maximum effectiveness for you advertising in 
Wisconsin, you need both Milwaukee newspapers. One 
alone doesn’t do the job, as you can see if you look at the 
maps at the left. If you use just one paper, you get 
merchandisable coverage in only 13 (or 15) counties. 


But look what happens when you use both. The map below 
shows how the two papers effectively reach the major 
share of the Wisconsin market contained in 34 counties 
and 5 additional key cities. 


Of course you need both Milwaukee newspapers to sell 
Wisconsin. Let us tell you more about it soon! 


fore 


i 


SALES MANAGEMENT ESTIMATES 
in 34 Counties and 5 additional Cities* 
Shown in Map at Right. 
“| of State Total 


Population 63.7%, 
Families 64.1 
Total Retail Sales 67.9 
Food Sales 69.2 
General Merchandise Sales 73.7 
Furniture Household and Radio 73.4 
Automotive Sales 68.2 
Drug Sales 67.9 
EFFECTIVE BUYING INCOME ; 68.0 


*Wausau, La Crosse, Green Bay, Manitowoc and Two Rivers 


MILWAUKEE SENTINEL 


The Newspaper Wisconsin Grew Up With 
Nationally Represented by MOLONEY, REGAN & SCHMITT 
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(neither Metropolitan Group nor 
the Locally Edited Gravure Group 
releases comparable figures) but 
| there was little excess optimism 
j}among publishers of supplements 
and comics. 

Part of the loss, of course, re- 
sulted from cancelled schedules on 
|gasoline during the strike and 
some curtailments in auto adver- 
tising resulting from cutbacks in 
production schedules. 
| But the principal concern cen- 
tered around the future decisions 
of advertisers who market through 
' food stores. Would they return to 
the supplements? Or would they 
decide to keep their advertising in- 
vestments in other media? 


s As AA’s newspaper progress is- 
sue goes to press it looks as if they 
will be back. 

There are several reasons why 
advertisers like the supplements. 
| Advertisers and agencies like the 


results they get from the supple- 


ments and the comics. 

They like the penetration of ur- 
ban and suburban markets and 
outlying areas which the supple- 
ments and comics provide. 

They like the high reader traf- 
fic—and high readership—of the 
supplements and comics. 
| They like the fact that gravure 
sections—and many of the letter- 
| press magazines—can offer faith- 
| ful four-color reproduction. 
| They like the relatively long 
| length of life of the average sup- 
| plement. 
| And they like the fact that The 
| American Weekly recently (AA, 
|May 12) shifted to an 850-line 
| page, to Dultgen process gravure 
| and to a smooth paper format. 


le The big news in the supplement 
| field during the past year was The 
American Weekly’s decision to 
| shift to gravure. Some advertisers 
|and agencies felt the decision was 
. bit overdue, but they are happy 
|that the move has been made. 
Basically, it means that now The 
| American Weekly, This Week and 
| Parade all use the same size page 
(850 lines), gravure process and 
paper. 

And the Locally-Edited Gravure 
Group has announced that it will 
switch from a 1,000-line page to 
an 850-line page on Jan. 1, 1953. 

Advertisers like such uniform- 
ity because it cuts costs. 

There are, however, a number 
|of things about supplements and 
|comics that advertisers don’t like. 
| 
|@ A spot check by AA turned up 
| the fact that agencies and adver- 
|tisers don't care particularly for 
| the editorial format of a number 

of the smaller magazine supple- 
ments. They feel that a publisher 
who doesn’t consciously build a 
varied, interesting, entertaining 
and informational editorial sec- 
tion which will appeal to the 
broadest possible group of readers 
is not offering advertisers an ade- 
| quate audience. 

In addition, agencies and adver- 
tisers tend to resent the fact that 
publishers in some cases attempt 
to make advertising pay the entire 
| bill for an independent gravure or 
letterpress supplement. They feel 


DAYTONA BEACH 


| Florida's Year oes on Reached By 


I DAYTONA BEACH NEWS-JOURNAL 
l. Daytona Beach is an un 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 
tourist popularity. 

2. a — 723,000 effective buying in- 


3. Con’ $83,353,000 retail sales. 
4. A quality market index of 127. 
| 5. 1951 total advertising 12,210,352 lines. 
SEND FOR OUR ADVERTISERS’ MERCHANDISING PLAN 
| Represented by V. J. Obenauer Jr. In Jacksonville 
And Nationally Represented By 


WARD-GRIFFITH CO, 
The Ward-Griffith Co. maintains offices 


in all principal odvertising centers 
— GET CUN CITY ZONE FOLDER - 
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that supplements build circulation. | ket—a household phrase 
They feel that supplements build began to gain acceptance 
readership for the Sunday paper. Second, advertisers and 


They feel that supplements per- began to accept the idea that large 
form a certain public service func- numbers of people, per se, means 


tion. And they feel, further, that impressive buying power. 


today-— 


agencies 


costs should be apportioned ac- 
cordingly. 


8 But despite these complaints, 
there is a tremendous reservoir 
of good will toward the supple- 
ments and comics sections on the 
part of advertisers and agencies. 

Possibly some newspaper execu- 
tives might be a bit surprised at 
the quantity of good will in the 
reservoir. 

And that reservoir is virtually 
untapped. 

The national magazines have a 
promotion group. The radio sta- 
tions have their Broadcast Adver- | 
tising Bureau. The newspapers | 
have their Bureau of Advertising. 

But newspaper distributed mag- 
azine supplements and comics sec- 
tions have been content to grow 
individually. They have operated 
pretty much on a lone wolf basis. 
They have sold hard against each 
other, as well as against other 
media. | 


* 


@ One agency space buyer put it 
this way: “The supplements and 
comics have a helluva good story 
to tell. But they don’t tell it to- 
: gether.” 

se This acceptance of the medium 
by agencies and advertisers is rela- | 
tively recent, however. 
i Back in the 1920s, an adver-| 
} tiser had his choice of relatively | 
few magazines; an underdeveloped | 
and relatively uncoordinated out- 
door advertising plant, farm pub- 
lications and newspapers. In many 
cases, however, smaller markets 
had two or three or four daily 
papers. The attrition had not yet 
set in. | 
During the ’20s, newspaper pub-| 
lishers began to experiment with 
rotogravure in earnest. The gra-| 
vure process had a certain fascina- | 
» tion for the publishers, who fore- 
saw the potentialities of gravure. 
But in many cases, advertisers 
were not particularly enthusiastic 

about the medium. 


: s It was relatively easy to make 

+ sales during the ’20s. No one had 
to experiment with new techniques 
or new media. 

a As a result, the supplements, 

comics—and even radio, which 

was just emerging from the crystal 

set era—languished. 

Then, when the bottom fell out, 

The American Weekly began to 
pick up speed. Founded in 1896 as 
the Sunday American Magazine in 
the New York Journal, the publi- 
cation had changed its name to 
The American Weekly in 1916. It 
was distributed with Hearst pa- 
pers primarily as a_ circulation 
" builder. 
' When the depression came, ad- 
vertisers began to change their, 
g ideas. Prior to that time, adver- 
a tisers and agencies had attempted | 
’ to sell average and better-than- 
average income groups. 

They were content with oat 
market—until the depression. 


a 


e ; e At that time, three additional 
J concepts began to take hold: | 
First, the idea of the mass anes 


| 

ELIZABETH 
“gi NEW JERSEY 
\% A Wealthy Market For Your Product 
| Covered By The 
ELIZABETH DAILY JOURNAL 
75% of Union County’s Retail Sales 
($459,030,000) are made in the, 
Elizabeth Daily Journal’s Trading 
Market. Advertise in the 
ELIZABETH DAILY JOURNAL 
ASK FOR ADDITIONAL MARKET FACTS | 

Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. mcintains offices 
in all principel odverticing centers 
_ GET OUR CITY ZONE FOLDER— ff 


Third, they began to accept the 
| idea that the masses read—and are 
|influenced by—the publications 
they read. 

A number of agencies began to 
check the penetration of the sup- 
plements. They found that they 
were read—intensively—over large 
areas and that they had a rela- 
| tively long life. 


s The results obtained from sup- 


ees | | SN cee 


THIS IS TOM KELLEY — (Another. W-G Salesman) 


Thomas J. “Tom” Kelley joined the sales staff of our Chicago office after serving 
since 1949 as an advertising space salesman for the Chicago Tribune. Prior to 1949 
Tom had good experience with the sales force of the Birds-Eye Company where he 
engaged in point-of-purchase promotion with retailers. Tom, a Captain in World 
War II, or any of our salesmen, will be glad to help push your product. All 


business is local! Buy newspaper advertising! 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 
028. . 


Park Lexington Building Sssvetdte Plaza 5-7028.......... NEW YORK 
Wrigiey Building Superior 7-2485 CHICAGO 
Genreal Motors Building Trinity 36365 DETROIT 
Statier Office Building Liberty 2-5668 STO 
22 Marietta Str ATLANTA 


ee! Walnut 1231 
Building 5 
Russ Building 

Liberty Butiding Loc 


GET OUR CITY ZONE FOLDER 


215 Builders - 6020 
Yukon 2-2-6028... 
Lincoln 


AN FRANCISCO 
PHILADELPHIA 


1 


THE MIAMI HERALD . 


4 Times First in the Nation 


DURING THE FIRST FOUR 
MONTHS OF 1952 THE 
MIAMI HERALD WAS 
FIRST IN FOUR MAJOR 
CLASSIFICATIONS OF 


4. in Total Automotive Advertising in all Newspapers 


T.. in Total Advertising among all Morning Newspapers 
2. in Classified Advertising among all Daily Newspapers 
3. In Total Display Advertising among all Morning Newspapers 


: 


: 
oor enennnenmt — pa : 
__- MEDIA RECORDS" = i 
pour Months ~ 1s i 
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Of the 82 classifications measured by Media 
Records, The Miami Herald leads in 75, Miami’s 


second paper in only 7. 


Why don’t you start profiting from The Miami 
Herald’s proven dominance of the billion dollar 


Gold Coast Market? 


JOHN S. KNIGHT, Publisher 
STORY BROOKS & FINLEY, National Reps. 
Affiliated Stations — WQAM, WQAM-FM 


MIAMI -- An International Market 
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You Can't Miss With 
THE GAZETTE 


in Haverhill, Massachusetts 


George McLaughlin, 
Advertsing Manager 


will furnish ef.- 
fective merchan- 
dising help for 
your product with the HAVERHILI 
GAZETTE and its 100° coverage 
of Haverhill, Massachusetts trading 
zone population of 104,479. 

Request more facts. It pays to use 
the Gazette. 

Nationally Represented By 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
if all principal advertising centers 
—~ GET OUR CITY ZONE FOLDER — 


plement advertising clinched the 
deal. Newspaper distributed sup- 
plements were on their way up. 

Newspaper publishers began to 
seli the high readership of comics 
sections in the same way. And 
comics began to thrive as an ad 
medium. 

In 1935, This Week Magazine 
joined the burgeoning supplement 
field. Parade joined the group in 
1940. Meanwhile, a number of local 
supplement groups were organ- 
ized. Some of them failed, but the 
Metropolitan Sunday Magazine 
Group, the Metropolitan Sunday 
Comics Group, the Locally-Edited 
Magazine Group (formed in 1942) 
and a few others began to make 
real headway 

Sunday newspapers—before the 

first World War—had significantly 
lower circulations than did the 
| dailies. Supplements, roto sections 
land comics, therefore, lay claim to 
part of the responsibility for the 
| circulation increases which the 
Sunday papers have experienced 
since that time. 


Originally, all of the magazine 
sections and comics sections were 
printed by letterpress. When many 
of the magazine sections shifted 
to gravure in the ‘20s, the predomi- 
nant format was the photograph 
and caption technique. 

Later, during the ‘30s, roto sec- 
tions began to include photograph- 
ic sequences (e.g., a page of photos 
devoted to the coronation of Eng- 
land’s king). Still later, after the 
romance magazines and Life had 
made their appearance, the sup- 
plements began to shift to a picture 
and story approach 

Today, the basic editorial format 


of the magazine supplement is 
picture and story—a potpourri of 
religion, science, food preparation, 
the entertainment field, humor and 


fiction with, perhaps a_ healthy 
dash of the sensational. 


8 During the time that this shift 
in the editorial approach took 
place, there was a corresponding 
shift in the facilities offered ad- 
vertisers. In the ’30s, for example, 


a full-color page cost about the 
same as a b&w page. But the ad- 
vertiser had to buy a full page and, 
further, the reproduction fre- 
quently left a great deal to be de- 
sired. 

It was not until June 4, 1938, 
that an advertiser was able to buy 
a fractional page in color. On that 
date, This Week Magazine ran 
what is reputedly the first half- 
page full-color ad ever run in any 
magazine—for Sunkist oranges. 

The other newspaper sections— 
and national magaines as well— 
followed the lead during the years 
that followed. 


s There has been a steadily in- 
creasing flexibility in the use of 
the supplements. Today, for ex- 
ample, an advertiser can run a 
two-color ad in as small a unit as 
a one-fifth page in the major sup- 
plements. He can run odd sizes 
and shapes. 

In addition, while the supple- 
ments don’t particularly care to do 
it, they will accept ads with local 


Larger Circulations than 


Standard Size Morning 
Newspapers in America have 


JOHN S. KNIGHT 


Publisher 
STORY, BROOKS & FINLEY 


Notional Representatives 


in One Inning 
Tumble Recor 
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dealer listings. 

For many years, this flexibility 
in the size of color ads carried was 
opposed on the ground that media 
salesmen would stop selling full 
pages in color as soon as fractional 
color pages were available. 

While there was a temporary 
shift away from color pages when 
smaller units become available, 
new advertisers were persuaded to 
try the medium. And experienced 
advertisers, who previously had 
used color pages, began to use the 
fractional pages for promoting ad- 
ditional items. The net result has 
been that linage—until 1951—con- 
tinued steadily upward. 


® The basic pitch for the supple- 
ments hasn’t changed a great deal 
since The American Weekly in 
1929 pioneered the concept of mer- 
chandisable circulation. 

“Merchandisable circulation,” 
the publication declared, “is cov- 
erage of sufficient density to create 
worth while response over the re- 
tail counter.” 

It pointed out that, since five- 
sixths of its circulation went into 
markets where it had more than 
20% coverage, that portion was 
rifle shot circulation and was 
three-quarters of the total urban 
market. 

In addition, the supplements and 
comics contend that their publica- 
tions enable the national adver- 
tiser to use the same medium used 
by local retailers, in order to help 
those retailers move products al- 
ready on their shelves. 


# Further, they point out that sup- 
plements and comics offer color, 
intensive readership and high 
reader traffic. 

One of the advantages which the 
supplements plug hard is the mer- 
chandising cooperation. The Amer- 
ican Weekly pioneered this type of 
service in the early ’30s, when the 
chain stores were just beginning 
to switch over to supermarkets. 

The publication gave local sup- 
port to coupon offers, special deals 
and forced purchase techniques of 
all types. 

Later, after This Week Maga- 
zine was established, it undertook 
a series of annual food and drug 
studies which have proved to be a 
very valuable space selling tool. 
Moreover, advertisers in those 
fields have come to rely on the 
marketing service as an annual 
guide to trends in merchandising 
and promotion. 


@ Parade’s merchandising opera- 
tion is handled by a newspaper 
service department, working 
through the advertising depart- 
ments of distributing papers. 

Weekly bulletins three weeks in 
advance of issue dates are used to 
alert salesmen on local newspaper 
staffs of forthcoming advertising 
scheduled in Parade. Salesmen also 
are supplied with mats, proofs, 
lists of key dealers and merchan- 
dising suggestions for tie-ins by re- 
tailers. 

Supplements and comics still 
have a number of problems to 
solve, however. In brief, they are: 

1. The competition from tele- 
vision. 

2. A weakness in the soft goods 
classification. For some reason, the 
supplements have never sold them- 
selves to soft goods marketers. 


In CANADA 


THE STAR WEEKLY 
reaches more Canadians 
than any other publication 


It Can Help Your Company 
Increase Sales in Canada 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising conters 
— GET OUR CITY ZONE FOLDER - 
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(Some of them carry mail order 
clothing, but much of this type of 
advertising has been discontinued 
in the syndicated magazines, at 
the request of the papers carrying 
the supplements). 

3. A feeling on the part of some 
advertisers and agencies that some 


of the supplements could be edited | 


more imaginatively. However, 
space buyers continue to use some 
of the small supplements of which 


they are most critical because they | 


offer greater flexibility. They 
reach many markets not covered 
by syndicated supplements. This 
allows an advertiser a wide range 
of markets in which he can apply 
special selling pressure. 


s 4. One of the most important 
problems is that of convincing 


‘Comics, Supplements 


Offer Wide Variety 
of Non-R.O.P. Color 


Cuicaco, June 19—As a result 
of the recent change to gravure 
process printing by The American 
Weekly, gravure printing now is 
available in more U.S. markets 
than at any time since the depres- 
sion. 

Color gravure now is available 
in The American Weekly (22 mar- 
kets); This Week Magazine (31 
markets); Parade (34 markets); 
the Metropolitan Sunday Magazine 
|Group (22 markets) ; First 3 Mar- 
kets Group (which also are Metro 
|group members); Locally-edited 
Gravure Magazines (13 markets— 


many of these also are Metro group 
members), and Pictorial Review 
(ten markets). 


® Excluding The American Weekly, 


This Week Magazine, Parade and 
Pictorial Review, there are more 
than 50 gravure magazine sections 
which carry color advertising. 

In addition, there are more than 
50 letterpress magazine sections 
edited individually, which offer 
advertisers color. Some of these 
may only carry black and one 
color or black and two colors, but 
most of the larger papers will take 
four-color ads. 

Color comics sections now are 
carried by the 18 basic members 
of the Metropolitan Group of Sun- 
day Magazine Comics; 12 papers 
in the Metro-Pacific group; five 


alternate basic Metro papers and 
seven selective Metro comics pa- 
pers. 


s Puck—The Comic Weekly is dis- 
tributed with 19 papers (plus one 
optional paper). In addition, al- 
most 240 U.S. newspapers carry 
their own color comics sections and 
virtually all of them are available 
to advertisers. About 120 of these 
comics sections are sold in groups, 
as indicated on the following tabu- 
lation. 

Almost all of the comics sections 
still are printed by the letterpress 
process (there are a few excep- 


tions, notably the St. Louis Post- | 


Dispatch and the Philadelphia In- 
quirer, which publish gravure 
comics). 


ls. Effective 


| TISING AGE lists the daily and Sun- 


day newspapers which carry com- 


|ies sections or supplements. By 
| checking the figures next to each 


paper against the legend it will 


NEW BERN 
NORTH CAROLINA 
1. Buying Center of Craven County. 
2. Quality of Market—106. 
Buying Income 


$18,827,000. 
THE RICH NEW MARKET IS 


SERVED EXCLUSIVELY BY 


THE EVENING SUN JOURNAL 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
Nationally Mepresented by 


WARD-GRIFFITH CO. 
Thé Word-Griffith Co. 


aintams offices 
in all principad advertising centers 
—— GET OUR CITY ZONE FOLDER — 


In the following table, ADVER- | 


salesmen who work for advertisers 
how important a role the supple- 
ments and comics play in moving 
goods. 

This was pointed up in a recent 
report issued by the Association of 
National Advertisers. Under the 
late Donald B. Hause, general ad- 
vertising manager of Armour & 
Co. and chairman of the ANA’s 

} “merchandising of advertising 
' committee,” some interesting data 
was disclosed. 
In checking with the salesmen of | 
advertisers, Mr. Hause’s committee | 
found that 37% regarded the 
weekly magazines as most valu- 
able. Another 14% picked the 
newspapers. Television garnered 
22% of the votes and women’s 
service magazines collected 4%. 


M4 
One of Ohio’s Greatest Markets 
In Families and Dollars to Spend 


@ Mr. Hause explained that “the 
very low preference for Sunday 
supplements indicates that the 
salesmen are not familiar with this | 
medium.” Action by the supple-_ 
! ments to remedy this situation ob- 
' viously is indicated. 

Despite these problems, however, 
there is no doubt that the comics | 
sections and supplements have a} 
firmly established place in the) 
minds of advertisers and agencies. | 

The intensity of readership—a_ 
perennial talking point of the sup- 
plements—has been promoted with | 
laudable restraint by the Locally-| 
Edited Gravure Group (some of | 
the members also belong to the 
Metropolitan Sunday Magazine! 
Group). 
* In the eighth report in a con- | 

tinuing study of the group, Pub- 
lication Research Service disclosed 
that an average of 91% of the men 
and 96% of the women have) 
i either “read” or “looked at” some- | 
: thing in the eight sections studied | 
thus far (AA, June 2). 
To date, 3,573 men and women) 
' have been interviewed and a total | 
. / of 162 national ads and 95 local | 
i } 
; 
a 


chau 


ele cea It's a completely SEPARATE 
and remember this pile dy 
12 counties not overlapped by 


any other retail trading zone. 


Columbus’ 
Retail Trading Zone 
_ Families—258,000 

Effective Buying Income 


Cleveland and Cincinnati 
newspapers don't cover it— 


ee ee eee 


No newspaper in any other 
Ohio Retail Trading Zone 
reaches these 12 counties effec- 
tively. 


ads have been studied. | 


Modeling School Must 

Drop ‘Vogue’ from Name 
Judge Sylvester J. Ryan of U.S. 

district court, southern district of 

New York, has enjoined the Vogue 


ONE newspaper can give you 
really effective coverage— 


f) School of Fashion Modelling from The only newspaper that ; 
- further use of the word “vogue” ‘ 
; in its business. The suit was reaches 2 of every 3 homes in 


brought by Conde Nast Publica- 
tions Inc., publisher of Vogue. 
i “We find,” said Judge Ryan, 

“that the word ‘vogue’ has ac- 
quired a secondary meaning so 
that the mention of ‘vogue’ unac- 
companied by further description 
brings to the mind of the public 
an immediate connotation of the 
plaintiff's publication.” 


LYNCHBURG 


VIRGINIA 
“Metropolitan” Lynchburg retail 


those 12 counties on Sundays— 
86 of every 100 homes in Co- 
lumbus daily, and 95 of every : 
100 Sundays! That newspaper nie 
is The Columbus Dispatch. 


Sources: 
Families and Buying Income—Sales Menagement Survey of 
Busing Power, 1952. Trading Zone—Audit Bureau of Circu- 


The Columbus Dispatch ay 
sales—38% HIGHER THAN THE fA 


U.S. AVERAGE! Central Ohio’s Greatest Advertising Medium 
Only the News-Advance covers this Ee s 
basic Virginia market of over National Representatives: O'Mara & Ormsbee, Inc., New York, Chicago, Detroit, Los Angeles, San Francisce 
50,000 city zone population. 
ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 
Nationally Represemted tg 
WARD-GRIFFITH CO. 
The Word-Griffith Co maintains offices 
in all principal advertising centers 
_ GET OUR CITY ZONE FOLDER — 
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be possible to tell whether a paper 
carries a supplement or comics 
section. It also will be possible to 
tell whether that section is sold as 
part of a group (e.g., the Locally- 
Edited Gravure eaeeien Group or 
the First 3 Markets Group) 

In some cases, of course, a pa- 
per's comics section or supplement 
may be sold through more than 
one group. Hence the number of 


PATERSON 


NEW JERSEY 
3rd City In New Jersey Covered With 
THE PATERSON CALL 

In 1951 the Morning Call carried 
more than 7,500,000 lines of local 
advertising. Department Stores and 
national chain food companies 
know, from long experience, the 
people of Paterson read and are 
influenced by their advertising in 
the Cali. 

REQUEST more FACTS—AOVERTISE = THE CALL 

Represen 


Nationai\ 


WARD-GRIFFITH CO. 
The Ward- Griffith Co. maintains offices 


in all prir advertising centers 
~ GET OUR CITY ZONE FOLDER — 
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PROVIDENCE 


The Providence Journal 
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symbols after a paper’s name does 13 Southwest Color Group 


not necessarily 
ber of separate 
comics sections carried 


The American Weekly 


wVnNne 


3a Metro-Pacific Group 
3b Metro Basic Group 


3b* Metro Basic Group—Alternates 


3s Metro Selective Group 


a 


zines 
4b Metro Basic Group 

4b* Metro Basic Group—Alternate 
4s Metro Selective Group 

Parade 

Puck—The Comic Weekly 

6a Puck—The Comic Weekly—Opt 
This Week Magazine 

Own Comics Section 

Own Gravure or Magazine Section 
9a First Three Markets Group 


ow 


Coan 


9b Pacific Sunday Magazine Group 


9c Pictorial Review 
9d Screen-Radio-TV Section 
9e Book Section 
O Building News Weekly Section 
99 Iowa Farm & Home Register 
9m Sunday Fiction Magazine or 
Section 
9i Women’s Parade Magazine 
10 Saturday Home Comic 
11 Southeastern Color Comic Sections 
12 Southern Funnypapers Inc. 


indicate the num- 


Locally Edited Gravure Magazine Group 22 
Metropolitan Group of Sunday Magazine Comics 23 


Metropolitan Group of Sunday Picture Maga- 


14 Arkansas-Oklahoma Comic Group 
15 General Newspapers Inc Comic Group 


supplements OF 16 Lindsay-Schaub Illinois Newspaper Comic Group 


17 Montana Color Comic Group 

18 Rio Grande Valley Group 

19 Stauffer Group, Comic Supplements 
20 Texas Sunday Comic Section Inc 
21 Wyoming Color Comic Group 
Austin-Waco-Port Arthur Group 
Dakota Comic Group 


ALABAMA 
Anniston Star 


Birmingham News 
Decatur Daily .. 
Dothan Eagle 
Gadsden Times 
Huntsville Times 
Mobile Press—Register 
Montgomery Advertiser 


Tuscaloosa News 
ARIZONA 
Douglas Dispatch 
Phoenix Republic 
Tueson Star . , 
ARKANSAS 
Fort Smith Southwest Times-Record 
Hot Springs Sentinel-Record 
Little Rock Arkansas Democrat 
Little Rock Arkansas Gazette 
Texarkana Gazette 
CALIFORNIA 
Alameda Times-Star (Sat). 
Chico Enterprise-Record (Sat.) 
Corona Independent (Fri) 
Eureka Humboldt Times 
Fresno Bee 3a, 
Long Beach Independent 
Long Beach Press-Telegram 3a 


[3 
~ _ 
W108 08 Ga 
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aa 
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Los Angeles Examiner 1. 6, 
Los Angeles Times . 3a, 4b, 7, 
Modesto Bee ... 8, 
Oakland Tribune , ‘ 3a, S, 


Pasadena Star-News 
Redwood City Tribune 
Richmond Independent “(Sat.) 
Riverside Enterprise 
Sacramento Bee (Sat.) a 
Sacramento Union 
Salinas Californian 
San Bernardino Sun-Telegram 
San Diego Union 3a, 5, 
San Fernando Valley Times (Sat.) .... 
San Francisco Chronicle . . -— &* 
San Francisco Examiner on adi 
San Jose Mercury-News 
San Rafael Independent-Journal 
Santa Ana Register 
Santa Barbara News-Press 
Santa Rosa er Democrat . 
LORADO 


Colorado jam Free Press . 
Colorado Springs Gazette Telegraph : 
Denver Post ee 
Denver Rocky Mountain News ...... 
Pueblo Star-Journal & Chieftain 
CONNECTICUT 
Bridgeport Herald 
Bridgeport Post .. awe ean 5 
Hartford Courant 5, 8, 
New Haven Register 4 8. 
Norwich Sunday Record 
Waterbury ME OEE 


LAWARE 


Conn nanno anoook tas 


‘wp, @ 


Wilmington Pi 
DISTRICT OF COLUMBIA. 
Washington Post or 3n*, 
Washington Star 3b, a i 
Washington Times Herald . 
LORIDA 


Bradenton Herald 


wn 
9 
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Mee BOR. occeses 
en Beach News-Jeurnal . 
De Land Sun News .......... 
Fort Myers News-Press ........ 
Gainesville 


Miami Herald 


sr 


Miami News ..... nies 
| Miami —_ Florida Sun ... 

| Ocala Star Banner .. 
Orlando Sentinel Star ...... 
| Panama City News- Herald - 

| Pensacola Journal . aaly ee 
| St. Petersburg Times Damenee ns 8, 
a Herald-Tribune : 

| Tallahassee Democrat 
>. t.. > rerrerseene 
West Palm Beach Post-Times ..... 


GEORGIA 


a) ad 


Albany Herald ji 
Atlanta Journal-Constitution ...... 2, 
Augusta Chronicle, Herald i 
| Columbus Ledger-Enquirer 
Macon Telegraph & News . 
Savannah News 


Honolulu Advertiser . 
Honolulu Star-Bulletin (Sat.) ... oe @ 


IDAHO 


se Statesman «2 
. 8 Pocatello Idaho State Journal ... ose © 
ILLINOIS 


— SO TD oncecssece sone § 
as Bloomington Pantagraph ....... 8 
5 | Champaign-Urbana Courier : coe 
7 | Champaign-Urbana News- Gazette 20 
_ 6 Chicago Merald-American (Sat. & Sun.) 
6. 


a 
2 


Chicago Daily News (Sat. ) ne 
8 | Chicago Sun-Times ......... 
Chicago Tribune 


The Evening Bulletin 


It's a nationally-accepted proving ground 
that is selected year after year by many of 
the nation’s leading manufacturers for test- 
ing new products, new packaging and mer- 
chandising ideas. 

Cheer . . . Ex-Lax . .. Personna. . . 
Amm.i-dent . . . Ballard Oven-style Biscuits 
are but a few of the many famous brands 
on the impressive list of products that 
have been tested in the Providence-Rhode 
Island market—the nation's 19th market 
that is dominated by The Providence Jour- 
nal-Bulletin newspapers for effective, re- 
sponsive and economical coverage. 


Combined Journal-Bulletin 
Circulation, 189,688 
Providence Sunday Journal, 179,913 
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The Providence 
Represented Nationally by WARD-GRIFFITH Co., Inc 
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| Danville Commercial-News - 
Decatur Herald-Review .. . 16 
| East St. Louis Journal . 16 
| Joliet Herald-News .... 8 
Peoria Journal-Star 
Rockford Star 
Springfield Journal Register = 
Waukegan News-Sun (Tues.) = 
| INDIANA 
| Evansville Courier & Press .. 
Fort Wayne Journal-Gazette .. 
lear Wayne News-Sentinel = ) 
Hammond Times 
Indianapolis Star 
| Indianapolis Times 
Lafayette Journal & Courier (Sat.) 
Marion Chronicle-Tribune .. 
Muncie ee 
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Terre Haute Tribune & Star 
IOWA 
Cedar Rapids Gazette . 
Council Bluffs Nonpareil ... 
Davenport Democrat & Times 
Des Moines Register ......... 
Dubuque Telegraph-Herald . 
Sioux City Journal .......... 
KANSAS 
Arkansas City Traveler = ) ooceae 
Atchison Globe ........... -» 20 
Coffeyville Journal ‘ 
Emporia Gazette (Sat.) .... oon ® 
Great Bend Tribune (Sat.) . oc ae 
Hutchinson News Herald oes © 
Kansas City Kansan ...... coe 8 
Parsons (Sat.-Sun.) .. -» 20 
Pittsburcn Headlight-Sun .. 
Salina Journal 
Topeka Capital 
Wichita Beacon 
Wichita Eagle 
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KENTUCKY 
Bowling Green Park City News .. 
Frankfort State Journal .... 
Lexington Herald-Leader 
Louisville Courier-Journal .... 
Paducah Sun- OU ° 
OUISIANA 
Baton Rouge R.. er 
Lake Charles American Press 
Monroe World 
New Orleans Item ......... 
New Orleans Times-Picayune-States 2. 
Opelousas World 
Shreveport Times 
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Bangor Commercial .. 
Bangor News (Sat.-Sun.) 
Lewiston Journal (Sat.) . 
Portiand Sunday Telegram te 
MARYLAND 


wona 


Baltimore eee eecee 


| Boston Sunday Advertiser 1, 6, 9 
tt Mi Chr eibebdadsns eee cntecseee 8, 
ai icnavccweceshedacan 
New Bedford Standard-Times . +589 
Springfield Republican .... sosces me & 
Worcester Telegram ...... &, 9 
ICHIGAN 

Detroit Free Press ......... . Se*, 42°, § 
De GD gw ccccescsccss: 3b, 4b, 7 


JOURNAL STAR 


IN A MAJOR MARKET 


PEORIA, ILLINOIS 


Only paper to cover 
this rich 13 county 
Peoriarea market. 


“Here’s the Facts” 


1. LARGEST Circula- 
tion tn Ilinois.* 

2. LARGEST Metropoll- 
tan Market in Illinois* 


. Pop. 250,512 
3. “BEST Test Market 
in Midwest" says every 


S.M. Test Seeme 
WHOLESA SALES 

2% TIMES LARGER 

than any other Ilinois 

City.* 

5. “We p= Bm you do the job.” 

*Except Ch! 

WRITE FOR YOUR NEW PEORIAREA FACT FOLDER. 

Represented Nationally by 


» WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 


EARL H. MALONEY 
Advertising Director 


in all principol advertising centers 
GET OUR CITY ZONE FOLDER — 
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Advertising Age, June 23, 1952 


URE WRIND oicccuecinccacsas 
Grand Rapids Herald 
MINNESOTA 
Duluth News Tribune 
Minneapolis Tribune 
St. Paul Pioneer Press ..... 
MISSISSIPPI 
Corinth Corinthian .. bye 
Greenville Delta Democrat-Times . 
Jackson Clarion Ledger, Daily News 
Meridian Star 
ee 
Vicksburg Post-Herald .......... 
MISSOURI 


1, 6, 9s} 


Joplin Globe 
Kansas City Sunday Star 
St. Joseph News-Press ....... 
St. Louis Globe- Democrat 
St. Louis Post-Dispatch 
Springfield News & Leader .._. 
MONTANA 
Billings Gazette 
Butte-Anaconda, Montana Standard 
Great Falls Tribune . vees on & 
Helena Independent- Record ae 
Lewistown News ...... 
Miles City Star .. 
Missoula Missoulian 
NEBRASKA 
Grand Island al (Sat.) 
Lincoin Journal-Star ........ 
Omaha World-Herald .. ‘seh 
Carson City Nevada Appeal ....... 
Las Vegas Review-Journal 
Reno Nevada NEW Journal . 
EW HAMPSHIRE 
Manchester <— News 


NEW JERSEY | 
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Newark Star-Ledger . 
New Brunswick Sunday ae 


Trenton Times-Advertiser .... 
NEW MEXICO | 
Albuquerque Journal 
Clovis News-Journal 
Farmington Times 
Hobbs News-Sua 
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NEW YORK 


Albany Times-Union .. = ox 1, 
Binghamton Press 
Brooklyn Eagle . 
Buffalo Courier-Express 
Elmira Sunday Telegram . 
Hempstead Town Long Island Newsday (Sat ) 
Jamaica Long Island Press ...... 5, 
New York Herald Tribune ....... 3b*, 7, 9, 
New York I! Progresso Italo-Americano 
New York Jewish Daily Forward .. 

New York Journal-American mn (Sat-Sun) 


New York Mirror .. ; a 
New York News .. 3b, 4b, 
New York Post ....... ‘ 
New York Times 
Poughkeepsie New Yorker 
Rochester Democrat & Chronicie 
Syracuse Herald-American a. 
Syracuse Post-Standard ....... 3s, 
Troy Observer & Budget .... 
Utica ONO! ED 5.065500052520000060 
RTH CAROLINA 


Asheville aan Times 
Burlington Times-News (Sat.) 
Charlotte News (Sat.) 
Charlotte Observer 
Durham Herald 
Elizabeth City Advance (Sat.) . 
Fayetteville Observer (Sat.) 
Gastonia Gazette (Sat.) 
Greensboro News 
Henderson Dispatch (Sat.) 
High Point Enterprise ........ 
Raleigh News & Observer ..... 
Raleigh Times (Sat.) ..... 
Rocky Mount Te.egram 
Salisbury Post . 
Wilmington Star News 
Winston-Salem Journal-Sentine! 
— DAKOTA 


Puy: ° ¥ 
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Akron Beacon Journal ............ 
Athens Messenger 
Cambridge Jeffersonian (Sat) 
Canton Repository 
Cincinnati Enquirer . 
Cleveland Piain Dealer 
Columbus Citizen 
Columbus Dispatch .......... 
Columbus Star (Sat.) ° : 
Dayton Journal Herald (Sat. 
Dayton 
Elyria Chronicle-Telegram (Sat.) ........... 8 
Lima News 
Lorain Journal & Times-Herald (Sat.) 
Mansfield News-Journal 
Springfield News-Sun 
Toledo Blade ; 
Youngstown Vindicator 
Zanesville News washes 
Zanesville Sunday Times S.gnal ; 
OKLAHOMA 


Bartlesville Examiner- vem se 
Bartlesville Record . 
Clinton News . 
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Durant Democrat 
Elk , ~- News . 
Enid 
Guyman ier 
Henryetta Free Lance .... 
Lawton Constitution-Press ° 
Muskogee Phoenix & Times- Democrat eoeusees 
Norman Transcript 
it 


Okmulgee Times ........ 
Ponca City News 


Sayre ee oe -Journal ..... 


Stillwater News- Press. 
Tulsa World 


Portland Oregonian ** 

Portland Oregon Journal ..... ; 

Salem —. ENNS! 
NNSYLVANIA | 


Allentown aad Chronicle 
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Harrisburg Patriot-News ........ 5, 8, 
Lancaster Sunday News janes 
Philadelphia — 
a be 
Pittsburgh Cour 


Pitt 


ion Serantonian .__. 
Wilkes-Barre Independent 


_— Journal 


RHODE ISLAND 


SOUTH CAROLINA 


Anderson Independent 
Charleston News & Courier . 
| Columbia State 
Greenville News . 

Spartanburg Herald-Journal 


SOUTH DAKOTA 


Aberdeen American-News 
Rapid City Journal ........... 
Sioux Falis Argus Leader . ; 
Watertown Public Opinion (Sat.) 
TENNESSEE 
Bristol Herald Courier . . 
Chattanooga Times 
Elizabethton Star .. 
Jackson Sun . vee 
Johnson City Press- Chronicle we 
Kingsport Times-News .. 
Knoxville Journal 
Knoxville News-Sentinel . 
Memphis Commercial Appeal 
Nashville Tennesseea 
TEXAS 
Abilene Reporter-News 
Alice Echo 
Amarillo News-Globe ........ 
Austin American Statesman .. 
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8 Brenham Banner-Press (Fri.) 

Brownsville Herald 


7 Bryan News 
Childress Index .. 
Cor 
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Fort Worth Star-Telegram ..... 
Gainesville — cS ae 
Galveston 
Gonzales Seguiver (Sat.) 
Greenville Banner 
Greenville Herald . ee 
Harlingen Valley Morning ‘Star 35 
Henderson News ......... . 
Houston Chronicle ........ Kova 2. 
Houston Post . 
Jacksonville Progress 
Kerrville Times 
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Odessa Ameri 
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Pampa 


Paris — cae 

Port Arthur News 

San Angelo Standard- Times . 

San Antonio Express-News . 2, 
San Antonio La Prensa ‘ 


* buhus Southwest 


The Nation's Largest Trade Territory 


San Antonio Light ; L 
Sherman Democrat : ° 
Snyder News 

Stephenville Empire , 
Sulphur Springs News- Telegram 
Sweetwater Reporter . 

Taylor Press 


20 
20 
13 
22 
3s 
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produces 
MEXICAN FOODS 
for the nation’s table 
$2,500,000 annvaliy 
grown, packed and 
shipped in El Paso. 


Two Separate Newspapers — 27¢ Buys BOTH! 


The £1 Paso Times El Paso Herald-Post 


An iofopentnne tammnaper A Soiggetiowasd Newspaper 


TO THE PUBLISHER 
WHO IS MODERNIZING, 
MAKING ADDITIONS, 
OR LAYING OUT 


A NEW PLANT. 


COUNT NEW LINOTYPES IN YOUR PLANS! 


For new Linotypes will save you money all these ways: 


A move or addition usually means an expansion. And 
with new Linotypes, you can often increase your capac- 
ity with fewer machines. 

Fewer machines require less space with the same 
production, leaving room for a machinist’s section and 
space for future expansion. 


It costs a ¢ 


lerable 


it of money to disassem- 


ble, pack, reassemble and adjust old machines. And 
when you’re all through, you still have ... old machines. 
New machines can be erected in your new plant. to 


* LINOTYPE - 


Set in members of the Linotype Bodoni 
and Gothic Families 


em eEN 


wer ree 


mea 


‘Tere } 


your layout. Money that would otherwise be spent on 
moving old machines can be applied to the purchase 
of your new Linotypes. 

By buying new machines at this time, you do your 
financing only once, for building, presses, machines, 


avoiding the need for raising more funds later. 

These savings will help reduce the cost of your new 
Linotypes. And the end result will be greater produe- 
tion at lower cost! Your Linotype Production Engineer 
can give you real help with your expansion plans. 
Mergenthaler Linotype Company, Brooklyn 5, N. Y. 
In Canada, Canadian Linotype, Limited, Toronto, 


Leadership Through Research 
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Temple Telegram 
Texarkana Gazette 


Texas City Sun 12 
Tyler Courier-Times-Telegraph 12 
Vernon Record ... 26.66. -enee 20 
Victoria Advocate 20 
Waco Tribune-Herald 22 
Waxahachie Light ..... 20 
Wichita Falls Record News, Times 8 
UTAH 
Ogden Standard-Examiner .......... cooe © 
Provo Herald eecnnes rs 
Salt Lake City Deseret News . 2, 6a 
Salt Lake City Tribune ....... 3a, 7,9 
VIRGINIA 
Bristol Herald Courier .......... ‘ 15 
Danville Register .... . 8 
Lynchburg News ... 8 
Martinsville Bulletin 15 
Newport News Press ... ll 
Norfolk Virginian-Pilot .. 5, 8 
Petersburg Progress-Index . | 
Portsmouth. Star ecensse oo & 
Pulaski Soathwest Times .8 
Richmond Times-Dispatch 8, 9 
Roanoke Times oso © 
WASHINGTON 
Pasco-Kennewick-Richiand Tri-City Herald 8 
Seattle Post-Intelligencer sce oe 
Seattle Times Te 3a. 4b, % 
Spokane Spokesman-Review 3a, 7, 9b 
Tacoma News Tribune 3a, 9b 
WEST VIRGINIA 
Beckley Register . paskecoeusdsmauiel 8 
Bluefield Telegraph Rg 
Charleston Gazette 8 
Charleston Mail .8 
Clarksburg Exponent-Telegram oe 
Huntington Herald-Advertiser . .8 
Parkersburg News = 8 
Wheeling News-Register 8 
WISCONSIN 
LaCrosse Tribune aye 8 


Madison Wisconsin State Journal ........ 5. 
Milwaukee Journal 3b, 4b, 7, 
Milwaukee Sentinel 1, 6, 
Superior Telegram (Sat.) 
WYOMING 
Cheyenne Wyoming State Tribune 
Casper Tribune-Herald ....... 


Laramie Bulletin (Sat.) .. 
Rawlins Times (Sat.) ee 
Rock Springs Sunday Miner . née 
Worland Northern Wyoming News (Sat.) .... 
CANADIAN NEWSPAPERS 
ALBERTA 
Calgary Albertan (Sat.) 
Caigary Heraid (Sat.) ... 
Edmonton Journal (Sat.) 
Lethbridge Herald (Sat.) .... 
BRITISH COLUMBIA 
Vancouver Province (Sat.) 
Vancouver Sun .. eeeve 
Victoria Colonist-Times 
MANITOBA 
Winnipeg Free Press (Sat.) ..... 
Winnipeg Tribune (Sa.t) ..... 
NEWFOUNDLAND 
St. Johns Sunday Herald ..... 
ONTARIO 
London Free Press (Sat.) . 
Ottawa LeDroit (Sat.) ... 8. 
Toronto Star Werkly ..... 8, 
Toronto Telegram (Sat.) .. 
QUEBEC 
Windsor Star (Sat.) os 
Montreal La Patrie (Sat.-Sun.) .. 
tions, gravure and magazine). 
Montreal La Presse 
Montreal Star (Sat.) abae 
Quebec L’Action Catholique .. aay 
Quebec Le Soleil cece . 8 
SASKATCHEWAN 
Regina Leader-Post (Sat.) .... ‘ 
Saskatoon Star-Phoenix (Sat.) 
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Reach and Sell the 
Real Buying Power 


of South Texas! 


When considering San Antonio’s newspa- 
pers these days, the important question is 


“WHERE and how effective is the circula- 


The San Antonio Evening News is far out 
in front in Department Store (Main Store) 


advertising. The San Antonio Express, 
only morning newspaper in San Antonio, 
is exceptionally strong in coverage of dis- 
tricts where rental values are $50 and 
more per month. In the Sunday field, the 
Express holds strong leadership in Depart- 
ment Store (Main Store) and all other 
types of advertising that appeals to Texans 


who can, will and 
profitable response. 


do give advertising 


These two give sound, solid and adequate 
coverage of the Real Buying Power of 


South Texas. 


Check Media Records. 


San Antonio Express 


and the 


SAN ANTONIO EVENING NEWS 


Represented Nationally by the John Budd Company 


Study of Newspaper Readership 
Proves Valuable to Advertisers 


Cuicaco, June 19—One of the 
oldest and most appreciated efforts 
to help advertisers use newspapers 
more effectively is the Continuing 
Study of Newspaper Reading. 

This unusual research project is 
supported principally by the Bu- 
reau of Advertising of the Ameri- 
can Newspaper Publishers Assn., 
with an important assist—usually 
amounting to about one-third of 
the cost of a study—from the indi- 
vidual newspaper which is studied. 

The project is supervised by the 
Advertising Research Foundation, 
which is sponsored jointly by the 
American Assn. of Advertising 
Agencies and the Assn. of National 
Advertisers, Field work is per- 
formed by Publication Research 
Service, Chicago. 


@ When, early last year, the Ad- 
vertising Research Foundation is- 
| sued a summary of the findings on 
| the studies of 138 newspapers, it 
|also marked the completion of 11 
years of this activity. To date, 
about 144 studies have been made 
of daily newspapers, in a wide 
variety of geographic areas, and 
among papers of all sizes and com- 
plexions. 

As the summary reported, the 
138 papers covered ranged in size 
“from 16 to 96 pages and in circu- 
lation from 8,570 to 635,346—with 

|a combined circulation of 11,107,- 
| 379. Altogether, 10,297 advertise- 
| ments of 70 lines or over have been 
measured. They include 4,240 na- 
tional ads and 6,057 !Incal. Con- 
clusions in this summary are based 
upon 62,487 interviews with men 
| and women 18 years and older.” 

| Perhaps the most interesting 
| facet of the 138-study summary is 
|that it offers satisfactorily com- 
| parable newspaper readership pat- 
| terns covering the prewar, the war 
and the postwar years. 


s “Throughout its l1l-year his- 
tory,” says the summary, “the Con- 
| tinuing Study of Newspaper Read- 
ing has shown consistently that ad- 
vertising columns are extremely 
important to most newspaper read- 
ers. This may be confirmed by 
looking at the average scores for 
men’s and women’s reading of the 
various advertising and editorial 
departments of newspapers. 

“There has been an upswing in 
|/men’s readership of advertising 
during the postwar years, and 
women’s interest in advertising is 
continuing at a high level. Postwar 
medians recorded for men’s read- 
ing of all advertising departments 
range from one to five percentage 
points above the corresponding 
medians for all 138 studies. In all 
but one instance, their postwar 
medians also are higher than the 
corresponding figures for prewar 
and wartime studies. 

“In all but two cases, women's 
postwar medians for advertising 
readership equal or exceed corres- 
ponding averages for all 138 
studies. A comparison of postwar 
with prewar and wartime medians 
reflects a similar picture. 


8 “How contemporary events may 
influence reading habits is dis- 
closed in the attention given to the 
various editorial departments in 
each era. Editorials get higher 
readership during wartime, while 
comics, society and sports items 
undergo varying degrees of reader- 


ship loss. The pattern changes, 
however, during the postwar 
years.” 


The summary also points out, 
significantly, that “advertising 
registers more heavily” with read- 
ers who are skilled and unskilled 
workers than it does with business 
and professional or salaried groups. 

The study also reports: 

“There is very little difference in 


the average readership of the first 
and second settions of a news- 
paper. 

“Neither is there any significant 
difference in the attention given to 
left and right-hand pages. The 
very slight difference which does 


exist is in favor of left-hand pages | 


... Front pages obtain the highest 
readership of all readers. Picture 


pages rank second. Sports pages | 


place third among men, and society 
third among women.” 


@ On the subject of national ad- 
vertising the summary has this to 
say: 

“Scores recorded for 4,240 na- 
tional advertisements of 70 lines 
and over reflect a wide variation 
in range of readership in each size 
group and every product or service 
category. This indicates strongly 
that the most important factor in- 
fluencing readership is the ad itself. 

“Medians for the 138 studies 
show that 54% of the men and 
60% of the women read national 
advertising.” 

Carl J. Nelson, director of Publi- 
cation Research Service, which has 
conducted all of the field work for 
all of the Continuing Studies, ana- 
lyzed some of the findings of the 
138-study summary for the recent 
advertising symposium conducted 
by Emory University and the At- 
lanta Advertising Club. 


® He reported that a picture of an 
individual, on the picture pages, 
would be seen by nine of ten read- 
ers. Off the picture page, a 1-col- 
umn picture would be seen by four 
out of ten readers; a 2-column pic- 
ture by about 55% of the readers; 
a 3-column picture by about 63%, 
and a 4-column shot by about 
65%. 

“On the average,” he said, “the 
best read news story will attract 
about seven out of ten men and 
women. If it is a local story, it will 
rate a little higher with women but 
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not quite so high with men.. . 

“You would find that most of the 
editorial pages, because of the car- 
}toons (both editorial and humor- 
|ous) attract about three-fourths of 
men and women. However, you 
would do well to find one of three 
men and about one out of five 
women reading an editorial. Actu- 
ally, the non-professional writers 
who appear in the ‘Letters to the 
Editor’ column do better.” 


|8 Lovelorn columns have an enor- 
mous appeal for women, he re- 
ported, with society news, food ad- 
vice and recipes high up on the 
list. Child care articles attract 
about one out of four women, as 
do beauty columns, he reported. 

“One of the best general features 
in the newspapers,” he said, “is 
the weather feature.” This gets 
readership from about half—both 
men and women readers. Radio 
programs are slipping somewhat in 
readership, but in TV cities logs 
are “showing tremendous increases 
in readership.” 

Columnists are popular with 
both men and women (highest 
rated among men, Drew Pearson; 
among women, Eleanor Roosevelt), 
while health columns vie in popu- 
larity with Hollywood and New 
York columns. 


8 On the subject of television lis- 
tening and its effect on newspaper 
reading, Mr. Nelson reported: 

“Over the past two years in some 
of our newspaper surveys we have 
been able to record whether or not 
the respondent had a TV set in the 
home. . . We have tabulated these 
two component parts of the survey 
separately and we find that, by 
and large, the readership of a 
morning or evening newspaper is 
approximately the same in TV and 
non-TV homes except for one de- 
partment: 

“We have found almost without 
exception that if there is a tele- 
vision set in the home, that man is 
a better reader of the sports pages 
than the man who does not have a 
television set. . . Today it is not 
unusual to find half the men read- 
ing an ordinary fight story where 


Couldn't Live With Her or 


FouNe ; ; 
DEAD, GAS TUMED O# Without, So He Ends Life 
Marry Biel, © coffee se 
wee 4 today tm the gas Because he couldn't live with hie “My Love. Merry” 
filled kitchen of his wife or without her, Harry Bisi| Tread: “I know don't love 
avenue Fer . saleeman. killed him-\me. but I know I you. We 
wile, Mellie told police inet when eet © tao Dome ot 508 Redmond ices’ gp clas Mo tie, Some 
Ea Sn re mw ee Te ae age ast 
over 
kitchen table. Four gas burners “Lite wite, Mottio Bist tld av-|know I cant live without you 
im the stove were turned on, but therities that she found her bus-|This may be cowardly. but this 
oe sold he left o Rand seated ot « tadle im the le the Ay out of it 
note telling of marital kitchen of their home with ali of |If I just you I always 
73 years ol¢ ee ee Se aie ees & 98 beck. This 
= She said she discovered | way I won't be able to. I just cant 
after she awakened and saw take it any more. 
NING is nese scoring te tte [nm tsaay, Corvenr Arnel 3. 
Leute County # otties, wes | Willman sald, 
M-|O W-| eddresend lo “Nellie” and signed 


IMPORTANCE OF HEADLINE—These readership records on two stories, handled by 

morning and evening papers in the same city, are a dramatic demonstration of the 

value of headlines. The suicide story, with dramatic head, got about five times as 

much reading from both men and women the next morning as the original news 

break. On the other hand, the more imaginative heed on the paving story paid off 
handsomely for the evening paper. 
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HIGHEST SCORING NATIONAL ADS 5 


Prewor — Wartime — Postwar 
MEN WOMEN 
Prewor — Studies 1-47 Prewor — Studies 1-47 i 
Advertisement Study Paget Size Fd Advertisement Study Peget Size Cent 
Ford Automobiles ....... 6 3 1080 34% ner ealuata 6 13 2608 69; 
Cigarettes .. 13 (10) (744 S2 Red Cross Bandage. . <a 3 795 66 
Conoco Oil be6eeénens vv 15 1056 51 Chesterfield Cigarettes .... 9 12 1328 6 
Red Cross Bandage... .... i 3. 75 * Conoco Oil ..........+-- v 15 10% 3 
Eight O'Clock Coffee (Color) 46 13 2008 4 KTAR Radio Station. . . u SH 113 38 
Chesterfield Cigarettes .... 9 12 133 4 KOY Radio Station... .... xu Sli 88 S7 
No-Nox Gulf Gasoline. . . . . 26 4 1295 4 Chesterfield Cigarettes ..... 13 10 674 SS 
KTAR Radio Station...... 34 Sil 113 44 Mutual Savings Bank..... 14 13 S46 SI 
KOY Radio Station....... 1 8 43 WHEC Radio Sution..... 22 14 296 49 
Lincoln Zephyr Automobiles 6 9 lll 4 WHAM RadioStution..... 22 146 296 #& 
Wartime — Studies 48-95 Wartime — Studies 48-95 
The Milwaukee Journal*... 67 14 1550 73% The Milwaukee Journal*... 67 14 1550 68% 
Sunoco Dynafuel® ....... 67 33 «2170 71 Sethichem Steei* ........ 5S 5S 2408 6 
Bethlehem Steel® ........ 55 5 2008 6 Standard Oil Co.of N.J.*.. 61 Ul 1230 6&4 
Lucky Strike Cigarettes.... 65 5 1673 60 Lucky Strike Cigarettes... 65 5 1673 64 
Standard Oil Co. of N.J.*.. 61 lll 1230 59 Mack Baking Co.*.. ooo SS 5 120 @ 
Mack Baking Co.*........ 91 5 120 M Westinghouse Electric® ... 59 9 1495 536 
Westinghouse Electric® ... 59 9 14955 «4 Wheaties ...... --s+ 6 2 130 SS 
Westinghouse Electric® ... 53 10 1368 52 WDBJ Radio Stetion.. 65 4 ses 52 
United Aircraft News*.... 66 27 2400 SO Southern Railway® ....... 61 7i 1030 45 
Chevrolet Automobiles .... 94 3 95 49 Lackawanna Railroad* ... 59 S 600 45 
Waste Fats Campaign®.... 68 S 29% 4 
Postwar — Studies 96-138 
63% Folger’ —npnaceauanes 127 5 2400 73% 
6 Wipe-On --. 128 «13 2400 65 
SS Zenith Televieion Sun... re 126 «=. 2411. 2464-63 
“4 White House Milk. ...... . 135 8 442 SS 
4 ee 107 9 2352 SI 
B | Pillsbury Prise Recipes.... 136 17 «812 4 
sO Sinclair H-C Gasoline... . . 127 6 175 4 
a9 SweetHeart Soap and 
48 Blu-White Flakes ...... 138 0=— 10 (10580 & 
ne % McLaughlin's Manor 
Folger’s Coffee (Color) . S 200 4 House Coffee ......-.. 133 12-13F 2200 43 
Lucky Strike Cigarettes.... 110 12 1410 38 


ee tretn ich enpetmane naceh eet fr Bg. 
Tor nwopapeabich hen pagr smb wh fr pgs of sch won J indicares section |, Il indicates section 2, F indicates Jood 
sectuon, ete. 


HONOR LIST—Highest scoring national ads prewar, during the war and since the 
war are shown in this tabulation from the 138-study summary of the Continuing 
Study of Newspaper Reading. 


three years ago we were lucky to, 


find 15% to 20% of the men who 
had seen the story at all.” 

On the physical size and shape 
of ads, Mr. Nelson said: 

“Anyone looking through any 
number of studies that have been 
published would soon learn that 1- 
column ads in newspapers are not 
worth the layout time in producing 
an audience for gasoline, cigarets 
or other mass-purchase products. 
These ads are difficult to handle, 
they are difficult to write copy for, 
and they are difficult for the artist. 
Any time we encounter them, 
either in newspapers or magazines, 
the ratings look pretty sad... 

“By and large we find that the 
easier we make it for the reader to 
find things, or the more pleasant 
the layout, the bigger the audience. 
The more understandable the 
headline happens to be, whether 
for a news story, an article or an 
advertisement, the more readers 
will be attracted to it. If the pic- 
ture is particularly startling or un- 


usual, more readers will be at- 
tracted. If the unusual picture hap- 
pens to be in an ad, the reader will 
stop. He doesn’t turn mental flip- 
flops and disregard a picture just 
because it happens to be in an ad.” 


® Publication Research Service 
does editorial and advertising 
checking on readership for indi- 
vidual papers and others, as well 
as conducting the field work for 
the Advertising Research Founda- 
tion’s continuing newspaper study. 
Currently, it is doing a study of 
each of the 13 locally-edited Sun- 
day magazines which are included 
in the Locally-Edited Group. 
Under auspices of the Advertis- 
ing Research Foundation, in addi- 
tion to the 144 studies which have 
been made of daily papers, three 
studies of Sunday newspapers have 
been conducted—covering the Uti- 
ca Observer-Dispatch, Milwaukee 


| Journal and Cincinnati Enquirer. 


The ARF has also done one study— 
on the Des Moines Register and 


PAGEM-9% W-66% 
Couple W 


= ee 4 
re | 


LESSON IN CROPPING—Two competing papers ran the same bride's picture on the 

same day. One was a full-length shot, the other a close-up. 17% of the men readers 

and 65% of the women saw the close-up, while the full-length picture registered 
with only 6% of the men and 50% of the women. 
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READING OF TYPES OF CONTENT 


Prewar, Wartime and Postwar Medians 


°o 
—T 


Prewor 
Wortime 


Postwor 


Sports News or Pictures ............ 


Display Advertising ...-.-.------- 


National Advertsing -----=----=-- 


Local Advertising ............-- 


Deportment Store Advertising -.- -- - - 


Gossified Advertising... 


Amusement Advertising... .....-.- 


CHANGES IN READING—How types of newspaper content have 
voried in reader pull in prewor, war and postwar days, as in- 


oo oo 80 100 
Medion Per Cent 


WOMEN 
Median Per Cent 
20 4 60 


dicated by the 138-study summary of the Continuing Study of 
Newspaper Reading. 


20 «0 60 60 
Median Per Cent 


0 


Tribune—which shows variation in | 
readership between readers inside 
the city and those~outside. More 
than $600,000 has been invested in 
the research. 


Texas Publisher Makes 
Four Executive Changes 

Times Publishing Co., Wichita 
Falls, Tex., publisher of the 
Wichita Falls Times and Record 
News, has made several executive 
appointments following the deaths 
of Ben D. Donnell, v.p. and editor, 
in March, and Jess McLarry, treas- 
urer and auditor, in April. 

Rhea Howard, president, has 
been named editor and publisher. 
James B. Barnett, secretary, adds 
the title of treasurer. William L. 
Donnell, member of the board and 
a son of Ben Donnell, has been ap- 
pointed v.p. and special news edi- 
tor. J. H. Allison is v.p. Louis T. 
Hamlett has been promoted from 
assistant city editor to city editor 
of the Times. Al Parker is man- 
aging editor of the Times and Cur- 


| tis Cook of the Record News. 


Hartford Adclub Elects 
Edward Graceman, president of 
Edward Graceman & Associates, 


| Hartford, Conn., agency, has been 


elected president of the Advertis- 
ing Club of Hartford. Other offi- 
cers elected are Leonard R. Scho- 


| enfeld, sales manager of WTHT, 


| Ist v.p.; Donald R. Schively, ad 
| manager of Hartford Gas Co., 2nd 
v.p.; Rose C. Rosenbaum of J ewish 


| Ledger Publications, treasurer, and 
| Florence Farrell, secretary of the 


Hartford Chamber of Commerce, 


secretary. } 
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GE Releases Film on Lighting | 


A 30-minute color movie, 
“Bright Future,” dealing with the 
effects of inadequate lighting on 
individuals and families, has been 
produced by the technical, mar- 
keting and promotional personnel 
of the lighting division of General 
Electric Co. in Cleveland. Prints 
are being made available to groups 
of builders, contractors, home- 
makers, clubs and schools through 
GE’s 35 lamp sales districts. 


Starts Hum-i-Dri Promotion 
Hum-i-dri, a new chemical com- 
pound which absorbs moisture and 
reduces humidity, is being intro- 
duced into department stores in 
New York, Cleveland and Detroit. 
The manufacturer, Speco Inc., 
Cleveland, is using newspapers via 
Palm & Patterson, Cleveland. 


SPECIAL DIVIDEND DECLARED? | 


if you advertised lost year in the RICH- 
MOND (Colif.) INDEPENDENT .. . 
probably have an Earned Merchandising 
Credit! 

*Why not find out? Contact Win Smith 
Advt. Mgr. | 


— 


~* 


COUNT ‘EM—The composing room of the New York News closed 14 separate papers 
and sections simultaneously on the evening of June 6. Pointing to page chart is S. D. 
Willey, h super dent. On-lookers are (left to right) F. M. Flynn, presi- 
dent and general manager; John H. Glass, advertising manager, ond Ivan M. Annen- 
berg, circulation Simul closing covered the main section of Sunday 
News, Section Two, travel, roto and comics sections, country edition, sections covering 
local, Manhattan and Brooklyn news, Queens, Nassau-Suffolk, Kings, Westchester, 
and Possaic-Bergen sections. 


Appoints Powell-Grant Rupert Arnold Agency Moves 
Detroit City Ice & Fuel Co. has 
named Powell-Grant, Detroit, to} Angeles, has moved 


handle its advertising. Western Ave. 


Rupert Arnold Advertising, Los 
to 439 S. 


Two Join Lewis & Gilman 

Clyde D. Carder and William J. 
Stevenson have joined the public 
relations staff of Lewis & Gilman, 
Philadelphia. Mr. Carder formerly 
was a member of the community 
relations department of General 
Electric Co. in Cleveland and New 
York. Mr. Stevenson was engaged 
in public information work in the 
Army and served as news editor of 
the Valley Forge General Hospital 
weekly newspaper. 


Cleveland Marketers Elect 


Kenneth L. Ede, v.p. of Fuller 
'& Smith & Ross, has been elected 
president of the Industrial Mar- 
keters of Cleveland. Other officers 
elected are Robert J. Niederhauser, 
sales promotion manager of Har- 
ris-Seybold Co., v.p., Walter W. 
Eichhorn, Thomas Publishing Co., 
| associate v.p., and Willoughby s. 
| (Bill) Leech, v.p. of G. M. Basford 
Co., reelected secretary-treasurer. 


‘Quick’ Appoints Warwick 


Paul Warwick Jr., formerly with 
Simmons-Boardman Publishing 
Co., has joined the Cleveland ad- 
| vertising staff of Quick. 


Expenditures by General and Automotive Advertising 
First Five months 1952 


Daily Times-Herald._.__.__..___-- $828,894 95 
ites R66 ss.citens ci nineteen indiednans 731,866 30 
ieee Bui Oe 657,593 26 
Beenie ee « ccincimesinmmimenidiiiiniiiten 217,649 60 


i Mra 


Morning Post 


Daily Times-Herald..._.___-_- 
PE, DOR income consmenon 


Net Paid Daily Circulation 
6 Months Ending March 31, 


1952 
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FCC's Sterling 
Defends the TV 
Allocation Plan 


Ocean City, Mp., June 17—In 
a strong defense of the Federal 
Communications Commission’s TV 
allocation plan, FCC Commissioner 
George S. Sterling has predicted 
that the new UHF stations will 
prove to be just as good as stations 
using the old VHF band. 

Charging that something of a 
“campaign of terror” has been set 
loose to scare broadcasters away 
from UHF, Commissioner Sterling 
told the Maryland-District of Co- 
lumbia Broadcasting Assn. that 
UHF stations eventually will have 
as good coverage as VHF. 

“One thing is certain,” he con- 
tinued, “that UHF in general pro- 
vides service free from the effects 
of several forms of interference 
‘that plague VHF frequencies.” 


® He said that already there are 
reports that broadcasters are turn- 
ing to UHF. He said there have 
been rumors that Westinghouse 
intends to file for UHF in Phila- 
delphia and that WJR and WGAR 
will file for UHF in Detroit and 
Cleveland. 

Commissioner Sterling struck 
back at critics who have doubted 
| the need for an allocation plan. He 
said the reservation of specific 
channels was necessary in order to 
protect small communities and ed- 
ucational groups, which were not 
economically prepared to enter TV 
at this time. 

“The commission would have 
been completely remiss in its duty 
if it had not set aside assignments 
in behalf of smaller communities 
so that channels would be avail- 
able when these communities are 
ready to use them,” he declared. 


8 Failure to set aside the channels 
would have resulted in “Class B” 
service or no service at all for 
many communities, Commissioner 
Sterling said. 

Under the plan, small communi- 
ties will have the opportunity for 
approximately as many TV sta- 
tions as they have AM stations at 
the present time, he pointed out. 

He said a change in the plan to 
provide more VHF stations for big 
cities would have resulted in a 
great reduction in the amount and 
quality of service for small towns. 
| Before becoming a commission- 
ler, Commissioner Sterling was 
|FCC’s chief engineer. 


‘Hosiery Merchandising’ Is 
Now a Weekly Publication 


Hosiery Merchandising, pub- 
lished by Howes Publishing Co., 
New York, previously a monthly, 
started publishing weekly on 
June 5. 

The publication’s format has 
been changed to a three-column, 
7x10” page, with all editorial con- 
tent presented in straight news 
style. Advertising spaces are full 
page, two-thirds page, half page 
(horizontal), one-third page (ver- 
tical and horizontal) and one-sixth 
page. 


Blatz Promotes Two 


William W. Wadel, public rela- 

| tions director for the last six years, 
| has been promoted to administra- 
tive assistant to Herbert C. Good- 
win, sales director of Blatz Brew- 
ing Co., Milwaukee. James R. 
Shinners of the public relations 
department has been advanced to 
| succeed Mr. Wadel. 


_Schenley Boosts Pearson 
Ken Pearson, general merchan- 
| dising and advertising manager of 
CVA Corp., has been promoted to 
| national advertising manager for 
| I. W. Harper, Ancient Age, Pebble- 
|ford and Belmont whiskies with 
Schenley Distributors Inc., 
York. 


New 
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324 Make Average 
Pledge of $259 
to NIAA Research 


New York, June 17—The aver- 
age pledge made to National In- 
dustrial Advertisers Assn.’s In- 
dustrial Advertising Research In- 
stitute was $259.42, Bennett S. 
Chapple Jr., chairman of the or- 
ganizing committee and assistant 
executive v.p. of U. S. Steel Co., 
announced last week. 

But in view of the $2,000 ceiling 
placed on pledges, he said, the 
“average” figure is not nearly as 
significant as is the fact that 324) 
companies have pledged subscrip- 
tions. 


8 Of the institute members, 164 | 
are advertisers, 83 are advertising| 
agencies, 64 are publishers and 13 
are suppliers. 

The institute is expected to be) 
fully organized with a duly elected | 
board of trustees by July 1 when) 
Mr. Chapple will present his re-| 
port to NIAA at its annual ee 
ing in Chicago. 

Pledges for the institute will be| 
accepted, he said, “as long as it is! 
in business. We are not closing the 
door to anyone who is interested in | 
objective, accurate information on | 
industrial advertising.” | 


Finney Joins Harry B. Cohen 
Peter Finney, formerly of Erwin, 
Wasey & Co., Kudner Agency and | 
Leo Burnett Co., has joined Harry 
B. Cohen Advertising Co., New 
York, as v.p. and account super-_ 
visor. He will work with the 
agency’s account executives for all | 
clients. Mr. Finney was account| 
executive for Admiral Corp. at) 
Erwin, Wasey. | 
Morgan-Jones Boosts Janke 
Fred F. Janke has been pro-) 
moted from sales manager, a post 
he has held since January, 1947,) 
to v.p. in charge of sales and 
merchandising of the products for 
the Morgan Cotton Mills division | 
of Morgan-Jones Inc., New York. | 


Jacksonville Adclub Elects 

The Advertising Club of Jack-| 
sonville, Fla., has elected Walter 
Frank president. Other officers, 
elected are Henry B. Carver, v.p.; 
Joe Locke, treasurer, and Edith V.| 
Shephard, secretary. | 


William Scott Named V.P. | 

William C. Scott, v.p. of Out-| 
board, Marine & Mfg. Co., Wauke- 
gan, Ill., has been elected v.p. in| 
eharge of merchandising. 


A. D. BELT, 

it’s a pleasure 
to play host to 
the Royal Family 
of Desserts 

so often! 


That goes for all four Royal 
Puddings, the seven Gelatin 
Desserts, a trio of Tapioca 
Puddings, Custard Flavor 
Dessert, and Royal’s Lemon 
Pie Filling! We might add that 
the pleasure mounts when we 
note that you—like most food- 
products advertisers—choose 
the Times-Star to carry a 
large share of your Cincin- 
nati-area newspaper adver- 
tising. Thanks for sending 
Royal advertising our way so 
often! | 


Crosley Shifts Four 


M. R. Rodgers has been promoted | 
to. manager of utility and major 
account sales of Crosley appliances 
by Avco Mfg. Corp., Cincinnati. 
Thoben F. Elrod, manager of the | 
Crosley Distributing Corp. merge 
in Atlanta, has been advanced to| 
western sales manager to succeed | 
Mr. Rodgers. J. D. Crawford has’ 
been transferred from manager of | 
the Crosley Distributing Corp. 
branch in Portland, Ore., to man- 
ager of the Atlanta branch. Theo- 
dore B. Kling, assistant branch 
manager in Albany, has been pro- 
moted to branch manager of 
Crosley distributing. | 


U.S. Shoe Names Robinson 


Harry S. Robinson, formerly an) 


}account executive with Stockton-| 


West-Burkhart, Cincinnati agency, | 
has been named to the new post 
|of assistant advertising and sales 
manager of United States Shoe 
Corp., Cincinnati maker of Red, 


Cross shoes. While with S-W-B,| 


Mr. Robinson worked on the aaa 
| Shoe account. 


=] 
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TEST BEFORE YOU LAUNCH! 


~~ if 


liable, 


conclusive tests: 


The best way to be sure whether your product will sink 
or swim is to test it first. But when you test be sure you 
get results you can trust. Test in South Bend, Indiana 
—"Test Town, U.S.A.” Conditions here are perfect for re- 


typicalness — isolation perfect 


distribution—and saturation by one newspaper, the South 
Bend Tribune. Get the whole story. Write for free market 
data book, “Test Town, U.S.A.” 


Soulh @end : 


nich. 


The South Bend, Ind. Market: 
7 Counties, 1/2 Million People 


Cribune — 


STORY, BROOKS & FINLEY. INC. + NATIONAL REPRESENTATIVES 
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BILLIGN DOLLAR 


It’s a market with higher food 
sales than Connecticut... higher 
drug sales than Kansas.* It’s an 
independent market, too — the 
inland part of California. So 
don’t expect to cover it with San 


McClatchy Newspapers 


National Representatives . . . 


VALLEY GF THE BEES 


Francisco or Los Angeles pa- 
pers. You need the local papers 
that inland Californians read — 
The Sacramento Bee, The 
Modesto Bee and The Fresno Bee. 


*Sales Management's 1952 Copyrighted Survey 


O’Mara & Ormsbee, Inc. 
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PHOTOGRAPHIC 
REVIEW 


AFTER 25 YEARS—Roy V. Rice Sr., v.p. of Ruthrauff & Ryan = several states, including all Wolverine execs and nine from 


SHOW ANNIVERSARY—Ed Sullivan, second from right, was guest of honor at the 
Kenyon & Eckhardt party in New York celebrating the fourth anniversary of his 
sponsored by Lincoln-Mercury dealers over CBS-TV. Others 


“Toast of the Town,” 


in Chicago, has been handling the Wolverine Shoe & Tanning 
Corp. account since 1927. Last Tuesday he made one of his 


R&R, held a testimonial dinner and gave him a desk set (which 
Mr. Rice holds in this picture) and bronze plaque. With him 


(left to right): Marlo Lewis, co-producer of the program; Hubbell Robinson Jr., 
CBS-TV v.p.; Vivienne Segal (Mrs. Robinson), and Tom Fry, K&E v.p. on the Lincoln- 


Mercury account. 


HOUSEWARMING—Five executives of the P. Lorillard Co., maker 
of Old Gold cigarets and other products, were on hand at a 
party given by Consolidated Lithographing Corp. when it 
opened a new plant at Carle Place, L. |. Left to right: Fred 


| COMPLAINTS/ 


; 


GAGS AND GIMMICKS—Here’s whot happened when members 
of the Cleveland Advertising Club ‘‘campaigned’’ recently for 
election os trustees of the club. The paint-smeored candidate 
(upper left) is Carl F. Toll, general manager of national ad- 
vertising for Sherwin-Williams Co. His uniquely-adorned “helper’ 
is unidentified. W. R. Meermans, v.p. of Meermans inc., imitates 


his campaign dummy, which is being inspected by Robert Led- 


M. Walson, Lorillard’s director of purchases; Frank Hopewell, 
v.p.; Richard Borchard, cigar sales manager; Edward F. Hig- 
gins, ad department; Sidney P. Voice, executive v.p. of Consoli- 
dated, and Fred G. Robbe, assistant ad director of Lorillard. 


yord Jr., Lester Miller Co., and R. W. Twiggs, Meldrum & Few- 
smith copywriter. Others present during the club’s “field day” 
were (below, |. to r.) D. J. Pritchard, v.p. of Society for Savings; 
W. H. Cordes, general staff manager of advertising, American 
Steel & Wire Co.; L. S. Averback, Cleveland district manager, 
Gulf Refining Co.; L. E. Honeywell, od manager, National Acme 
Co., and C. E. Horton, former v.p. of Fuller & Smith & Ross. 


customary trips to Wolverine in Rockford, Mich., and ran smack 
into a surprise party in his honor. Seventy-five friends from 


are Wolverine officials (from left) J. G. Muir, V. W. Krause, 
R. H. Krause, A. K. Krause, and G. C. Krause. 


SELECTING CHAPTER AWARDS—These four men are shown judging entries for 
annual awards to be given by Traffic Service Corp. to NIAA chapter publications 
at National Industrial Advertisers Assn.’s annual meeting in Chicago June 29- 
July 2. Left to right: Jack Ohnemus, Addressograph-Multigraph Corp., Cleveland; 
A. J. Griffin, Ticonium division, Consolidated Car Heating Inc., Albany, N. Y.; 
K. C. Pratt, K. C. Pratt Inc., New York, and Henry J. Sidford, Behr-Manning Co., 
Troy, N. Y. Mr. Griffin is chairman of the awards committee. (Story on Page 3.) 


FOR SAFETY IN THE SOUTH—This safety message will be seen on more than 1,- 
000 24-sheet posters in the South in August. The Standard Oil Co. (Ky.) posters 
were handled through Burton E. Wyatt & Co., Atlanta. 


GOLFING ARTIST—Otto W. Prochazka (standing, left), creative director of Ander- 
son & Cairns, receives prize for low net score (85 -15—70) in the first golf tourno- 
ment of the Art Directors Club of New York at Whippoorwill club near Armonk. 
Making the presentation is Roy Tillotson of Union Carbide & Carbon, Art Directors 
Club president. Waving at the woiter or somebody is Paul Lang of the Ketterlinus 


Lithegraph Co. 
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SOMETHING 
IS HAPPENING 


IN PITTSBURGH 


The Post-Gazette is the only Pittsburgh daily newspaper to gain in 


Z ets) 


total advertising volume during the first five months of 1952! Here : 
are the figures from Media Records: 


POST-GAZETTE .. 273,803 line GAIN 
SUN-TELEGRAPH . 617,598 line LOSS 
PRESS ....... | 27 eee | 


And this is GAIN on top of GAIN! The above figures are in compar- 
ison with 1951—a year when the Post-Gazette was the ONLY daily 
newspaper in Pittsburgh to sct an all-time record in total advertising. 
In 1951, the Post-Gazette published 1,200,000 more lines of advertising 
than in any previous year in its history! 


YES, SOMETHING IS HAPPENING IN PITTSBURGH, 
as more and more advertisers turn to the 


Bitishurgh Post-Gazette 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, 


Gains or Losses—Your Local Newspaper is the Strongest Selling Force in All of Advertising 
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Sells Magazine Holdings | 


Dorothy S. Potts has sold and 
transferred her holdings in Audio 
Engineering, New York, to Henry 
A. Schober and C. G. McProud. Mr 
McProud will carry on as editor 
and, in addition, will assume the 
post of publisher, previously held 
by Ladd Haystead. Mr. Schober 
continues as business manager and 
comptroller 


New York Marketers Elect 
John E. Shephard, research di- 
rector of Fletcher D. Richards Inc., 
has been elected president of the 
New York chapter of the Ameri- 


can Marketing Assn. Other officers 
elected are John Coleman, con- 
sumer research supervisor of Gen- 
eral Foods Corp., v.p.; Philip Agi- 
sim, assistant director of advertis- 
ing research for Cowles Magazines, 
treasurer, and Mrs Caroline Garn- 
sey, associate director of market- 
ing research for Woman's Day, 
secretary 


WMAW Changes Call Letters 
WMAW, Milwaukee, has changed 
its call letters to WCAN. The 
change was made by the station’s 
new owners, Alex Rosenman, Lou 
Poller, and Cy Blumenthal, who 
took over the operation June 5. 


Offer Outline on Ad Research 


“A Short Outline on Advertising 
Research,” written by Alvin R. 
Haerr, a v.p. of Don Heinrich Ad- 
vertising, Peoria, Iil.. has been 
published by Bradley University in 
mimeograph form. Single copies 
may be obtained, without charge, 
by writing to Mr. Haerr at the 
agency, 406 Fulton St. 


Connor Joins Stockton-West 

John W. Connor, formerly with 
William Esty Co., New York, has 
been named to the copy staff of 
Stockton-West-Burkhart, Cincin- 
nati agency. 


undisputed leadership 
two daily newspapers 


And there's a big difference in Houston 
where the champion Chronicle has such 
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1945 
1951 


eral, 


12,022,970 lines 


automotive, 


Since the War's End Six Years Ago, 
The CHRONICLE Has More Than DOUBLED 
Its Advertising Leadership in Houston. 
Lead Over 
PRESS 
11,265,733 lines 
26,033,753 lines 


(The above figures, from MEDIA RECORDS Annual Reports, 
embrace the totals of all summary classifications—retail, gen- 
legal advertising.) 


Lead Over 
POST 
5,566,144 lines 


financial, classified and 


DIFFERENCI 


n 
¢ 4% ¢ 


JESSE H. JONES, Publisher 


JOHN T. JONES Jr., President 


For additional facts about the No. 1 
paper in the South's No. 1 market, contact 
your nearest Branham Company Office. 


e Houston Chronicle 


R. W. McCARTHY, Advertising Director 


M. J. GIBBONS, National Advertising Manager 


Advertising Age, June 23, 1952 
National Ad Expenditures 
in Eight Media: 1948-1951 
(Millions of Dollars) 
1948 1949 1950 1951 
600 
NEWSPAPERS & SECTIONS 
$00 ae 
400 
300 
ws he PUBLICATIONS 
L | 
a TT RADIO 
oe we ee 4 
NETWORK Wy 
100 a 
<NEWSPAPER SECTIONS — 
' — 
“ a FARM PUBLICATION 
— = ROWEEKLY NEWSPAPERS # 


Sources for the figures used in this chart are: 


Newspapers and sections—Bureau of Advertising, American Newspaper Publishers Assn. 
Magazines, network radio, network TV and newspaper sections—Leading National Advertisers Inc. 


Farm publications—Farm Publication Reports Inc. 
Venezian, 


dusiness publications—Estimates of A. R. 
Industrial Marketing. 


McGraw-Hill Publishing Co. as published in 


Weekly newspapers—Weekly Newspaper Representatives Inc. 
Note: Newspaper section figures for 1948 are based on advertising appearing in the following 
N.Y 


sections: The American Weekly: First 3 


Mirror Magazine 


Markets Group; N.Y. Herald Tribune-This Week 
N. Y. Times Magazine; Parade, and This Week Magazine. Figures for 1949, 1950 


and 1951 include these sections plus Puck—The Comic Weekly. 
Newspaper section figures included in the Bureau of Advertising’s figures for newspapers & sections 


include all national advertisers 


(or Saturday) editions of daily newspapers. 


investments in The American Weekly. 
This Week Magazine. and “the many other smaller publications distributed. . 


Metropolitan Group, Parade 
as sections of Sunday 


Magazine figures also include ad revenue of six national farm publications measured by Leading 


National Advertisers Inc. Revenue for these six publications is also included in the 


tion Reports Inc. farm figures. 


Farm Publica- 


Network TV expenditure figure for 1950 does not include revenue of the DuMont Television Network 


‘Interstate Daily News’ Bows 


The Interstate Daily News has 
begun publication in Siloam 
Springs, Ark., under David Crock- 
ett, Bentonsville, Ark., and Richard 
Elam, formerly owner of the Ben- 
ton County Democrat. Mr. Crockett 
and Mr. Elam recently purchased 
the Siloam Springs Standard, a 
weekly, from Mr. and Mrs. Wen- 


dell Crow. 


Southam Promotes Two 

Southam Co. has promoted A. H. 
Allardyce from advertising direc- 
tor of the Winnipeg Tribune to 
manager of the Toronto office of 
Southam Newspapers. Harry J. 
Neville, account executive in the 
Toronto office, has been advanced 
to assistant manager. The appoint- 
ments fill a vacancy left by the 
death of John C. Hogan. 


THE LARGEST NEWSPAPER in 


New York State, outside of New York 
City, is the Sunday Courier-Express, reaching 77% of all 
families in the Buffalo Metropolitan area—2 out of 3 in 
the great Western New York 8-County Market. And the 
Morning Courier-Express offers you the most economical 
coverage of Western New York's “4 buying families — 
those with the most money to spend. 


BUFFALO 
COURIER-EXPRESS 


Western New York’s Only Morning 


and Sunday Newspaper 


REPRESENTATIVES: 


SCOLARO, MEEKER & SCOTT 
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‘Time’ Ad Users 
Get Letter from 
Sen. McCarthy 


New York, June 17—Sen. Jos- 
eph McCarthy of Wisconsin has 
sent a number of letters attacking 
Time to advertising managers of 
Time advertisers. Some advertis- 
ers who received the senator's let- 
ter last week sent theit letters to 
AA but requested that their names 
be withheld. 

His letters, in franked govern- 
ment envelopes, are accompanied 
by two enclosures: (1) a reprint 
from the “Congressional Record” 
of Nov. 14, 1951, which contains 
his letter of protest to Henry R 
Luce, editor-in-chief of Time, Life 
and Fortune, on “deliberate mis- 
statements” in Time’s now-famous 
cover story on Sen. McCarthy in 
its Oct. 22, ’51, issue, and (2) a 
reprint from the February issue of 
American Mercury of an article 
by Nora de Toledano, “Time 
Marches on McCarthy.” 


s “I realize that bringing these 
facts to the attention of Time’s 
advertisers,” Sen. McCarthy says 
in his letter, “will cause some of 
the unthinking to shout that this 
is endangering ‘freedom of the 
press.’ It might be well, therefore 
to define freedom of the press. 
“To me, freedom of the press 
means freedom to print all of the 
truth, regardless of how pleasant 
or unpleasant it may be, and re- 
gardless of who may be helped or 
hurt thereby, as well as freedom to 
editorialize as the editor sees fit. 
so long as he does not misstate 
facts. Freedom of the press does 
not mean freedom to lie and twist 
and distort facts as some would 
have the American people believe 
“I heartily disagree with those 
who apparently feel that it is 
proper to expose only those liars 
who do not own newspapers or 
magazines,” Sen. McCarthy says. 


s “In my opinion, it is much more 
important to expose a liar, a crook, 
or a traitor who is able to poison 
the streams of information flowing 
into a vast number of American 
homes than to expose an equally 
vicious crook, liar, or traitor who 
has no magazine or newspaper 
outlet for his poison. 

“Time’s advertisers,” the Mc- 
Carthy letter continues, “make it 
possible for the Luce chain to send 
into millions of American homes 
the type of dishonest, twisted news 
as exposed in the enclosed de Tole- 
dano article. 

“Many of those advertisers are 
militantly anti-Communist and in- 
tensely American. When I know 
that they are not aware of the 
facts and, because of that, are un- 
knowingly helping to pollute and 
poison the waterholes of informa 
tion, I have a duty to bring that 
to their attention.” 


es James A. Linen. publisher of 
Time, said that “to date, 11 nation- 
al advertisers have notified Time 
that they had received the sena- 
tor’s letter.” 

Mr. Linen said the senator's at- 
tack on Time began after a cover 
story on Sen. McCarthy appeared 
in its Oct. 22, °51, issue. 

“The following month,” Mr. 
Linen said, “Sen. McCarthy 
launched a campaign through the 
mail and through the press, charg- 
ing that the whole story was a 
‘vicious and malicious lie’ and a 
‘clearly deliberate, dishonest at- 
tempt to discredit my (Joseph 
McCarthy’s) fight against Com- 
munism.” 


8 “It is ridiculous to state, as Mc- 
Carthy has,” Mr. Linen said, “that 


‘ob- 


the story was an effort to 
struct the fight against Commu- 
nists.’ As everybody knows,” Mr. 
Linen declared, “Time was among 
the first to expose Communists 
and the Communist program and 
has continually and consistently 
adhered to that editorial course. 

“We obviously do not agree with 
McCarthy's tactics,” Mr. Linen 
said, “and evidently, from what 
we hear, our advertisers don't 
either.” 


F&S&R Adds Five to Staff: 
Promotes Boyce to Buyer 

Fuller & Smith & Ross, Cleveland, 
has added five members to its staff. 

Assigned to the Westinghouse 
accounts are George E. Greve Jr., 
formerly with Iron Fireman Co.; 
James Gould Jr., who previously 
had his own agency in New Britain, 
Conn.; Edward A. Leary, formerly 
with Roche, Williams & Cleary, 
Chicago, and E. Dena Landis, for- 
merly ad manager of Maytag Co., 
Newton, Ia. 

George Oliva, formerly with 
Griswold-Eshleman Co., has been 
named an associate director of the 


radio, television and film depart- 
ment. L. J. Boyce, with the agency 
for many years, has been promoted 
to take charge of purchasing radio 
and television time. 


F&L Issues New Color Book 


A new edition of its standard co- 
lors specimen book formulated for 
offset has been issued by Fuchs & 
Lang Mfg. Co., division of Sun 
Chemical Corp., Long Island City. 
The 68 standard colors shown were 
lithographed on both offset and 
coated stock. Ink specimen sheets 
show screen values, solids, re- 
verses and a halftone. Detachable 
swatches for convenience of custo- 
mer, artist and pressman have been 
placed at the bottom of each page. 


Form Television Company 
Klamath Falls Television Inc. 
has filed articles of incorporation 
in Oregon with a capitalization of 
$250,000. Incorporating group is 
Phil S. Hitchcock, George A. 
Myers, Eugene A. Bailie and Henry 
J. (Bud) Chandler, all of Klamath 
Falls. Mr. Chandler is supervisor 
of Southern Oregon Publishing 
Co.’s radio interests in Klamath 
Falls, Medford and Roeseburg. 


N. W. Ayer Finds 
Carry-Over Effect 
in Camp Ad Drive 


PHILADELPHIA, June 17—School 
and camp advertising in newspa- 
pers and magazines that brings a 
single inquiry actually pays off 
in many enrollments. The reason, 
according to a report made this 
month by N. W. Ayer & Son's edu- 
cational department, is the “carry- 
over effect” of advertising in this 
field. 

As an example, the report men- 
tions one camp which, soon after 
the war, enrolled a Dayton, O., 
youngster who was first attracted 
to the camp by publication adver- 
tising. The next year, the boy re- 
turned with five friends from Day- 
ton. The third year, eight Dayton 
boys enrolled. Thirteen arrived 
the following season and in the 
fifth year there were 18 boys from 
the same city. 

Forty-six camp seasons, in this 


case, were sold as a result of one) 


89 


inquiry produced by advertising. 

Ayer also made a survey of 30 
camp clients to determine how 
many campers in 1951 were en- 
rolled after sending in keyed in- 
quiries to ads. The 30 camps traced 
a total of 630 boys and girls to 
such keyed inquiries. In addition, 
hundreds of others were enrolled 
through inquiries which could not 
be traced to an individual publi- 
cation. 


Hoyt Appointed Ad Manager 

Don Hoyt, formerly with the art 
and production departments of 
Adolph L. loch Advertising, 
George W. McMurphey Advertis- 
ing, and Simon & Smith, all of 
Portland, Ore., has been named 
advertising manager of Mixermo- 
bile Mfg. Co., Portland. 


Wennergren Heads Radio 

Earl Wennergren, formerly with 
William Kostka & Associates, Den- 
ver public relations consultant, has 
been named radio director of Mac- 
Gruder-Bakewell-Kostka, Denver 
agency. He succeeds Joseph W 
Palmer, who has joined the Amer- 
ican Petroleum Institute. 


J. M. HUBER CORPORATION 
INK DIVISION 
Borger, Texas . 
East St. Lovis, itl. «+ 
INK SALES OFFICES: Boston, Brooklyn, Chicago, New York, Eost St. Lovis, Il. 


INK PLANTS: Bayonne, N. J. . 
Brooklyn, 'N. Y. . 


Boston, Mass. 
McCook, Hil. 


© ee el 


HEED i ORR 


, San Antonio retailer planned to 
advertise his new Mignon green shoe in the 
San Antonio Express, using a second color to 


match the exact shade of the 


shoe. 


The Express air-mailed one of the shoes to 
Huber's East St. Louis plant asking for a per- 
fect match. The shoe arrived Monday; the dead- 
line was Friday—a thousand miles away. 

Huber made the match within a few hours, 
mixed it, then air-freighted 50 pounds to Texas 
the next day. It arrived two and a half days ahead 
of schedule. When Friday's issue came off the 
press, both publisher and advertiser were highly 


pleased with the results. 


An unusual case? Perhaps. It isn't every morn- 
ing we find a Mignon green shoe in our mail. 


But it is typical of the service you can get from 
Huber’s strategically-located plants, whether you 
use news or other types of inks. 


HUBER PRODUCTS IN USE SINCE 1780 
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*This additional 


Coming 


Conventions 
June 22-26 Advertising Assn. of the 
West, annual convention, Olympic Hotel, 
Seattle 


June 23-25. Newspaper Advertising Ex- 
ecitives Assn., summer meeting, Daytona 
Beach, Fla 

June 27-29. Northwest Daily Press Assn., 
annual summer meeting, Madden Lodge, 
Brainerd, Minn 

June 29-July 2. National Industrial Ad- 
vertisers Assn., annual conference, Palmer 
House. Chicago 

Sept 11-13 Newspaper 
Managers Assn. of Eastern 
nual convention, Mount 
Montreal, Que 
28-Oct. 1. Assn 

fall meeting, 


Advertising 
Canada, an- 
Royal Hotel, 


Ad- 
New 


of National 
Hotel Plaza 


Sept 
vertisers 
York 
Oct 2-4 Advertising Typographers 
Assn. of America, 26th annual meeting, 
Grover Park Inn, Asheville, N.C 

Oct. 3-4. Pennsylvania Newspaper Pub- 
Assn., annual convention, Penn 
Harrisburg 


Mail Advertising Service Assn., 


lishers 


Harris Hotel 
Oct. 4-7 


International, annual convention, Shore- 
ham Hotel, Washington, C. 

Oct. 5-9. Advertising Specialty Nation- 
al Assn., annual convention and specialty 
fair, Palmer House, Chicago 

Oct. 8-10. Direct Mail Advertising Assn., 
35th annual conference, Shoreham Hotel, 
Washington, D. C 

Oct. 12-15. Pacific Council, American 
Assn. of Advertising Agencies, annual 
convention, Arrowhead Springs Hotel, 
San Bernardino, Cal 

Oct. 13-14. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago. 

Oct. 13-16. Printing Industry of Ameri- 
ca, 66th annual convention, Chase Hotel, 
St. Louis 

Oct. 19-22. Western Classified Advertis- 
ing Assn., Mission Inn, Riverside, Cal 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston 

Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club, 
Chicago 

Oct. 20-23. Financial Public Relations 
Assn., annual convention, Hotel del Coro- 
nado, Coronado, Cal 

Nov. 20-22. Southern Newspaper Pub- 


lishers Assn., annual convention, The Raf Gets Two Accounts 
Greenbrier, White Sulphur Springs, W 


Va Ledkote Products, Long Island 
Dec. 7-11, Outdoor Advertising Assn. City, and Aircraft Fabricators, Port 
of America, 55th annual convention, Con- Jefferson Station, Long Island, 
rad Hilton Hotel, Chicago have named Raf Advertising Inc., 
Dec. 27-29. American Marketing Assn.. New York, to handle their adver- 
conference, Palmer House, Chicago tising. Both are new advertisers. 


Two Buy ‘Watertown Sun’ 

The Sun, Watertown, Mass., has 
been bought by John H. Gleason, 
director of the division of journal- 
ism at Boston University, and 
Sam B. Warner of Peterborough, 
N. H., a Boston U. journalism grad- 
uate. Robert B. Kennedy of Water- 
town has been named advertising 
manager. Mr. Gleason is president, 
and Mr. Warner is treasurer and 
editor. 


Ottawa Adclub Elects 


J. D. Preston of John C. Preston 
Ltd. has been elected president of 
the Advertising and Sales Club of 
Ottawa. Other officers elected are 
M. Earl Valley, Crawley Films Ltd., 
v.p.; Willis F. Reade, John M. Gar- 
land & Son, secretary, and Stanley 
Petrie, Prudential Assurance Co. 
of England, treasurer. 


HERE’S THE PROOF. COM- 
‘PARISON SHOWS 
LOO and its 16 COUNTY 
AREA ...a real SUPER 
MARKET. THE TOP SPOT IN 
THE STATE. 


WATER- 


linage 
came from TIE-INS used 
with nationally adver- 
tised products. 


nterloo Daily Conrier 


FIRST 


WATERLOO, IOWA 


Story, Brooks & Finley, National Advertising Representatives 


_. carried 


MORE 
LOCAL 
GROCERY 


LINAGE 


than any other 
IOWA DAILY 

DURING 1951 
WATERLOO 


COURIER ] ,900 ,ol) LINES 


DES MOINES NEWSPAPERS: 


Evening Tribune . bnew ewe WEESEREES wKCa's 1,174,308 
ee is hows glee etd Pa ee rie 12,875 
yy gill eee wae «s+ ae 
Total Des Moines ........... Likeheamnn es "1,216,257 Lines 


SIOUX CITY NEWSPAPERS . - 896,294 LINES 
DAVENPORT NEWSPAPERS .. . . 768,964 LINES 


When you sell lowa, start with its richest, 
Most Profitable TEST market. Contact our 
national representatives or write direct. 


WiTH 


Advertising Age, June 23, 1952 


Percentage of Sales Spent for Advertising 
in 1951 by the 50 Big U. S. Corporations 


Figures cover ad expenditures in newspapers, 
consumer magazines, farm magazines, network radio 
and network television only*. 


Sales or % Sales 

Revenues { Advertising Spent on 

(In millions) Expenditurest Advertising 
General Motors $7,466 $33,008,875 0.509 
Standard Oil (New Jersey) 3,786 1,722,881 0.046 
American Tel. & Tel. 3,639 3,988,210 0.110 
U. S. Steel Corp 3,524 2,745,541 0.078 
Great A&P Tea Co. 3,180 1,356,447 0.043 
Sears, Roebuck & Co 2,657 $38 ,009,200* 1.431 
Chrysler Corp. 2,547 20,397 ,632 0.801 
Swift & Co 2,524 8,841,135 0.350 
General Electric Co. 2,319 18,257,156 0.787 
Armour & Co 2,215 5,781,260 0.261 
Bethlehem Stee! Co. 1,793 235,391 0.013 
Standard Oil (Indiana) 1,539 2,535,775 0.165 
E. I. du Pont de Nemours 1,531 3,092 434 0.202 
Socony-Vacuum Oil Co 1,529 2,783,545 0.182 
Gulf Oil Corp 1,439 2,309,190 0.160 
Texas Co 1417 3,395,903 0.240 
Safeway Stores 1,321 886,678 0.067 
International Harvester 1,277 2,210,981 0.173 
Westinghouse Electric 1,241 6,847,015 0.552 
Montgomery Ward & Co. t 1,106 -€ — 
Goodyear Tire & Rubber 1,101 5,981,261 0.543 
Shell Oil Co 1,072 1,613,450 0.151 
Anderson Clayton & Co. 1,068 aE — 
Republic Steel Corp. 1,060 595,544 0.056 
Pennsylvania Railroad 1,044 925,987 0.089 
National Dairy Products 1,038 11,038,442 1.063 
J. C. Penney Co 1,035 Hae se 
Kroger Co 997 348,925 0.035 
Western Electric Co. 985 — — 
Firestone Tire & Rubber 976 3,698,728 0.379 
Standard Oi) (California) 975 1,096,816 0.112 
Humble Oil Co 951 — — 
American Tobacco Co 943 12,794,858 1.357 
Union Carbide & Carbon 928 2,559,296 0.276 
New York Central R. R. 904 645,746 0.071 
Procter & Gamble Co 861 47,251,971 5.488 
U. S. Rubber Co. 837 2,808,775 0.336 
Cities Service Cu 829 1,147,177 0.123 
Wilson & Co 824 1,140,759 0.138 
R. J. Reynolds Tobacco Co 814 14,701,350 1.806 
Sinclair Oil Corp 809 1,791,821 0.221 
Distillers Corp.—Seagram 786 14,126,884 1.797 
Borden Co 732 4,468,701 0.610 
F. W. Woolworth 684 128,511 0.019 
Southern Pacific R. R 648 533,112 0.082 
International Paper Co 646 3 oe 
Cudahy Packing Co 640 1,605,604 0.251 
B. F. Goodrich Co. 638 2,659,919 0.417 
National Steel Corp 618 922,446 0.149 
Phillips Petroleum Co 610 1,393,534 0.228 


Sales and revenue figures for these 50 top sales leaders are taken from The Out- 
look, published by Standard & Poor's, New York. Certain large corporations—like 
Ford Motor Co.—which would normally be listed are not shown because they do 
not report sales. 

Figures for expenditures on outdoor, point of sale, spot radio, spot TV, direct 
mail, and dealer cooperative newspaper advertising, as well as newspaper ads placed 
at the local rate, are not included. The A&P, Kroger, Safeway and other large food 
chains spend large amounts in newspapers at local rates, but these figures are not 
available 

*Sears, Roebuck’s ad expenditures figure includes money spent in daily and weekly 
newspapers ($31,576,600), local radio and television, outdoor, circulars, fashion shows 
and miscellaneous. 


$No advertising figures are available for Montgomery Ward, Anderson Clayton, 
J. C. Penney or International Paper 
Expenditures for Western Electric are listed under American Tel. & Tel.; those 


for Humble Oil are shown under Standard Oil of New Jersey 


Tom Reilly Joins Bates KMOX Promotes Taussig 

Thomas P. Reilly, formerly with Knox Taussig Jr., an account ex- 
Kenyon & Eckhardt, has joined the ecutive, has been promoted to mer- 
media department of Ted Bates chandising manager of KMOX, St. 
& Co., New York. Louis CBS station. 


eB 


A PEACH ofa 
test market for 


FOOD ADVERTISERS - 


Get the facts on the 
ROANOKE MARKET 
DEVELOPMENT PLAN... 


Want to put food advertising to the 
test? Roanoke is your ideal test 
market! 

Roanoke has geographic isolation 
and there is no penetration from 
outside newspapers . . . two key 
factors assuring dependable test 
results. 

More than that, Roanoke offers the 
powerful new Market Development 
Plan—directed to the food stores 
and wholesalers who make more 
than 70% of the sales in this 
compact, self-contained, 16-county 
trading area. 

With the new Roanoke plan work- 


ROANOKE 


TIMES AND WORLD-NEWS 


ing for you . . . and in advance of 

you ... retailers are kept abreast ROANOKE VIRGINIA 
f dvert ‘ 

of your advertising, and you obtain SAWYER - FERGUSON * WALKER CO. 


important dealer tie-ins . . . better 
cooperation with your entire 
campaign. 


National Representatives 
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Pines Plans New Magazine 
to Appear in September 


Standard Comice and other mage’ WE'LL TELL THE WORLD ... ~\\ 


zines, will bring out Real, “the ex- : ‘ RBS ‘ 
citing magazine for men,” shortly No other medium can give you a more 3 5 
after Labor Day. The monthly, comprehensive coverage of the rich 


which will cover fact and fiction TOPEKA MARKET than the 


adventure, sports and war ex- 
periences, will ask $625 per b&w 


page. Color rates have not yet been TOPEKA CAPIT AL—ST ATE JOURN AL 


Real will be edited by Theodore 


Irwin, f ly editorial direct TOPEKA is the Shopping Center . . . the CAPITAL-JOURNAL is 
of Farrell Publications, New York. the Shopping Guide of TOPEKA’S 21-County Drive-In Trade Area. 
Leaves Denoyer-Geppert © 432,900 Population @ $405,894,000 Annual Retail Sales 
Frank Parker Fowler is retiring © $614,395,000 Effective Buying Income 
ney mine parce cy Cpe REPRESENTED BY CAPPER PUBLICATIONS, INC.—NEW YOUK, CHICAGO, KANSAS CITY, SAN FRANCISCO 


globes, charts and models. He has ——= 
been with the company since 1920. 
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NOW! wecro AMERICANS CAST THEIR VOTE FOR 


The Negro Newspaper 


‘ 
’ 
| 
| 
i 
i 
A 
a 
| 
4 
| 
i 
| 
a 
' 
| 
: t 
: kK & Month after month Negro Ameri- : 
* * 

1 cans are buying 16 times more * 

1 J * - 

1 [x] [x] [x] [x] copies of thzir own weekly news- eam 

e J 
; papers than any other publication ' 
- 1 ; 
' [x] x] [x] [x] in the Negro field. 
1 “ 

' ‘ 

' The Negro who buys his own newspaper knows it is well : 3 b 

i worth the 10¢ to 20¢ that he pays for each copy. Ba ; 

| He knows that he is buying the one and only publication 2 N . 

that gives him current and fresh news of his friends and 2 : 

i neighbors—births, deaths, marriages, graduations, and busi- 1 : B 
{ea ‘ ness promotions. ; i : a 
id 1 He gets stories of recitals, banquets, church, civic and : ha 

lodge groups, and every kind of social event. He gets them i i 

a first—and most times, gets them on/y—in his own news- i i 

! papers. He gets news of his friends overseas, too, through a H : 

t on-the-spot correspondents in Europe, Africa. Korea and : H z 

Latin America. : — 

4 He knows that the advertising in his newspaper will | : i ; 

i show him which stores and businesses will welcome him i r 

{ 1 
! and give him friendly consideration sided i H 
He also knows that his Negro newspaper is publis § r 
: right in his own community, and that it gives employment 4 : ; 
* i to his friends and neighbors , i H os 

i It's no wonder, then, that Negro families buy 2 million : H 

1 copies of their own newspapers each week, and spend about : ‘ 

1 15 million dollars annually to read Negro newspapers. — 

Yes, it's no wonder that the Negro family chooses its 4 

| i own newspaper—1I6 to 1!—this fact makes Negro news- | 

: t papers first—in circulation, in penetration and FIRST in 1 

; i influence. i 

| > 1‘ 

1 Leading Negro Newspapers... : 

: FROM COAST TO COAST represented by Associated Publishers, Inc. ; 

Taaede eee .«. «Tri-State Defender’ 
t a ATLANTIC ante pate - 
ph tee i - American ST ds cas Fiend oS tee . . Times-Forum 7 

4 cone ania 020d sa Dense .. Afro-American WEST NORTH CENTRAL atin 1 

’ Baltimore ...... eRioeeabohas Afro-American Minnaselis. henen Sseieee ... Spokesman’ t 

y Norfolk ........ Vetere Journal and Guide inden) ou adaedae Ne eS The Argus’ | 

1 passa biweas Seenee aCe Afro- — ft eS : , .. Recorder! i 

ivan sees ave re 
d F Sate ey . WEST SOUTH CENTRAL 
eee Florida Sentinel! 
8 a eee Paar Afro-American yy ER sain § he aah bt, ~- + 
i] EAST NORTH CENTRAL ak di 85 hia «eae "The Informer | 
Chicago ............. teeeees .. . Defender New Orleans ........................Lowisiana Weekly 
‘ 
= “St p erocepepete Call and Post 
4 Columbus F iene Ohio State News PACIFIC ; i 
1 Detroit - cc cesses. Michigan Chronicle Los Ps ee . . . po 
q aot e EAST souTH | CENTRAL San Francisco Perey Ter koi por 1 

a SS wre Birmingham .. .............. .. Mirror! NATIONAL i 

' Pick: of a ‘ totes Bis eG Defender Atro-American—Chicago Defender 

i : : pra ee? ‘Non ABC. All other newspapers listed are members of Audit Bureau of Circulations. ' 

a 

ASSOCIATED PUBLISHERS 

, 

! . 

4 Newspaper Publishers’ Representatives : 

i , _— 

i FREE! New Book of Facts about the ‘Representing The Largest ABC Coverage in This Field’ 1 

® Negro Market. 1950 U. S. Census ‘ 

a figures on Negro income, Negro population 31 W. 46th Street 166 W. Washington St. e 

| and other ge en wang nprers New York 36, N. Y. Chicago 2, Illinois - 
Negro Market. to advertisers an eir i ANdo 3-6343 

: agencies from Associated Publishers in New Luxemburg 2-1177 _ i 
York or Chicago. 

; THE NEGRO NEWSPAPER IS NOW IN ITS 125th YEAR - 

' ' 
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92 
FTC Cracks Down 


on 4 Hearing Aid 
Makers’ Ad Claims 


WASHINGTON, June 17—The Fed- 
eral Trade Commission announced 


last week that it has cracked 
down on ads of four hearing aid 
firms 

The companies entering into vol- 
untary settlements with the com- 
mission are the Microtone Co., St 
Paul; Beltone Hearing Aid Co., 


Chicago; Dictograph Products Inc., 
New York, and Sonotone Corp., 
Greenburgh, N.Y 

All four agreed to stop repre- 
senting that any hearing aid 
‘which is not completely concealed 
by the user” is invisi- 


said 


when worn 


@ In addition, individual compa- 
nies were required to discontinue 
specific claims in regard to cost, 


maintenance and results obtained 
from its product 
Microtone agreed to cease adver- 


MICHIGAN MARKET! 


tising that its product will endure 
during the lifetime of the pur- 
chaser 

Beltone is to stop representing 
that its hearing aid gives full tone 
or the richest or clearest hearing 
and embodies electronic principles 
new or different from those of 
other hearing aids 

Dictograph is to stop advertis- 
ing that it conducts “hearing 
clinics” or “employs hearing spe- 
cialists.” 

Sonotone is not to represent 
that there is no button or receiver 
in the ear, unless it clearly discloses 
that a bone conductor receiver is 
worn behind the ear. 


Promotes John Langheim 

John L. Langheim, with the 
agency for two years, has been 
promoted to assistant treasurer of 
Guenther, Brown & Berne, Cincin- 
nati and Dayton. 


Grizzard Advertising Moves 

Grizzard Advertising, Atlanta, 
has moved into its own building at 
242 W. Peachtree St 


Hotpoint Tools Up to Make 
Own Refrigerators in Chicago 

Hotpoint Inc., Chicago, will be- 
gin retooling its factory in Cicero 
to produce refrigerators, with pilot 
runs for June, 1953. Previously, 
Hotpoint purchased refrigerators 
sold under its brand name from 
General Electric Co. and manu- 
factured electric ranges for that 
company. The move is a step to- 
ward Hotpoint’s setting up a more 
autonomous operation and GE will 
produce its own ranges at a plant 
in Louisville. 

John C. Sharp, president of Hot- 
point, also disclosed that on June 
30 the company will change its 
name to Hotpoint Co. and be 
known as a division rather than 
an affiliate of GE 


Joins ‘House Beautiful’ 
Elizabeth Gordon, formerly with 
Conde Nast Publications, has been 
named consumer-industry editor 
of House Beautiful. During her 14 
years with Conde Nast, Miss Gor- 
don has been merchandising editor 
of Vogue and managing editor of 
House & Garden as well as western 
editorial director for both. 
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NO CAR IS OLD ENOUGH 


Hokt’s Piston Seal adds 10,000 new miles of 
economy and power to old cars, prevents 
piston and cylinder wear on newer cars! 


Only genuine Holt’s 
has done the job for 
16 years —guoranteed | 
sofe! Easy to install— | 
low in cost. At your 
gorage, service station, 
auto supply store — or 
write for complete 
details to: 


Sevth Ave. Fenweed 5S!, 
in Conede: “Piston Seal” 1269 Green Ave., 
Montreal 6 


CATCHLINE—Williams Advertising Agency, 
New York, is proud of the headline it 
has come up with for Holt’s Piston 
al: “No car is old enough to smoke.” 
The ad appears in The Saturday Eve- 
ning Post. 


Formfit Co. Launches 
Hot Weather Campaign 

Formfit Co., Chicago maker of 
| foundation garments, is launching 
a “hottest summer on record com- 
ing” campaign to cover June, July 
|and August. 
| During June and July the com- 
| pany is featuring its brassieres in 
| inserts to appear in Coronet, Hol- 
land’s Magazine, Household, Life, 
McCall's, Photoplay and Vogue 
and 194 newspapers. For August, 
the Bobbies and Skippies lines will 
be featured in ads to appear in 
| American Girl, Compact, Coronet, 
| Glamour and Seventeen. MacFar- 
|} land, Aveyard & Co., 
| the agency. 


A.E. Staley to F&S&R 


A. E. Staley Mfg. Co., Decatur, 
|i, corn and soybean processor, 
has named Fuller & Smith & Ross, 
| Chicago, to handle its soybean di- 
| vision advertising. Ruthrauff & 
ort will continue as the agency 
for the company on all products it 
= handled in the past. 


Chicago, is | 
Merrick to Street & Finney 
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Now the Deaf May 
See—on WFIL-TV 


PHILADELPHIA, June 17—A nov- 
elty television program slanted 
toward deaf and hard-of-hearing 
televiewers soon will make _ its 
debut over Station WFIL-TV. 

The new series of programs, 
“High Sign,” is specially adapted 
to give the deaf and hard-of-hear- 
ing a chance to keep abreast of 
news, fashion and homemaking 
developments. 

Deaf sign language will be used 
by Mrs. Fannie High, official in- 
terpreter for the Pennsylvania 
Society for the Advancement of 
the Deaf, to translate emcee How- 
ard Jones’ weekly news digest and 
interviews. Mrs. High also will 
double as a model of the fashion 
creations she describes through 
sign language. 

Other features of the series in- 
clude a homemaker’s notebook, a 
report on the newest kitchen im- 
plements and interviews with per- 
sonalities. 


Woods Elected Board Head 
Thomas C. Woods Sr. has been 
elected chairman of the board of 


| Addressograph-Multigraph Corp., 


Cleveland maker of production 
machines for business records. He 
succeeds his late father, Frank H. 
Woods Sr. George C. Brainard, 
president of the company since 
January, 1946, has been named 
chairman of the board’s executive 
committee. J. Basil Ward, v.p. and 
general manager, succeeds Mr. 
Brainard. 


Merrick Medicine Co., Waco, 
Tex., maker of Percy medicine, has 


| named Street & Finney, New York, 


to direct its advertising. 


|Butela Appointed Ad Manager 


Kenneth W. Butela has been ap- 
pointed sales promotion and adver- 
tising manager of Lappin Electric 
Co., Milwaukee. 
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Standardization Still a Problem as 


R.0.P. Color Use Continues to Grow | 


Lake Shore Electrotype 
Reports 553 Papers Now 
Offer Some R.O.P. Color 


Cuicaco, June 17—The list of 
newspapers offering r.o.p. color to 
advertisers continued to grow dur- 
ing the past year. 

According to a revised report on 
r.o.p. color requirements published 
this month by Lake Shore Elec- 
trotype division of Electrographic 
Corp., 553 daily papers now print 
black and one color; 255 papers 
offer black and two colors, and 179 
can handle black and three. Thus, 
nearly one-third of the nation’s 
daily papers now offer some r.o.p. 
color. 

Lake Shore’s comprehensive re- 
port is reproduced virtually in full 
starting on Page 44 of this issue. 
Only some mechanical data, like 
the method of molding or the type 
of press packing used, are elimi- 
nated from the Lake Shore listings. 


@ Mechanical problems are still 
the greatest deterrent to faster 
growth of r.o.p. color. Despite the 
great improvements made in color 
reproduction since the last war, an 
advertiser who wants to use color 
in any considerable number of 
markets will have some difficulty 
in getting uniform reproduction. 

From a sales standpoint, r.o.p. 
color generally is doing very 
nicely. The Milwaukee Journal 
again carried the largest volume 
last year—1,309,000 lines—a fat 
300,000-line increase over 1950's 
r.o.p. linage. 

Advertisers’ reactions to r.o.p. 
color continue to be good, with 
results in most cases justifying the 
extra cost of using color. 

Indeed, many advertisers are so 
enthusiastic about the sales results 
achieved by using color that they 
don't want to talk about it—they 
feel that they have hit upon a good 
thing that will decrease in value 
if many other advertisers decide 
to run color ads that will compete 
for the reader’s attention. 


8 Due to its “shock” effect, r.o.p. 
color has been found of particular 
value either in kicking off a new 
campaign or in introducing a new 
product. Several advertisers report 
that it can be used very success- 
fully in these cases, giving added 
carryover impact to the company’s 
regular b&w newspaper campaign 
and its advertising in other media. 

Improvements in color repro- 
duction have brought many new 
food advertisers into the fold. 
However, many of these still shy 
away from widespread r.o.p. cam- 
paigns because they aren’t sure 
they can obtain faithful color re- 
production in a large number of 
newspapers. 


s But some advertisers, in the 
opinion of the newspapers, are too | 
demanding when it comes to get- | 
ting just the right shades of color | 
in their ads. 

Paul O. Brannon, pressroom su- 
perintendent of the Cleveland 
Press, stated the newspapers’ case 
last week before the three-day | 
mechanical conference of the! 
American Newspaper Publishers 
Assn. (AA, June 16). He criticized 
both agencies and advertisers who 
made press runs difficult and cost- 
ly by demanding precise color 
shades of complex color combina- 
tions. 

Speaking for the advertiser at, 
the conference, a production man | 
from Batten, Barton, Durstine & 
Osborn, San Francisco, took issue | 
with Mr. Brannon, saying that all 
the agency or advertiser wanted 
was to have the color of packaged 
goods, for example, look at least 


When the original ad plates are material. This is an important indi- 


made from the final art and copy, 


| cation, Lake Shore points out, as 


the Bista treatment is applied to| to whether or not a newspaper is 


the back of the casting mat. A 
stereotyper on the newspaper then 
casts a plate directly from the mat. 


willing to spend its own money for 
r.o.p. color experimentation. 


s Advertisers also are warned 


the same in the ad as it does in. s Despite some definite improve-| against expecting color ads to per- 


the store. 


ment in the matter of standardiza- 


tion, a glance at the color require- 


@iIn January, 1951, Lake Shore, 
Electrotype introduced its new. 
Bista Mat, which has done a lot to 
standardize r.o.p. color advertising. | 
Lake Shore’s pre-madeready mat 
is patented, but similar mats have 
also been introduced in the past 18 
months. 

The Bista Mat is molded and 
baked from the engraving. This is 
done under controlled temperature 
and humidity conditions, and after 
the molding and baking the mats 
are sealed in plastic envelopes. 

The press color plates are cast) 
directly from these mats, thus none 
of the sharpness or clarity is lost, 
as it would be in a flat casting. 


ments of different papers still re- 
veals a wide range of limiting con- 
ditions. 

Many papers, for example, will 
not accept less than a full-page ad 
in r.o.p. color—this is particularly 
true in the case of four-color ads. 

Days of the week on which color 
is available continue to be a head- 
ache for the advertiser, although 
this situation has improved con- 
siderably, with 75% of r.o.p. 
newspapers offering color ads ev- 
ery day that they publish. 

Lake Shore (and others) warn 
advertisers to check the extent to 
which papers offering r.o.p. in ads 
also use color in their editorial 


form sales miracles. It seems aca- 
demic to state that the job color 
can do depends a great deal on the 
| product advertised, but cases con- 
| tinue to crop up where color has 
failed to produce better sales re- 
sults. In too many instances the 
advertiser (or agency) is quick to 
blame the vehicle itself, rather 
than consider the possibility that 
the product didn’t lend itself well 
to color advertising. 

Here is a list of the ten leading 
newspapers in r.o.p. color linage 
during 1951, as compiled by Me- 
dia Records: 

Agate Lines 

Milwaukee Journal ...... 1,309,947 

New Orleans Times-Picayune 
and States ........... 


a 1,006,100 
Chicago Tribune ..... 


Dallas News . £49 804 
Dallas Times Herald 736,702 
Houston Chronicle 709,386 
Cincinnati Times-Star 697 888 
Tulsa World 650,761 
New Orleans Item 648 648 
Los Angeles Times 639,851 


TOTAL 8,247,668 


Borden Boosts Fochtman 

Gerard C. Fochtman, who joined 
Borden Co., New York, 12 years 
ago as an office boy, has been 
named assistant on advertising and 
merchandising to Sam Thompson, 
v.p. of Borden Food Products Co. 
Mr. Fochtman previously was as- 
sistant advertising manager for 
Borden's evaporated and con- 
densed milk. 


Names Benjamin Eshleman 

Catalytic Construction Co., Phil- 
adelphia, has appointed Benjamin 
Eshleman Co., Philadelphia, to 
handle its advertising. 


Action Boosts Laven 
Phil Laven, national accounts di- 


| rector, has been promoted to divi- 


sion manager of Action Advertis- 
ing, Memphis. 
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no business to speak of. Then its agency, E. T. 
Howard Co. knocked out a nifty .. . 


SLEEPY SALES 


June 1950—looks like we have a war on our 
hands. People start buying like mad... 


A year 
Dealers are in the 


dumps. Inventories—awful! What to do? 

Now a new mattress you can do without for 
quite a while. It doesn’t stand by the curb, in 
Duco. Or bring in Jimmy Durante. You don’t 
talk about it. No glammer. 

Eclipse Sleep Products. New York mattress 


seis Alerm Clock 
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rom Edge to Edge! 


Eclipse you sleep so soundly, you need an alarm 
clock to wake up! —A Telechron with every 
Eclipse, $49.50 to $69.50. But the advertising 
emphasized the goods instead of the gimmick! 

\ page was scheduled in The New York News, 
metropolitan edition, for 
Sunday, Oct. 14, followed 
by six 600-line ads within 
the month ... On Monday 
Oct. 15, Eclipse started to 
do business! Three extra 
operators in the showroom, 


and two more at the factory, 
answered over five hundred calls in two days! 
Would-be customers wanted te know where 
they could buy an Eclipse. Dealers called for 
Rush orders, Special Delivery. Eclipse called 
GE for more clocks. Some stores even borrowed 
Telechrons from their hardware departments! 
Eclipse’s sales manager, S. J. Kingon, said 
that the traceable sales were at least $257,400, 
from 4,600 lines of News space, at $12,594... 
. Which is not bad at all 
for mattresses! Nor money-making dealers! 


advertising cost 4.8 


And six months later, customers still phoned 
to find where they could buy the mattress! 


To wake up sleepy sales, there is positively 
nothing like The News. . . 
of the families in New York City, 


reaching two-thirds 
two-fifths 
of the families in the suburbs! 

More than 2,000,000 people in and around 
New York go out and buy this newspaper 
every morning. Because they want it, they read 
it thoroughly—give every ad a better break! 

If you have anything people want, you can 
find more people who want it in The New York 
News than in any other medium, at tower cost! 

To wake up more prospects, call any News 
advertising office—New York, Chicago, San 


Francisco, Los Angeles! Rise and shine! 
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WAYNE © 


‘ist in the State 


@ With Effective Buying Income per Family of 
$6,875, Fort Wayne Metropolitan County Area ranks 
Ist in Indiana and 2nd highest among all Metro- 
politan County Areas in the U.S. (Sales Manage- 
ment 5-10-52.) 


Complete data on the entire market . . . city, 
county trading area . . . as of today . . . is now avail- 
able in the new 1952 “GOLDEN ZONE” Market 
Book. Maps, retail sales, buying power population 
. . . 28 pages of market information of timely value 
to all advertisers and agencies. Write for a copy 


today! 


— Fort Wayne, Indiana — 


Ist in the State—2nd in the Nation— 
In Family Buying Power 


Fort Weyne Metropolitan County Area leads the entire State of 
indiane in Family Buying Power and ranks SECOND HIGHEST 
among all the 162 Metropolitan County Areas in the United 
States! (Seles Menagement 5-10-52). The Fert Wayne erea 
is Indiana's “GOLDEN ZONE” Market . . . one of the two 
richest in the nation! 


Monthly Grocery Inventory 
A highly valuable service in planning sales and advertising. 


ideal for test purposes! A continuing audit of consumer pur- 
chases of competitive brands. Monthly reports to General Ad- 


The News-Sentinel ~C-D 


THE JOURNAL- GAZETTE 


Fort Wayne Newspapers, Inc., Agent 


Represented by The Allen-Klapp Co., New York, Chicago, Detroit 


Weiss Reports 

on Revolution 

in Retailing 
Sees 32-Hour Week, 


Three-Day Weekend 
in 10 to 25 Years 


New York, June 17—The revolu- 
tion now taking place in retailing is 
destined to cause some major 
changes during the next decade, 
according to E. B. Weiss, director 
of merchandising, Grey Advertis- 
ing Agency. 

In a talk last week before the 
New York chapter of the American 
Assn. of Newspaper Representa- 
tives, Mr. Weiss predicted that: 

1. “The time is not far distant 
when in one merchandising cate- 
gory after another from 35% to 
60% of total volume will be done 
at night.” 

2. “I believe this revolution will 
lead us ultimately to a five-day 
week in retailing.” 


8 3. “Ultimately, I think the five- 
day retail week will involve the 
elimination of Saturday as a re- 
tail day. ..Monday is destined ulti- 
mately to take the place of Satur- 
day as the big retail day of the 
week.” 

4. “It is entirely likely that in 
ten years or in 25 years we will be 
having a 32-hour work week and a 
three-day weekend.” 

5. “We will see a growing trend 
toward store openings at 10 o’clock, 
11 o’clock and, perhaps, ultimately 
at noon.” 

6. “In 1952, some 20 giant re- 
tailers will do an $18 billion re- 
tail volume and they will take in 


one out of every four dollars spent 
by the public for over-the-counter 
merchandise.” 

7. “Every one of these large re- 
tailers is committed to a program 
of store brand exploitation. It is 
entirely possible that in just a few 
years these 20 giant retailers may 
be spending as much as $300,000,- 
000 for exploitation of their own 
brands and the major share of that 
will go into newspapers.” 


s 8. “The planned shopping center 
is of course part of the retail re- 
volution.” There is a growing tend- 
ency “for the merchants in these 
centers to advertise jointly, of- 
ten under leasehold arrangements. 
This will undoubtedly have a very 
definite impact on cooperative ar- 
rangements between manufac- 
turers and retailers.” 

9. “A very interesting revolution 
in retailing involves the emergence 
of papa as a_shopper...Almost 
every major supermarket reports 
that men, shopping alone, buy up 
to 25% of total food volume.” 

10. “Department stores find a 
substantial increase in couple 
shopping. The increase in couple 
shopping is a real retail revolu- 
tion. Nocturnal shopping hours 
have made it possible for men to 
shop at night and the fact that so 
many millions of women are at 
work makes it necessary for men 
to interest themselves in the shop- 
ping problem.” 


#11. “To my mind, the greatest 


revolution in retailing is the fun- ® “Practically 


damental trend toward self-service 
and self-selection. What has hap- 
pened in food in the supermarkets 
and is now happening to non-foods 
in supermarkets will ultimately oc- 
cur in non-foods in non-food out- 
lets.” 

Mr. Weiss pointed out that the 
shift to evening shopping “must 
leave its impact on the morning vs. 
evening newspaper controversy. 
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OLDER—Emphasizing that “every drop of 
whisky is 7 years old,” Continental Dis- 
tilling Corp. is using newspapers to pro- 
mote its Philadelphia blended whisky 
through Al Paul Lefton Co., Philadelphia. 


What the impact will be,” he 
added, “I do not pretend to know.” 

He took a roundhouse swing at 
the “commonly accepted fallacy” 
that a person “uses newspaper ad- 
vertising today in order to achieve 
payoff results tomorrow. It so hap- 
pens that this is almost completely 
untrue,” he declared. 


every department 
store in this country,” he told the 
newspaper representatives, “knows 
full well that no more than about 
15% of its day’s volume comes 
from its day-in and day-out pro- 
motions. 

“This same fundamental fact 
applies to practically all large re- 
tailers. The fact is that in a de- 
partment store, for example, on 
any one day, only a microscopic 
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Without 


* London, the hub of Western Ontario, the 
heart of the garden of Canada, fifth largest 
market in this rapidly developing young 
country. There are more than a half million 
people in the compact London and Western 
Ontario market where the effective buying 
income runs close to $700,000,000 annually. 


x ? 43 5 ABC March 31, 1952 
| 4 


You Can't Buy Canada 


Buying London” 


Investigate... . . Canada's Best and Most Co-operative TEST Market 
COMPLETE DOMINANCE IN LONDON AND WESTERN ONTARIO 


~ Che London Free Press 


Western Ontario's Poriemest Meurspaper 


LONDON, 


ONTARIO, 


Advertising Manager — CHARLES G. FENN 


CANADA 
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percentage of the store’s total in- 
ventory is being promoted in news- 
paper space and if the store had to 
depend on that tiny percentage of 
its total inventory for the lion’s 
share of its day’s volume it would 
certainly suffer from starvation. 

“I believe the entire newspaper 
business,” Mr. Weiss continued, 
“would benefit hugely if it were 
to conduct a determined campaign 
to scotch this completely false 
premise that newspaper advertis- 
ing run today can be profitable 
only if it pays off in direct sales to- 
morrow.” 


8 Mr. Weiss predicted that the re- 
volution will change working hours 
radically. “It is entirely likely,” 
he said, “that in ten years or in 
25 years we will be having a 32- 
hour work week and a three-day 
weekend. 

“When that happens, I think 
Saturday will become a dead re- 
tail day and when that occurs, 
newspapers will have something of 
a major problem both with their 
Saturday editions, which will be- 
come too lean for profit, and per- 
haps with their Sunday editions, 
which may then become _ too 
bulky.” 

Mr. Weiss devoted particular at- 
tention to the advertised store 
brand. “It isn’t generally realized 
that at least 90% of Sears, Roe- 
buck’s $2.7 billion dollar volume is 
done on its own 44 brands. These 
are not at all private brands—if by 
private one means unadvertised 
and unknown,” he said. 


es “As a matter of fact,” he con- 
tinued, “I believe that Sears is the 
largest user of retail space in this 
country—national or local. I un- 
derstand that Sears wili spend 
some $32,000,000 for newspaper 
space alone this year. That does 
not include promotion cost. Sears 
will spend at least $50,000,000 ad- 
vertising its own brands this year 
and that’s better than a million 
dollars per brand.” 

Mr. Weiss observed that “the 
store controlled brand is adver- 
tised primarily in newspaper space. 
As it furnishes increased competi- 
tion to manufacturers, I think 
manufacturers will find it increas- 
ingly necessary to meet this com- 
petition in the newspapers. 

“As a general observation, I 
would say that strong retail brands 
which are powerfully entrenched 
locally and sectionally can be com- 
batted by manufacturers best 
through localized advertising.” 


& This brand competition becomes 
even more important in view of 
the trend toward self-service, Mr. 
Weiss declared. “You cannot have 
self-service or self-selection unless 
you have known brands. The less 
selling on the retail floor, the more 
a brand must be pre-sold.. . 

“Visual display must and can 
and will compensate for the disap- 
pearance of floor selling—I am 
talking of course about the visual 
display of all types of merchandise 
on a self-service and self-selection 
basis. But that can happen only 
when we have as many brands in 
non-food that are as strongly pre- 
sold as our food brands. 

“It wasn’t accidental that self- 
service began in foods. A major 
reason was that foods had so many 
strongly pre-sold brands. Today, 
we have a growing number of 
strongly pre-sold brands in non- 
foods. Tomorrow we will have still 
more strongly pre-sold brands in 
non-food lines. 


s “We are coming into a real era 
of the advertised brand—the brand 
advertised by the retailer and the 
brand advertising by the manufac- 
turer. 

“Now it seems reasonable to 
me,” he continued, “that the more 
a brand requires strong pre-sell- 
ing, the more it requires the con- 
sumer demand rather than merely 
consumer acceptance and the more 


plausible it will be for the manu- 
facturer to place his advertising as 
close to the point of sale in time 
and space as possible.” 

And that, he told the newspaper 
representatives, “could mean 
newspaper advertising.” 


Effective Buying Income 
5 Year Gain... 82% 


1951 Eff. Buying Income $459 Million 
1946 ” - ” $252 Million 


Pushes Farm Irrigation 

Farm Land Irrigation Co., Port- 
land, Ore., and Fresno, will feature 
the “Farm-in-a-Day” irrigation 
system in a new series of ads to 
appear in farm publications. The 


Portland office of Alport & “ ‘ 
O’Rourke has been named to pre- BEST TEST MARKET Gain . . . $207 Million. 
pare the series. in The Midwest,” 


: evans Peoria 

: igures from 8.M.’s 1962 

Hilton Joins Galloway + « Say Agency and Survey of Buying Power 
Robert T. Hilton, formerly with Advertising Executives 

the Milwaukee Sentinel and the . 

News, Beloit, Wis., has been named in Sales Mgm't. Surveys. 

a copywriter and market research 

man for Wendell C. Galloway In- 


dustrial Advertising, Rockford, Ill. PF 1 Ht -? 3 JOU RNAL STAR 
< — 


y SO 
Beyer Appointed A.E. XX 5 
Jordan E. Beyer has been ap- mom Covers ALL Peoriarea 
pointed an account executive of . Nat'l. Reps., WARD-GRIFFITH CO., INC. 


Ross, Gardner & White, Los Ange- 


NET PAID DAILY CIRCULATION EXCEEDS 100.000 


Til Spar 


SUCCESS STORY 


957,000 LARGEST AVERAGE 
CIRCULATION OF ANY PUBLICATION 
IN HISTORY OF CANADA 


2ND IN ADVERTISING REVENUE OF ALL 
NATIONAL PUB TIONS IN CANADA 


Published as part of the week-end 

editions of the following 

leading Canadian newspapers: 

ST. JOHN'S, NFLD., Evening Telegram 

MONCTON Times and Transcript 

SAINT JOHN Telegraph-Journal 
and Evening Times-Globe 

MONTREAL Star 

QUEBEC Chronicle-Telegraph 

FORT WILLIAM Daily Times-Journal 

KINGSTON Whig-Standard 

KIRKLAND LAKE Northern Daily News 

LONDON Free Press 

PETERBOROUGH Examiner 

PORT ARTHUR News-Chronicle 

TIMMINS Daily Press 

TORONTO Telegram 

MOOSE JAW Times-Herald 

PRINCE ALBERT Daily Herald 

VANCOUVER Sun 

THE STANDARD 
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Three Join JWT in Chicago 

Three new account representa- 
tives have joined the Chicago of- 
fice of J. Walter Thompson Co.: 
G. Matthews (Jerry) Baxter, for- 
merly sales and ad manager of the 
Iglehart Bros. division of General 
Foods Corp., Evansville, Ind.; 
Thomas G. Mason, who has been 
in JWT’s Calcutta office and prior 
to that had served in the Bombay 
and Toronto offices, and Charles 
D. Pettengill, formerly Chicago of- 
fice manager of Meldrum & Few- 
smith 
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@fa. 
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in the Toronto market 
WHEN 


ONE NEWSPAPER 
TORONTO DAILY STAR 


PUTS IT RIGHT | 
IN YOUR LAP 


421,121 


COPIES DAILY 


A.B.C. Publisher's Stotement, Sept. 30, 195! 


The strongest single 
Newspaper Advertising 
Force in Ontario's 
$3,500,000,000 
market 


TORONTO 
DAILY 
STAR 


80 KING STREET W., TORONTO 
UNIVERSITY TOWER BLOG., MONTREAL 
IN U.S.A.—WARD-GRIFFITH INC. 


Canadian Papers’ Ad Revenue Up 14% 
in 1951; Gross Hits $28,000,000 


Toronto, June 17—Canada’s 88 
daily newspapers showed a gain 
of 14.1% in national advertising 
revenue in 1951 as compared with 
1950. And 1950's revenues were 
13% higher than 1949’s. 

Last year saw advertisers spend 
in the neighborhood of $28,000,000 
in these newspapers. 

The 88 dailies—all members of 
the Canadian Daily Newspapers 
Assn.—have a combined circula- 
tion of 3,404,567. Of the 88 news- 
papers, 11 are French-language 
dailies which have a total circula- 
tion of 546,878. 


@ These newspapers continue to 
get an increasing share of the total 
advertising dollars in Canada, a 
total which last year approximated 
$54,000,000. The 88 newspapers’ 
share, percentage-wise, of total ad- 
vertising dollars since 1946, looks 
like this 


1946 43.3% 
1947 44.3 
1948 46.4 
1949 50.1 
1950 51.2 
1951 52.2 


A tactor in the gain in revenues 
from national advertising last year, 
according to the association, was 
the continued increase of United 
Kingdom advertising of consumer 
products in Canadian dailies. The 
association said that daily news- 
paper advertising was off perhaps 
17% during the first of 1952 be- 
cause of government restrictions 
on credit buying. However, an in- 
crease is expected because many 
restrictions were lifted in April. 


® “In a country as large as Canada, 
with vast distances between mar- 
kets,” the CDNA told AA, “man- 
ufacturers need to be constantly 
alert to see that advertised goods 
are available to the reading pub- 
lic. The CDNA, through Canadian 
Opinion Co. surveys, makes bi-an- 
nual stock checks on currently ad- 
vertised drug and grocery products 
to check the availability of goods 
in the markets where the adver- 
tising Is appearing 

“These stock checks are made in 
the 65 cities where daily newspa- 


pers are published, from New- 
foundland to British Columbia. 
CDNA promotion is aimed at 


stressing to the manufacturer that 
distribution is a local problem, and 
that advertising should be geared 
to local conditions.” 


® The association compiles records 
of what is known as “hooker ad- 
vertising’—small signature ads 
placed by retailers that tie in with 
national advertisements 

A test of 35 markets made during 
1951 showed that 42 newspapers 
carried 58,445 “hookers.” 

“Since retailers are unlikely to 
purchase space below the national 
campaign unless they have stock 
of the advertised merchandise on 
hand,” the CDNA pointed out, 
“these hookers serve as automatic 
stock checks on the availability of 
the advertised product.” 


® Along with the tremendous dom- 
inance of newspapers on the Can- 
idian advertising scene, recent 
years have seen another phenome- 
non—the rise of the weekend 
newspaper 

The CDNA, which last month 
enfranchised 60 advertising agen- 
cies, is headed by Allan Holmes, 
publisher of the Galt Evening Re- 
porter. First v.p. is W. A. MacDon- 
ald, publisher of the Edmonton 
Journal; 2nd v.p. is John E. Motz, 
president and publisher of the Kit- 
chener-Waterloo Record, and 
treasurer is W. J. J. Butler 

These newspapers originally got 
under way because Canada doesn't 
go in for Sunday newspapers—and 
the province of Ontario prohibits 


them. “Advertising Conditions & 
Practices in Canada,” prepared for 


the International Chamber of Com-,| 
merce in 1951, places the number! 
|rate of $4,300 a page, or $300| oth carry b&w national. 


of weekend newspapers at six. 
Of these the most important, 
from an advertising viewpoint, are 
the Star Weekly, Weekend Picture 
Magazine, La Patrie and La Presse. 


® The Star Weekly is a publishing 
enterprise which some observers 
have called “unique on the North 
American continent.” Of its more 
than 900,000 circulation (remem- 
ber, in population equivalents, this 
is equal to Life plus The Saturday 
Evening Post), only 5,000 is on 
subscription. It is strictly a news- 
stand deal, and there are no re- 
turns. 

The Star Weekly began to go 
national in the °30s, moving into 
the Maritimes in 1932, and to the 
West Coast in 1934. Its circulation 
has stayed fairly even at between 
885,902 in 1946 and 901,094 in the 
first four months of 1952. It hit a 
high of 905,142 in 1949, and dipped 
to 837,526 in 1951 


@ Its advertising hit a peak of 
$3,632,344 (these are net figures, 
after agency commission) in 1951. 
In that year, $2,636,228 of the total 
was carried in the rotogravure sec- 
tion and $328,940 in the comic 
section. For the first four months 
of 1942, the three sections have 


Advertising Age, June 23, 1952 


the national in the 


supplement. 


carried $820,865, and advertising 


$118,680. 


® Weekend has not completed its — where the Star Weekly is a 
first year of operation as the first) unique newsstand operation, and 
Canadian supplement. = — a gigantic combination of editorial 
tion is now in excess 0 9 4,000, | material, and Weekend sticks close 
and it has high hopes of being the to U. S. supplement patterns, La 
first Canadian publication to reach) Patrie and La Presse employ wedi. 
a million Neatageooetaa ch yal end editions of big daily newspa- 
time, it has announced a future! pers, Both use roto sections, and 


$182,242 


higher than the Star Weekly’s roto) ae A 
section, and this will be the high-| In the case of La Patrie, its daily 


. | average circulation is about half 
est page rate in Canada. |of its Saturday edition, and the 
Its estimated gross revenue for} oe : : 

: ‘ Aare - | Sunday edition is nearly eight 
the first year of publication in| ;. oo 
ih times that of the Saturday edition. 
September is $2,800,000. For the) 
¥ . |For the quarter ended March 31, 
calendar year of 1952, it hopes to : 
| 1952, the daily average was 17,620, 
reach $3,000,000. Since Sept. 8, 
— > cap oe the Saturday average was 34,595, 
1951, its issues have ranged from ‘ zs 
; : P |} the Sunday average was 285,052, 
56 to 32 pages in size, and aver-| | : 
a . | and the combined Sunday average 
aged 42 pages. Its average number | 319.647. This i ‘ . 
of advertising pages is 16 | WES Saas. Sass 8 power peak 
; |for the Sunday and combined 
® It has some problems, including| weekend editions. 
that of getting a clear circulation 
picture, since most of its publishers |® In 1951, La Patrie carried 1,404,- 
use a six-day average figure and/ 051 lines of national display daily, 
don’t break down the Weekend 1,850,786 Sunday, for a total of 
edition separately. For 13 of its|3,254,837. The total was lower than 
newspapers, Weekend employed a'that carried in 1949 and 1950, due 
firm of chartered accountants to|to a decline in daily linage, which 
audit the Weekend circulation |the Weekend gain couldn't com- 
The new supplement employed | pletely offset. For the first four 
some ingenious merchandising tac-|months of 1952, La Patrie carried 
tics, including a color separation | 346,671 national display lines 
service deal, under which it sells|daily, 484,221 Sunday, for a total 
to advertisers a duplicate set of|of 824,892. Roto advertising linage 
camera separations for $45, which for the first four months of 1952 
the advertiser can use in printing was 194,146. 
his merchandising material. La Presse shows no such spec- 
Also, it is making extensive ef- tacular differential between daily 
forts to tie in local advertising and weekend publishing. Its latest 
(with “hookers”) in the newspa- published circulation statement 
pers which carry Weekend with shows a daily average of 228,591, 


KEEP QUT OF CANADA 


UNLESS YOU KNOW YOUR MARKETS! 


© Guelph Daily Mercury 


@ Orillia Packet & Times 
®@ Oshawa Times-Gazette 
®@ Chatham Daily News 
e@ Galt Reporter 

©@ Kirkland Lake Northern 


© Timmins Daily Press 


These are the Markets | 


38% ABOVE AVERAGE 
IN BUYING POWER! 


@ Sarnia Canadian Observer 

© Welland-Port Colborne Tribune 
@ Moose Jaw Times-Herald 

© Prince Albert Daily Herald 

© Port Arthur News-Chronicle 


Daily News 


®@ Woodstock Sentinel Review 
®@ Quebec Chronicle-Telegraph 
@ Vancouver News Herald 


ROPER merchandising follow-through will often 

nine the effectiveness of advertising from 
10% to 30%. These are some of the follow- 
through services available to you through the 
Thomson Dailies: 
BLANKET CONSUMER COVERAGE: Complete low-cost 
coverage that blankets each local market. Adjustable sales 
impact with any frequency desired. Localized advertising 
is your most effective advertising. 


DISTRIBUTION CHECKS: Thomson Dailies advertising staffs 
will give you distribution reports, dealer reactions and other 
valuable point-of-purchase analysis. 


MARKET ANALYSIS: Each individuol market covered by a 
Thomson Daily is reported in a detailed printed analysis. 
A great help to your sales department. 


CONTINUING INVENTORY CHECKS: Thomson Dailies have 
begun the first comprehensive drug store inventory checks 
ever sponsored by publications on behalf of their advertisers. 
Write for full details. 


RETAIL COOPERATION: The advertising and merchandising 
departments of the Thomson Dailies have the confidence of 
the local retailers for whom they act as merchandising counsel- 
lors. You can be certain of effective trade cooperation 
with any campaign placed in a Thomson Daily. 


THE THOMSON COMPANY, LIMITED 


- 1 | 


ST. CLAIR McCABE * Advertising Director—44 KING ST. W., TORONTO—EMpire-3-8895 
225 UNIVERSITY TOWER, MONTREAL - HArbour 2793 


RALPH R. MULLIGAN: PUBLISHER'S REPRESENTATIVE — NEW YORK + CHICAGO + DETROIT 
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and a Saturday average of 259,323. 


Neither average has varied sharp-| 


ly in the postwar period. 


= La Presse has shown tremendous 
gains in total advertising. In 1950, 
it carried more general advertising 
than any other newspaper meas- 
ured by Media Records. It carried 
a total of 24,799,487 lines. In 1951, 
beset by newsprint difficulties, the 
newspaper (the largest French 
newspaper in America) carried 
22,610,657 lines. In 1947, the paper 
passed the 16,000,000 mark, in 1948 
it carried 17,800,488 lines and in 
1949 the total was 22,418,000. 

This tremendous volume is par- 
tially explained by the line rate. 
On October 1, 1946, La Presse set 


its line rate at 28¢ a line, up from | 


26¢. This is for advertisers earning 
the 1,000-line rate. The open rate 
is higher. In 1948, it advanced to 
32¢, in 1951 to 35¢ and in January | 
of this year to 40¢. 

Its rotogravure rates, on a sim- 
ilar basis, also are low. In 1946,| 
they moved from 60¢ to 65¢ a line, 
in 1948 to 75¢ a line and in 1951 to 
85¢. 


= The point is evident that the) 
four publications are different, so 
far as basic publishing operations 
are concerned. About their only | 
point of comparability is in roto-| 
gravure. The roto linage figures | 
are published by AA monthly, and 
here are the cumulative figures 
for 1951 and 1952, through May: 


Rotogravure Linage 


Jan.-May Jan.-May 
1952 1951 
La Patrie 256,615 249,058 | 
La Presse 264,995 192 
Star Weekly 334,835 363,784 
Weekend Picture 
Magazine . 319,596 


+ Didn't start publication until Sept. *\es1. 

This measures all of Weekend 
but only a proportion of the other 
publications. 


About three years ago, before] And board chairman of Scripps | tribution and lack of knowledge on the part of the public, where goods can be — 


Weekend came into the picture, 
the four weekend papers. produced 


a brochure (the Montreal Stand-| 
ard, from which Weekend grew, | 


was part of the group) showing 
that the four papers reached 61.6% 
of all Canadian families, and that 
in Canada’s 32 major cities 83.5% 
of the families were reached by 
the four newspapers. 


BEATRICE L. SHEA 

Tyncssoro, Mass., June 17—Mrs. 
Beatrice Lord Shea, 46, Boston ad- 
vertising artist, died June 15 at 
her home here. 

The wife of William E. Shea, 
sales promotion director for Sta- 
tion WHDH, Boston, Mrs. Shea 
was a graduate of the Massa- 
chusetts School of Art. 


| FRANE M. BRITTON 

| Mariporo, Mass., June 17— 
Frank M. Britton, 45, publisher of 

| the News-Enterprise, Hudson, 

Mass., died recently at Marlboro 

Hospital after a long illness. 

Mr. Britton began his newspaper 
career 28 years ago as production 
| manager of the Telegraph, Nashua, 

N. H. He later became manager of 
{the Boston Suburban Quality 
| Newspapers. He was the first 
|president of the New England 
|Newspaper Mechanical Confer- 
| ence. 


W. E. SCRIPPS 

Detroit, June 17—W. E. Scripps, 
founder of Station WWJ and 
WWJ-TV and president of the 
| Detroit News, died June 12 after a 
year’s illness. 

The son of James E. Scripps, 
founder of the News, Mr. Scripps 
founded WWJ in 1920. It was the 
' first radio station on the air with 
regularly scheduled programs. He 
was the designer of a widely used 
|motor boat engine and president | 


SHANNON AN 


Sharply rising sales prompted one national ad- 


vertiser to steadily increase his linage in Le Droit .. . 
from 5,007 lines in 1943 to 52,082 lines in 1950. 


"A | saa 
LE DROIT 


Daily Circulation Over 26,000 
Head Office and Plant—368 Dalhousie St., Ottawa 


U. S. Representatives— 


A.B.C. city zone 
speak French 


D ASSOCIATES 


Motor Co., marine engine manu- 
facturer. 
His son, William J. Scripps, is 


| the Evening News Assn. 


CARL K. SHARR 
ASHLAND, O., June 18—Carl K. 

“Mike” Sharr, 51, sales manager 
| of Dr. Hess & Clark Inc., stock and 
| poultry remedies, died June 11 of a 
| heart ailment. 

Mr. Sharr joined Dr. Hess in 1925 
as traffic manager and was made 
sales manager in 1942, 


TOM C. GOOCH 
Da.tas, June 17—Tom C. Gooch, 
72, president and editor-in-chief 


director of radio and television for | 


of the Dallas Times Herald and 


ee ts oe haem (25 <, ‘Og > 
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chairman of the board of KRLD ARTHUR M. SEMONES 


(AM-FM-TV), died June 13 after 
an illness of nine weeks. 

Mr. Gooch had been with the 
Times Herald organization for 
more than 50 years and had been 
publisher since 1941. He directed 
a post-World War II $2,500,000 
expansion of the Times Herald 
publishing plant and its affiliated 
radio and television services. 


JOHN B. YONKER 

Syracuse, June 17—John B. 
Yonker, Syracuse advertising ex- 
ecutive, died June 11 at his home 
after a short illness. 


Cuicaco, June 18—Arthur M. 
Semones, 53, v.p. and secretary of 
Henri, Hurst & McDonald, died 
yesterday in a suburban hospital. 

Born in Chicago, Mr. Semones 
was associated with W. B. Henri, 
now president of the agency, for 
several years before Henri, Hurst 
was established in 1916. 


JOSEPH A. HARDY 
MONTREAL, June 18—Joseph A. 
Hardy, 62, representative of the 
Trans-Quebec Radio Group since 
1946, died June 14 at his home. 
Mr. Hardy did promotion work 


Mr. Yonker had operated the|for CHRC, Quebec City, for 15 
Yonker Advertising Agency for the) years before forming his own rep- 


past several years. 


| resentative company in 1946. 


Loeal 


hamlets, villages and cities. 


Sales movement is retarded if two conditions exist . 


Truth 


ES SALES 


T HAS BEEN repeatedly said that ‘‘all sales are local’’. That is true. No matter | 
how national any sales and advertising campaign may be in conception and 
scope, it has to pay off in the movement of goods over thousands of counters in — 


. spotty or inadequate dis- 


‘purchased and sold... both these conditions thwart the sale of many well-known 


‘products. Time and time again, advertising; sales policies; pricing and lack of 


dealer interest is blamed for “below-par”’ sales. 


The Canadian Daily Newspapers Association continuously checks the avail- ; 


ability of advertised goods through Canadian Opinion Co. surveys. They also keep ; 


survey of 42 daily newspapers in Canada showed that during 1951 these 42 


accurate records of the amount of ‘‘dealer support’”’ given to such goods. A pilot i 


| newspapers carried 58,445 retail hookers “‘tied-up”’ to national advertisements. 


be bought. 


Canadian 


DAILY NEWSPAP 
ASSOCIATION 


1. H. Macdonald, General Manager 


SS UNIVERSITY AVENUE, 


Thus, a great many national advertisers made their national campaigns thor- 
oughly local. They told the public where to buy. The fact that a dealer joins 
| up in supporting national advertising is proof that he has the goods in stock. 


Remember, there is no greater waste of advertising money or damaging 
effect on the reputation of a manufacturer, than to enthuse the public about 


merchandise, then have it unavailable or keep secret the places where it can 


Write or telephone the C.D.N.A. for a “distribution” conference, and for 
full facts on how to localize national advertising. 


TORONTO, ONTARIO 
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Puts Ruxton in a Front Seat 
with Famed Copy Men 

To the Editor: The feature arti- 
cle on A. D. Lasker in June 9 AA 
is mighty interesting. Lasker seems 
to have had the kind of gimlet 
mind, able to bore beneath the sur- 
face, possessed by John Patterson 
of NCR. Patterson is credited with 
practically every copy innovation 
Lasker is supposed to have initi- 


ated, including the emphasis on 
copy as the heart of advertising; 
letters; bulletins; house organs 
(house magazines); and other an- 
gles young and innocent PR men 
and women of today think the 
latest ever. I doubt if there’s much 


in today’s advertising that Patter- 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


son didn’t think of and try first, 
in essence anyway, if unaided by 
modern photoengraving and simi- 
lar assists. 

Lasker had some good copy- 
writers, but it’s inconceivable there 
weren't others around that Lasker 
just never happened to latch onto. 
Walter Weir is good, as your arti- 
cle says, but so is many a mail 
order copywriter who never gets 
boosted into the front rank—sim- 
ply holds down his job because he 
gets sales at a profit right along, 
and maybe does a bang-up job on 
far less than Lasker, Weir and 
others had to spend. As I see it, 
the difference is one of volume 
(money available from the adver- 


A PROFIT 


ALLENTOWN, PENNA. 


Retail Lineage ' 


Proves 


ALLENTOWN IS 


First 5 Months 1952 
Retail Morning 5,805,954 
Retail Evening 5,707,912 


Aggressive retailers, 
papers as their advertising medium, have made 


ALLENTOWN 
PENNSYLVANIA'S 3RD METROPOLITAN AREA 


Retailers prove Advertising Dollars 
Pay off in the ‘the ALLENTOWN MARKET 


CALL-CHRONICLE 
NEWSPAPERS 


MARKET 


A Gain of 
+4.5% 
+4.9% 


using Call-Chronicle News- 


the BUYING CENTER of 


with 


The Morning Call 
Evening Chronicle 
Sunday Call-Chronicle 


at ONE Low Cost! 


The News ond Observer is the 
ONLY Merning-and-Sunday news | 
poper in this prosperous area that 
accounts for practically ONE THIRD 
of North Carolina's trade activity 
114,446 Morning 
118,912 Sunday 
(ABC Audit 12/31 51) 


The-Kealaig hh 
News and 
Observer 


~ MORNING & 
SUNDAY _ 


Sell this BIG MARKET 


1951 Market Totals— 
33 County Golden Belt 


Retail Sales... $909,124,000 | 
32% of N. C. Total) 

Food Sales 196,193,000 | 
(32% of N. C. Total) 

G'n'l Mdse. Sis. 128,780,000 | 
(32% of N. C. Total) 

Autom. Sis. . .. 185,302,000 
(31% of N. C. Total) | 

Drug Sales . 25,599,000 | 
(31% of N. C. Total) | 

Farm Income 528,704,000 
(59% of N. C. Total) 

Eff. Buy. Inc. 1,305,439,000 
(33% of N. C. Total) 
(SM Survey, 5/10/52) 


Rep: The Branham Company 


| Lasker, 


|——-and maybe considerably ahead. 


|I want to make is that there are 
;others around who, 


tiser) and not individual copy- 
writing skill. 

I'd sure like to know for certain 
if Lasker originated “salesmanship 
in print.” Ever hear of a fellow 
named Robert Ruxton? For my 
money he’s way out in front of 
Lasker, Weir, Kennedy, Hopkins. 
Around 1908 Ruxton was running 
small ads in the New York Times 
regarding the Writer-Salesman—as 
distinct from the common or gar- 
den variety of advertising man. 
Later he was writing about Printed 
Salesmanship, Written Salesman- 
ship and other clarifying defini- 
tions marking the cash difference 
between copy that sells and copy 
that doesn’t. I’d say off hand that 
Weir, Kennedy, Hopkins 
and the others would have found 
Ruxton right up there with them 


None of this is intended to dis- 
parage Lasker, Weir, Kennedy, 
Hopkins. We could do with more 
like them, a lot more. The point 


like Lasker, 
fully understand that copy is the 


heart of advertising, and have 
rolled up impressive results to 
prove it. 


From the little I know of Rux- 
ton’s work, he’s taken on cam- 
paigns where the ordinary adver- 
tising skills and techniques pro- 
duced only 1 or 2% returns and, 
with his superior know-how, has 
run returns up to 10, 12, 15 and 
17% or more. 

I’m no advertising man myself, 
but it seems to me a feller who can 
consistently produce results like 
those deserves to be right up there 
with Lasker, Weir, Kennedy and 
Hopkins when the medals are 
passed out. 

WALTER PETERSEN, 
New York. 
+ 


Adds to Lasker Legend 

To the Editor: The Lasker Leg- 
end would not be complete with-| 
out some recognition of his rare but} 
pungent flashes of wry humor. 

Though at the time I was in a 
minor capacity at Lord & Thomas 
(pre and-Logan) and have not at- 
tained a stature to justify listing 
“among those trained by...” I was 
closely enough associated with Al- 
bert D. Lasker to be exposed to 
these occasional reportable epi- 
sodes. 

Once he called me into his office 
and asked me to order a barrel of 
kosher pickles for him. He had en- 
joyed this delicacy at a dinner 
party the previous night and had 
secured the name of the maker 
from his hostess. I called the pickle 
maker but it being the second day 
of a two-day Jewish holiday, 
place was closed. Upon reporting 
that fact, Mr. Lasker said, “Of 


the | 


| vote!” 


FCC's ‘Free’ Decision 
Makes Adman Wonder 

To the Editor: When I received 
my copy of ADVERTISING AGE, June 
2 issue, this morning I could not 
help being reminded after reading 
the lead editorial, “Nothing Is Free, 
Says the FCC,” and the companion 
piece at the top of the “What 
They’re Saying” column, of an- 
other case in point. 

During a recent election here a 
local automobile agency inserted 
an advertisement in the paper on 
the morning of the election an- 
nouncing that, as a public service 
in an effort to get out the vote— 
“we care not how you vote, but 
—the caption on the ad un- 
derlined: “For Free Transporta- 
tion to and from the Polls, Call—” 
(numbers listed). 

Just wondered if FCC would 
| consider this misleading? Certainly 
the automobile company did not 
expect to sell a car to everyone 
who called for the “free” trans- 
portation, and no one, apparently, 
was being solicited on how to vote. 

Incidentally, having been a sub- 
scriber for your publication for 
several years, I find it indispens- 
able, although I am not an adver- 
tising agency, per se. 

BENTON E. JACOBs, 

President, Benton Jacobs Inc., 

Publicity and Public Relations, 

Miami, Fla. 

a as . 
Haugan Installs ‘Puck’— 
McKesson Drug Displays 

To the Editor: I read with inter- 
est the article on Page 53 of the 
May 26 edition of ADVERTISING AGE 
regarding McKesson’s cooperative 
Puck drive, particularly as our or- 


ganization has been authorized by | 


McKesson & Robbins to install the 
12,000 Puck—summer-vacation 
needs windows in each drug store 
participating in the promotion. 
In the third column, second 


CO-OP—Herman Nolen (left), v.p., Me- 

Kesson & Robbins, and Alfred S. Haugan, 

president, Haugan Advertising Inc., with 

an “Operation-Piggy Bank” display in- 

stalled by the Haygan company in more 
than 11,000 drug stores. 


paragraph, under merchandising, it 
could be misunderstood to mean 
that the three-dimensional display 
is being placed or installed by the 
McKesson’s salesmen rather than 
being installed by Haugan Adver- 
tising, in the 12,000 stores through- 
out the United States. 

Believe that the manufacturers 
who are paying for this promotion 
would like it better if they knew 
for sure that the displays were 
being professionally installed 


|rather than being simply distrib- 


uted by the salesmen and perhaps 
installed by the dealer. 

During March, for McKesson & 
Robbins, Crowell-Collier Publish- 
ing Co. and 15 national manu- 
facturers, the Operation-Piggy 
Bank display, which we designed 
and had manufactured, was in- 
stalled in over 11,000 drug stores 
throughout the U.S. 

We are also currently working 
with one of the larger radio broad- 


course, any place that makes 
kosher pickles would celebrate a 
double header.” 

Another time, we were alone in 


when a stranger wandered in seek- 
ing to run an ad. Mr. Lasker hap- 
pened to be passing the otherwise 
empty reception room at the time 
when the man spied him. 
ously a client for the placement of 
a two-line classified ad, A. D. took 
care of him with a simple, “I'm 
sorry, they ain’t nobody here but 
us help.” 

When Tom Logan joined forces 
with Lord & Thomas, some bright 


|soul paraphrased the then-popular 
| play by dubbing Mr. Logan “A. D.’s 
| Irish Rose.” 


Mr. Lasker recounted 
that pun time and again. 

I am sure many of your readers 
will enjoy these anecdotes and 
some may be able to add to them 

ALLAN J. COPELAND, 

Allan J. Copeland Advertising, 

Chicago. 


| 


|| the office on a Saturday afternoon | 


Obvi- 


TRIBUNE CIRCULATION 


STILL GOING UP! 


®@aklan 


SPPOTIATED FREES) WietreoTe.. are 


225,000 T 
SUNDAY 
200,000 
175,000 
150,000 
1949 1950 1951 1952 


Source: A.B.C. Publisher's Statements, 
March 31 of each year 


TH TED PREOD, ORNERES OANLT BOWS FemErce SERTIEE 


CRESMER & WOODWARD, INC. 


Representatives Including Sunday Magazine 
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casting companies on a TV pro- 
gram in setting up a combined pro- 
gram that will involve a point of 
purchase tie-up with several man- 
ufacturers’ products. 

A. S. HauGan, 

President and General Man- 

ager, Haugan Advertising Inc., 

Mount Vernon, N. Y. 

+ a e 
Says Objective Reporting 
Gives Co-ops a Break 

To the Editor: I have just read 
the second of Milton Moskowitz’s 
articles on cooperatives, and I 
want to congratulate your publi- 
cation for an outstanding job of 
reporting on a controversial sub- 
ject. 

One of the reasons why the Na- 
tional Tax Equality Assn. has 
managed to keep up financial sup- 
port of its fight on co-ops is that 
a lot of business men have been 
fed false information about co-ops 
and their method of operations. 
We have no fear of public opinion 
as long as the opinion is based on 
facts. Unfortunately, there are 
some publications in this country 
that have deliberately avoided tell- 
ing the whole story in their dis- 
cussions of the co-op tax ques- 
tion. 

As I understand it, the journal- 
istic profession prides itself in 
making objectivity a first essential 
of good reporting. Certainly Mr. 
Moskowitz’s articles would uphold 
that standard. 

Howarp A. COWDEN, 

President, Consumers Coop- 

erative Assn., Kansas City, 

Mo. 

. - - 


Head Trips Foot 
in This Advertisement 


To the Editor: Here’s what hap-| 
pens when a standard running 


comment-type sig tangles with the | 
head. } 
CARLTON A. JOHANSON, 
Doremus & Co., San Francisco. 
s e © 


Distributes Essay Booklet 
at British Ad Conference 

To the Editor: I think you may 
Le interested in the enclosed copy 
of a booklet Advertiser’s Weekly 
has produced as a contribution to 
the Advertising Assn. Conference 
at Brighton, May 8-11. 

In conjunction with this confer- 
ence, the Advertising Assn. organ- 
ized an essay competition, in which 
men and women in advertising| 
under 30 years of age were asked 
to state in 1,000 words, “Why I Be- 
lieve in Advertising.” There were 
nearly 200 entries. | 

Writers of the three best essays 
receive a £100 traveling bursary | 
which will enable each of them, 
with a friend, to visit a European 
country where advertising contacts 
will be arranged. 

Thus the competition, both by 
encouraging the younger people in 
the business to express their faith 
in, and understanding of, adver- 
tising, and by providing an oppor- 
tunity for some, of them to meet 
advertising people overseas, fur- 
thers important objectives defined 
at the International Advertising 


Conference held in London last 
year. Six consolation prizes have 
also been awarded. 

Our booklet, which is being 
presented with our compliments to 
all competitors and conference 
delegates, contains the nine prize 
essays, the quality of which we 
consider really excellent. 

The essays will give you, and 
possibly the readers of your jour- 
nal, should you consider the sub- 
ject worthy of mention, some idea 
of the attitude toward their voca- 
tion of thoughtful youngsters en- 
gaged in advertising in this coun- 
try. 

C. D. Rant, 

Editor, Advertiser's Weekly, 

London, England. 

« * 7 
Hopes for More Guideposts 

To the Editor: We found your 
four-year record of percentage of 
sales for advertising in your April 
28 issue of great interest. We have 
clipped our own copy to file with 
Borden’s “The Economic Effects 
of Advertising” but in doing so our 


library copy is now mutilated. We 
would therefore much appreciate 
it if you would send us an extra 
copy of the April 28 issue which 
shows the double-page spread of 
tables. 

The presentation of economic 
facts about advertising fills a con- 
stant need. It is to be hoped that 
you will be able to present similar 
facts from time to time which can 
act as important guideposts to ad- 
vertising people. 

Joun A. M. GALILEE, 

Secretary, Assn. of Canadian 

Advertisers, Toronto. 


2 . . 

Cites Time Wasted on Specs 

To the Editor: Mr. Redden of 
Motorola is very eloquent in behalf 
of “speculative presentations.” 

Isn't the fact equally eloquent 
that, after the very elaborate and 
conscientious screening, the Motor- 
ola executives chose an agency 
which had already been working 
w,th them for two years on a very 
major portion of their promotion? 

Isn't it a fair guess that 90 to 


95% of the smart ideas dreamed 
up in speculative presentations are 
either discarded or radically mod- 
ified when the agency gets down 
to actual business? 

The question of “ethics” may not 
be the most important in the mat- 
ter of speculative presentations. 
Maybe it’s the terrific amount of 
lost motion on the part of both 
the advertiser and the agencies! 

IRVIN DOLK, 

Secretary-Treasurer, Lamport, 

Fox, Prell & Dolk Inc., South 

Bend, Ind. 

e - © 
‘Globe Democrat’ Has 
Mail Order Mart, Too 

To the Editor: As a reader of 
ADVERTISING AGE I was very much 
interested in an article in the June 
2 issue regarding mail order-direct 
mail clinics, newspaper shop by 
mail pages, ete., in which your 
publication listed several newspa- 
pers with mail order pages. 

Naturally, we were greatly dis- 
appointed that the Globe-Demo- 
crat was left out of this list. Our 


99 


mail order pages originated in this 
newspaper in St. Louis... 

I hope your editors see [the 
Sunday Globe-Democrat] occa- 
sionally because they could be 
missing many fine things such as 
our Mail Order Mart. 

C. C. CALLTHAN, 

Manager, Advertising Services, 

St. Louis Globe-Democrat, St. 

Louis. 


New Mexican Agency Helped 
By Market Data Roundup 

To the Editor: Enclosed is my 
request for copies of market data 
offered in your May 12 issue. 

I am but a new subscriber to 
AA. But with this issue alone, I 
fee] I have gotten my subscription 
price back. We have a new, young 
agency in Mexico, and you cannot 
possibly realize how the compila- 
tion and availability of this mater- 
ial helps us out. 

Britt M. SANSING, 

President, Publicidad Norte- 

na, S.R.L.C.V., Mexico, D. F. 
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Canada is expanding in a big way. The market 
is a rich one. Personal savings in Canada rose from 
$820 million in 1950 to well over $1,600 million 
in 1951: Average weekly salaries and wages in 
December of 1951 rose to $52.34 per week. 

Farm cash income went up 25% in 1951, and 
new capital investment in Canada topped $4,500 
million. As in all rapidly expanding economies, some 
parts have forged ahead at almost unbelievable 
pace. Edmonton, Alberta, for example, increased 
its population from less than 98,000 in 1941 to 
over 170,000 in 1951. Calgary jumped from 
93,000 to over 139,000 in the same period. The 


circulation of the Southam Newspapers has more 
than kept pace with this immense growth. In the 
ten year period 1941 to 1951 their combined total 
daily average net paid circulation increased over 
44% against an all Canada population increase of 
21.75% in the same period. 

Look to Canada for rich rewards in its rap- 
idly expanding markets. First-hand facts and figures 
of the areas served by the Southam Newspapers of 
Canada are available from our U.S.A. representa- 
tives, Conklin and Woodward, 22 East 40th Street, 
New York 16, N. Y., or any of their branches: 
Detroit, Chicago, San Francisco and Los Angeles. 


THE SOUTHAM NEWSPAPERS OF CANADA 


THE OTTAWA CITIZEN 
THE WINNIPEG TRIBUNE 


THE CALGARY HERALD 


THE HAMILTON SPECTATOR 
THE MEDICINE HAT NEWS 


THE EDMONTON JOURNAL 


THE VANCOUVER PROVINCE 


REACH OVER 1,500,000 CANADIANS EACH PUBLISHING DAY 


|. i ens obama Aree Seats hae ao ro eae ee See 0S 0 OE ee 7 Coe! | fs ee epee yh ee Tp 
= cae ne ee Reyes. oF le ? ae > ee hee Beek: ie E Phe i Pigs ‘ 
‘14 - + he ge x 
Ay! Py 
= 7 
~ = y . 
ay Tears 
Ae eta 
. = 
- , 
a 
e e e wr as 
ie 
a Et os 
ad 
' Bae 
ee 
: 
y aA Pate 
wee 
‘a 4 ray 
————— ws) 
: 
; e . ~ ce 
i 3 
oo ee 
: i 
a %, yw 
6 cid a 
ie aey 
(Go u% 
eae 
' “ae oe 
= 
es ue 
4 y, DA es 
Sn - r - * 
i / . f be 
b 4 i. 
my Fc apes 
[eee 
1 A a Paes a 
; | . ; 4 ; 
} \d i Noa 
% | A% 
FY Sato 
| a 
, Fe 
‘ goes 
7 Pee to ae a H b Sa 
ch SS ee =“ | es 
Mga el ae q | gar 
eee vee 2 ' Wht wo 
. h y = . ' ‘e> a a 
, : : Fe Sa 
sam ff = Bes 
oe eee &§ Bet oc" 
; MAINTAIN? ED BS _ * 
: ' + Se Bas | : Fes 
, . | eR ae oe ea | -— 
fhe e- 
* oy ' z 
; o on quate « me te te en ’ ae : 
—Ooattess Stee eM 
¥ SSaerecres Secteag " - 
% Ss Eee ia 
: Pi — Rea 
" no ste = taps ene intna, SSeS Res ee 
Se eee ae 
Sein ome a 
a Zia eee ere 
2 } y SS Oe Sieg i 
you cam bt SURE ...# ree Cy mt 
a ‘0 ' AS ie. 
> ie West ; pr pee ~ he “ea 
e b: : | . Bo: 
po : 
q aa > ce: 
- ponte Se 
ME sg 
os ‘il 
| ae 
- — ‘ 
i vag" ae 
= 
ee Stee” 
Bret 
5 
yf ein 
pt ea 
f a ie 
2a 
rie 4 
, Si 
. EE | ee oh 
“seca : J 23 * ~ A eas Bi De noes 
zen Ne at lle : iy Bosh eee cies: Se SS a a ae NCS UR ae : 
en i ae uth ee AEC: : he ck aS gas 8 Bo. alae ai hee bee 1 TAR aL «aS ee ae ee 
a a pie EOS ean Be if pa 4 SS ee - Beccit | Rs Ces tt ol ee eee Oe er 2 


: 
ey 
N 


( Advertisement) 


B&B Promotes Two, Adds One 


Lee Rich, formerly print super- 
visor of publication media, has 
been promoted to assistant direc- 
tor of the Procter & Gamble media 
group at Benton & Bowles, New 
York. Fred Apt, supervisor of me- 
dia planning, will add broadcast 
supervisor of that group to his 
present duties. Meanwhile, Don 
Quinn, formerly of Pedlar & Ryan, 
has joined the agency as time 
buyer for P&G products. 


New Plant for Lily-Tulip 
Lily-Tulip Cup Corp. has opened 

its ninth plant, at Springfield, Mo. 

—‘the world’s largest paper cup 


and container plant.” Complete 
operation is expected to take a 
year, when between 1,500 and 2,000 
will be employed. 


Named by Scriptomatic 

Scriptomatic Inc., Philadelphia 
maker of addressing machines, has 
appointed Roland G. E. Ullman 
Organization, Philadelphia, to di- 
rect its advertising. 


Best Appoints Alogna 

John Joseph Alogna, formerly 
advertising manager of Tyson Ra- 
dio Corp., has joined Frank Best 
& Co., New York, as an account ex- 
ecutive. 


” 


Bigges 


and, ~ 


pardner, 


Combined Daily, 


Morning and eee, 


242,072 


t in Texas 


*Publisher’s Statement as made to the 
Audit Bureau of Circulations, March 31, 1952 


$2,418,313,000 is the annual effective buying income in the 
Fort Worth & West Texas Market, where 552,100 families live. 


The Daily Star-Telegram covers 20‘; or more of the families 
in 54 counties—30', or over in 31 counties—40‘; or over in 19 counties 
—50') or over in 11 Texas counties. 

The Sunday Star-Telegram covers 20‘: or more of the families 
in 61 counties—30°; or over in 36 counties—40‘; or over in 19 counties 
—50'. or over in 9 Texas counties. 

IN FORT WORTH (TARRANT COUNTY) 98.1‘; OF THE 
FAMILIES READ THE STAR-TELEGRAM. 


LARGEST 
CIRCULATION 
IN TEXAS 


And that's what we mean by BIG! 


o 


Write Amon Carter Jr., National 
Advertising Director, for complete 
market data and Star-Telegram 
coverage. 


NBC's Madden 
Tells of Two 
New Projects 


CINCINNATI, June 17—Two Na- 
|tional Broadcasting Co. projects 
of special interest to advertisers 
were revealed here today by Ed- 
ward D. Madden, v.p. in charge 
of TV sales and operations for the 
; network. 

In a speech before the American 
Marketing Assn., Mr. Madden said 
|a study made for NBC by the 


| 


Marketers 


Schwerin Research Corp. on the 
|effectiveness of TV commercials | 
| will be released later this year. 

| “It will demonstrate by actual 
case histories how advertisers have 
|been able to improve their com- 
mercials as a result of audience | 
reaction studies. NBC is sponsoring 
this kind of research because we 
know that our future in TV is de- 
pendent on the advertiser's suc- 
cess,” he added. 


@ The NBC-TV executive con- 
tinued: 

“To implement this research and 
sales planning data and to help 
advertisers move their products 
faster at the local level, NBC-TV 
now is laying plans for a television 
merchandising operation. Our ra- 
dio merchandising operation has 
been in existence for less than a 
year and within that short span 
of time it has proved its value by 
knitting the network, individual 
affiliated statiens, national adver- 
tisers and the local retailer into 
a compact and powerful sales 
team.” 

Earlier, Mr. Madden offered his 
prediction time table for the open- 
ing of new TV stations. He believes 
there will be about 12 new sta- 
tions on the air in markets not now 
covered by video by the end of 
this year. After that, it should en- 
ter 80 new markets in 1953. About 
600 commercial stations should be 
operating by mid-1955, in 315 mar- 
kets. 


@ A great portion of the speech 
was devoted to an analysis of NBC 
telecasts in terms of costs and 
audiences delivered. He said the 
average NBC-TV evening half- 
hour show—time and talent—costs 
$37,600, and is viewed by 11,192,- 
000 persons—or $3.36 per thousand | 
The average daytime half-hour 
| program costs $15,100 and delivers | 
4,224,000 viewers—at a cost of| 
$3.57 per thousand. 

Robert E. Dunville, president of | 
Crosley Broadcasting Corp., told 
the marketing group that radio is| 
going through an adjustment phase | 
which would have been necessary 
even if television had not appeared 
on the scene. 

He pointed out that the 840 sta- 
tions which were broadcasting in 
1940 multiplied to 2,415 stations by 
1952. The larger number of opera- 
tors who jumped into the situation 
to make money created an unstable 
situation, he said, which would 
have had to be adjusted. Television 
only speeded up the process. 


Reynolds Buys Golf Show 

Reynolds Metals Co., Louis- 
ville, will sponsor the broadcast 
of the final round of the annual 
| Professional Golf Assn. match play 
championship June 24 over CBS. 
The program will originate from 
WHAS, Louisville. Buchanan & Co. 
services this account. 
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Stockton, West, Burkhart Adds 
Three, Shifts One on Staff 


Stockton, West, Burkhart has 
made three additions and one 
change in its New York and Cin- 
cinnati staffs. John W. Connor, 
formerly in the copy denartment 
of Young & Rubicam, San Fran- 


| cisco, and William Esty Co., New 


York, has joined the New York 
copy staff. Frank D. Flagg, previ- 
ously an account executive with 
Donahue & Coe, New York, also 
has joined the New York staff as 
an account executive. 

Wilson B. Wadsworth Jr., for- 
merly in the research department 
of McCann-Erickson, Chicago, has 
joined the Cincinnati research de- 
partment. Richard M. Dunn, man- 
ager of television, programming 
and time buying has shifted head- 
quarters from New York to Cin- 
cinnati. 


Four Papers Name Adler 


Len Adler, formerly of the New 
York News, has opened Leonard 


|Co., Miami Beach. He has been 


named Florida resort and travel 
representative by the Detroit News, 
Milwaukee Journal, St. Louis Post- 
Dispatch and the Washington Star. 


{@) Branham Offices 


representing Media, 
serving Advertising 
Agencies & Adver- 
tisers 
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San Francisco 


Los Angeles 


COMPANY 


National 


” without the use of 
schemes, premiums or 
contests — “Just a 
Good Newspaper” 


The FORT WORTH > 


KRSC Appoints Clark 


KRSC, Seattle, has named 
George W. Clark Inc. its national 
j representative. The radio station 
ale formerly was handled by John E. 
; Pearson Co. in the East and by 
\ Western Radio Sales in the West. 
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C. M. Likes a Baker's Line 
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Employes Learn About Taxes 


Market Research Question Box 


Baltimore & Ohio Road Celebrates 125th Anniversary; 
Officials Feel It's Just Beginning to Get up Steam 


By JoHN CRICHTON 

This is hardly an advertising story. 

It’s about a railroad, the Baltimore & 
Ohio. The B&O is an old railroad, and this 
year celebrated its 125th anniversary. The 
event was marked by issuance of a U. S. 
commemorative postage stamp. 

The financial community’s opinion of 
the B&O—which has not escaped many of 
the financial vicissitudes which railroads 
have experienced—is shown by the fact 
that its common stock recently has been 
quite strong. 

In this financial comeback, advertising 
played a comparatively minor role, al- 
though the B&O’s 1951 advertising outlay 
of $1,071,000, representing about % of 
1% of its total gross income of $460,035,- 
876. is not out of line for the railroad in- 
dustry. 


® B&O’'s rise is due mostly to shrewd plan- 
ning and merchandising of its transporta- 
tion facilities. 

And most of that rise is traceable to 
such things as the farsighted development 
of its coal traffic and stimulation of in- 
dustrial development in areas served by 
its lines. 

Bituminous coal, for example, is tre- 
mendously important to the B&O. Last 
year, 45.3% of the 127,674,000 tons of 
freight carried by the line was either coal 
or coke. Coal and coke represented 40.9% 
of the total ton miles carried by the rail- 
road. 

Coal traffic from the Gauley field alone, 
which the B&O opened up in West Vir- 
ginia eight years ago, accounted for about 
614% of the total tonnage. 


s As for industrial development: In the 
past ten years, private industry has in- 
vested more than $1,500,000,000 in plant 
facilities served by the B&O. In 1951 
alone, more than $345,000,000 went into 
new and expanded facilities of companies 
on the line. This year it is expected that 
these plants will add about 100,000 cars 
of new business. 

The company also is continuing to build 
up traffic from ships loading and unload- 
ing in Baltimore. One of the promising 
aspects is import ore, now being handled 
at a modernized pier at Curtis Bay, Md. In 
the first year of operation the pier ac- 
counted for 1,100,000 tons of ore or 16,000 
carloads. This enables the B&O to return 
many of its coal cars loaded. Rail people 
point out that this makes for efficiency. 


® These industrial developments are im- 
portant because the B&O, like most rail- 
roads, makes money on only a few of its 
passenger trains and looks mostly to 
freight for its income. Most of its passen- 
ger traffic—freight, too—is east or west, 
to and from the Baltimore and Washington 
area. 

Since the B&O derives less than 10% of 
its revenue from passengers (compared to 
around 25% for the Pennsylvania and 
New York Central) it doesn’t face the 
potential loss from passenger traffic as do 
these competitors. 


This story of the B&O’s marketing suc- 
cess parallels the ten- 
ure of R. B. White, its 
president since 1941. 
Col. White (he recently 
directed the eastern 
transportation com- 
mand, operating rail- 
roads as an Army of- 
ficer, and doubled as 
president of the B&O) 
has spent all of his 
business life in the 
railroad or telegraph business. 


a 


R. B. White 


®s He began as a telegraph operator for the 
Indiana, Decatur & Western Railway in 
1900, and was division superintendent in 
Indianapolis in 1910. He gradually moved 
up the B&O ladder, eventually becoming 
general manager of the New York proper- 
ties in 1923, senior v.p. of the Central 
Railroad of New Jersey in 1926, and— 
later in that year—president of the Jersey 
Central. In 1933, he took over as president 
of Western Union Telegraph Co. 

The years he was away from B&O were 
problem years for railroads generally, in- 
cluding the B&O. Col. White was brought 
back to the railroad at the suggestion of 
its retiring president, Daniel Willard. Col. 
White came back for a variety of reasons, 
among them affection for the company 
and its people, faith in the B&O’s future, 
and enthusiasm for railroading. 


s Transportation, he felt, had never been 
sold as well as it could be. In the B&O, 
he was dealing with an organization he 
knew from top to bottom. And he talked 
to the people of the organization, stressing 
this theme repeatedly: This railroad won’t 
live unless we can increase its business. 
This involves more than getting business 
which exists. We must create new busi- 
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U. S. ‘RUHR’—These ads, part of a series running the last three years, 
are part of the B&O’s determined drive for new industry along the 


ness that depends on rail transporta- 
tion. 

The trouble with taking business from 
competitors, as Col. White has pointed out 
in sales meetings, is that (1) no new 
business for railroads is created and (2) 
other things being equal, you'll have 
about as much taken away from you as 
you take from others. 

After tackling the railroad’s financial 
problems (a big refinancing plan was 
made effective in 1944), Col. White turned 
to business development. 


® It was decided to work on the coal traf- 
fic aggressively. In the president’s opinion, 
not enough grades of bituminous coal 
were being mined to supply buyers’ needs. 
Accordingly, plans were made to open up 
the Gauley region in West Virginia. In 
the past ten years, the B&O has spent 
about $6,000,000 in the area; another $14,- 
000,000 has been spent by coal mine op- 
erators; and another $3,000,000 was spent 
by power companies. The optimism proved 
justified. 

In the first four months of 1952, for 
example, 1,181,000 gross tons moved out 
of that region over the B&O. 

During the postwar years the B&O also 
made a series of intensive studies of its 
territory, including a group of geological 
surveys. “Wanted to find out what was 
underneath,” President White explains. 
“Might be some possibilities for freight.” 


® Some of these findings resulted in two 
B&O brochures. The first dealt with salt, 
the second with limestone. These are es- 
sential resources to a number of indus- 
tries, and the B&O points with pride to 
the development of the valley of the Ohio 
River, an area it calls “the American 


Ruhr” in its ads. 
Along with the subject of natural re- 
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sources, the industrial development ads 
talk about the region served. They cite 
efficient transportation (B&O, naturally), 
skilled labor, ample electric power, and 
coal and gas reserves. 

At the first inquity, the B&O develop- 
ment staff, which has people of various 
backgrounds including an industrial geo- 
logist, is ready to move, They operate in 
a low key and observe close to cloak-and- 
dagger secrecy. 

This is necessary because of the nature 
of the job, which involves the movement 
of big companies, big plants and big mon- 
ey. B&O people tell potential clients that 
their business secrets will be stricy 
maintained as such. 5 


8 Although industrial development is ot 
a new idea in the B&O—the first indug- 
trial development department was start 
in late 1887—the B&O has been ene 
major emphasis. 

The basic idea is to bring industry a 
transportation together. It involves be 
imagination and an intimate knowledge 
the needs and operations of a variety 
industries. 

For instance, a village in Mlinois is g 
ting a plant for making petroleum b 
products because B&O engineers studi 
gas and petroleum transmission lines, a 
marked where they crossed the B&O s 
tem. Then they went to companies whid 
might logically be interested in petr 
chemicals. They pointed to the fortuna 
junction of raw materials and transporta 
tion—and another B&O shipper was bor 
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s Along with this industrial development, 
the B&O also placed emphasis on freight 
service. Col. White tells it concisely: “I 
was talking to a fellow, and he asked me 
if we made money on passenger service 
I said we made it on freight. He asked 
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route. Since 1941, more than $1,500,000,000 has gone into plant 
facilities along the B&O. 
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me why we spent our money advertising 
: passenger service and not on freight a 
ean In 1949, the B&O began freight adver- 
tising, which up to that time had been 
: largely limited to periodic insertions in 
- Traffic World, in earnest. Supervision of 

this advertising was placed under the 
hs freight traffic system sales and service 
office. 

Its copy had specific objectives. It also 
had specific services to offer, including 
Sentinel Service and Time-Saver Serv- 
ice for general freight, specialized freight 
handling facilities and plant location pro- 
motion 


® About 300 ads in 32 publications are 
; scheduled this year. Almost 90% will be 
low! full pages, and a considerable amount of 
four-color work also is planned. In addi- 
tion, the railroad will get out a half dozen 
general mailings a year—largely reprints 
of magazine ads—to shippers and receiv- 
ers, industry executives and agriculture 
leaders and organizations 

The copy aimed at building coal traffic 
doesn't run in national magazines. But 
this year, B&O’s freight and plant devel- 
opment ads will run in Business Week, 
Forbes’, Harvard Business Review, Mod- 
ern Industry, Newsweek and U. S. News 
& World Report. Also, they run in the na- 
tional edition of the Wall Street Journal 
and the New York Journal of Commerce. 


® The coal ads run in the American Coal 
Journal, Black Diamond, Coal Age, Coal 
Dealer, Coal Heat, Combustion, Mining 
Congress Journal, Saward’s Journal, and 
Utilization, and the midwest edition of 
Wall Street Journal. And the B&O also 
uses Saward’s Annual and Keystone Coal 
Buyers’ Guide 

Another campaign runs in Electrical 
World, Iron Age, Power, Power Engineer- 
ing and Purchasing 

In Canada, the B&O uses Canadian 
Business, Electrical News & Engineering, 
and Modern Power & Engineering 

The plant development theme also is 
employed in Chemical Week 

A straight traffic theme is employed in 
Traffic World and Railway Age 


@ In this business paper promotion, B&O 
plans to use two-color and some four- 
color copy, except for rate holders, be- 
cause “we've found it more effective.” 

The big push recently has been on Sen- 
tinel Service, which the B&O launched in 
1947, and on Time-Saver Service (apply- 
ing only to LCL shipments), which was 
inaugurated in 1950 

Sentinel Service provides a scheduled 
ra handling of freight which enables the 
: shippers and receivers to know exactly 
when cars will be picked up or dropped 
é eff at their sidings 
i At major terminals, reports on arrivals 
and departures of each Sentinel Service 
car are teletyped to the Baltimore office 
Should a car’s schedule be interrupted for 
any reason, teletype notification is made 
to the Automatic Records Bureau in Balti- 
more and word is immediately relayed 
to the B&O traffic representative to pass 
on to the shipper and consignee. When the 
car starts rolling again, another notifica- 


~v tion is sent out 


s The Time-Saver Service promises to be- 
come equally popular with smaller ship- 
pers and freight forwarding companies. 
At present, it operates east and west be- 
tween New York and Chicago, and New 
York and St. Louis—including intermedi- 
ate points—with scheduled connections 
made for other points off-line 

This is a promising development. No 
doubt, advertising had a lot to do with it 
Freight expenditures accounted for more 
than $300,000 of the $1,071,706 the B&O 
spent on advertising last year under the 
supervision of H. E. Simpson, traffic v.p 
of the railroad 

Col. White, who characterizes himself as 
“more than nominally interested in sell- 
ing,” is a bit lukewarm about advertising 
if he feels that it is not aimed clearly at 


the right target. 

“I think this,” he told AA. “Unless the 
expenditures are carefully planned, a lot 
of money can be spent for advertising 
that won’t produce results.” 


® He firmly believes that advertising must 
be dramatized, because “dramatization is 
a way to attract the attention of the great 
mass of people.” He is enthusiastic about 
the B&O’s public relations success, which 
is under the wing of B&O’s public rela- 
tions director Robert Van Sant. He is 
particularly interested in the B&O’s use of 
motion picture projects and the recent 
commemorative stamp. 

Among the movies are “Meeting the 
Challenge,” a report on the line’s im- 
provements, “The Happy Hobbyist,” a 
salute to model train makers, and “Wash- 
ington—Shrine of Patriotism,” which was 
produced by the advertising cepartment. 

All of these have been shown through- 
out the B&O territory, and the Washing- 
ton film has played most schoolhouses on 
the eastern seaboard. The hobby film cost 
only $2,000, runs 13 minutes, and has en- 
grossed thousands of amateur Casey 
Joneses. “We couldn’t have put an ad in 
the Hagerstown Almanac for what the 
thing cost,” White snaps. 


s From these and other activities, like 
the B&O Glee Club—a 100-voice choral 
group which has attracted considerable 
attention in musical circles as a result of 
its concerts in Baltimore and in other 
cities—Col. White figures that “we know 
we've registered our name, perhaps even 
better than through advertising.” 

The agency for the B&O is the Richard 
A. Foley Advertising Agency, just as it 
was 25 years ago. Last year the B&O spent 
a record budget. 

As the accompanying table shows, B&O 
advertising has increased from $313,218 
in 1942 to $1,071,706 in 1951. In the same 
period, operating revenues of the line in- 
creased from $306,254,000 to $451,277,000. 
About $340,000 of the ‘51 budget went 
into newspapers. At the moment, B&O 
passenger advertising is concentrated in 
metropolitan newspapers in the key citles 
on its lines. 


s Magazines are used “irregularly” for 
passenger advertising, and the _ table 
shows that B&O has been an occasional 
user of radio—usually radio spots directed 
to special excursions such as trips to 
Washington. 

Outdoor has been used in the past— 
none is currently scheduled—and it is 
regarded as a “supporting medium.” 

But the eight-man advertising depart- 
ment does considerably more than super- 
vise the publications schedule. It compiles 
and supervises printing and distribution 
of the railroad’s time tables. About 10% 
of the $700,000 spent on passenger adver- 
tising went into this medium. 

It also spent another $5,000 with folder- 
distributing companies. These organiza- 
tions take care of moving the folders 
(which describe the delights of riding the 
B&O) into the hands of other railroads, 
which cooperate in distributing them. The 
B&O reciprocates, and distributes the 
folders of other ruads. 

The B&O has its own printing plant—a 
substantial one—which handles the popu- 
lar employe magazine, tariffs and time 
tables. The cost of printing the folders, 
calendars, posters and other advertising 
matter was $180,000 in 1951, and about 
20% of this amount went for direct mail. 


@ One of the railroad’s periodic forays 
into magazines is an annual spring cam- 
paign designed to build traffic to Wash- 
ington. In a sense, the B&O has a pro- 
prietary interest in the capital, since it 
is the only line connecting the city with 
both the East and the West. The capitol 
appears on its boxcar emblem. 

Each spring, when the cherry blossoms 
and the tourists come out along the Poto- 
mac, the B&O launches its drive. The cam- 
paign runs from the end of March, when 
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The Creative Man's Corner... 


plan to try Levy’s. 


reminiscent of Wonder Bread. 


as a rock. Or, if you wish, a stone. 


Levy Hits a High Note 


There is a bread called Pepperidge. There is a bread called Arnold’s. There 
is also, now, we discover from reading the New York newspapers, a bread 
called Levy’s. We have tried Pepperidge. We have tried Arnold’s. We now 


We have tried to figure out why we plan to try Levy’s. (Confidentially, we 
have already tried it. Not bad.) If we were starting a bakery, one of the 


the baker who turned to stone 


owen, Rett wurre 3 


things we would not do would be to call it Levy’s. For that matter, we would 
not call it McGillicuddy’s either. Or Smith’s. Levy, McGillicuddy and Smith 
just don’t seem like people qualified by tradition, heritage and experience to 
bake a good loaf of bread. Levy ought to be a pawnbroker, McGillicuddy a 
cop and Smith a shoe salesman. Certainly not a baker. 

But here is where advertising comes in—to break down all the prejudices 
and preconceived notions we acquire from the supposedly classless society in 
which we live. Levy, under the law of averages, ought to be running adver- 
tisements resembling the announc¢ment of a fire sale. But Levy—at least 
the bread-baking Levy—doesn’t. The bread-baking Levy runs an advertise- 
ment straight out of The Atlantic, The Saturday Review, Harper’s, The New 
Yorker or Park East—take your pick. And what happens? Well, to us, Levy’s 
Oven Crust White Bread becomes endowed with properties we never associ- 
ated with the name, and which we do not find welling up within us when we 
contemplate the current Arnold advertising, which has become slightly 


All of which leads us to dwell upon the neglected aspect of advertising as 
an art, rather than as a science connected with copy research, market studies 
and media analyses. In the Levy advertising, some copywriter and some lay- 
out man have taken a patch of blue sky and converted it into a substance solid 


We wonder just what would have happened if George Gallup had been 
sent out on an assignment to find out if people would buy bread by the name 
of Levy. Would Mr. Levy—if there exists such a person—have gone into busi- 
ness? Would he have dared to go into business on Gallup’s findings? Somehow 
we feel, after reading the Levy advertising, that science has a long way to go. 
Man does not live by bread alone and certainly not by science. There is an 
art to life—and to advertising—which all too few people discover. 

We congratulate Mr. Levy on discovering it. 


Once upon a time there wes @ baker who searched for 


and at last be found it. “Aha!” he cried, “I have it! I will 
stop baking my bread in pans I will bake my plump 
loaves on open hearths made of stone, the way my an- 
all the way throagh, and that will make every morsel taste 
wonderful indeed.” And that is just what happened! 


But this wondertul beker didn’ want bis bread just to 
taste better. He wanted it to be better than ever. So be 


And thet is why Levy's Oven-Krvat White Breed hes 
been selling heppily ever sinee! Look for mt in the oval 
loaf. Hear nutritionist Carlton Fredericks recommend it 
over Station WMGM, 9 to 10 AM. Monday through 
Saturday. Ask also for Levy's famous Sour Rye and 

Henry S. Levy & Sons, Inc., 105 Thames 
St, Brooklyn. HYecinth 7-2700. 


it breaks in Life, until June, when it ends 
in Grade Teacher and Instructor. It em- 
ployed 11 magazines this year, utilized 
half pages and two-thirds pages, and of- 
fered a coupon good for the B&O’s “Guide 
to Washington,” which, in turn, contains 
a card offering the B&O’s “Book of Presi- 
dents.” The cards are forwarded to field 
representatives for followup. 


@ This sense of proprietorship is reen- 
forced by the B&O’s sense of historic im- 
portance. Founded in 1827, it began oper- 
ating in 1830 with horse-drawn carriages, 
and in 1835 it completed the Baltimore- 
Washington line. Over that line’s experi- 
mental telegraph, Samuel Morse’s first 
message was flashed in 1844. The B&O 
constituted the main line of communica- 
tion immediately behind a large portion 
of the Union lines during the Civil War. 
In 1863 the B&O helped move 20,000 men 
with horses and equipment from Wash- 
ington to Chattanooga in 11 days, an un- 
paraileled feat for that day. 

But more than a sense of history is re- 
quired for a line serving 13 states, with 


11,000 miles of track, 2,000 locomotives, 
100,000 cars and an annual payroll of 
more than $200,000,000. 

The symbol for Sentinel Service is SX. 
“Do you know what SX me4ns in Morse?,” 
Col. White asked AA. The reporter didn’t. 

“It means dollars,” said ex-telegrapher 
White with a grin. 


s That might well be the symbol for the 
final phase of the B&O story, which is 
concerned with economies. 

Last year, the B&O eliminated 14 un- 
profitable trains, and figures the annual 
saving at $845,000. Since January, 1949, 
it has removed 68 trains, and counts an 
annual saving of $4,300,000. Each train 
removal, of course, had to be approved 
by a state utilities commission. 

The B&O has worked out a technique 
for explaining these changes. 

When a train is obviously unprofitable, 
B&O traffic executives go out to the towns 
it serves. They talk to the mayor, chamber 
of commerce and leading business men. 
They say, in essence: “We don't want to 
take the trains off, we would rather put 
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more trains on—but here’s the dope.” 
Then they show the figures on the parti- 
cular train, and how much increased 
business is needed to break even. This is 
publicized. The local newspaper is in- 
formed. 


s Six months later, when the application 


is filed with the state commission, there * 


is no aroused and anguished outcry from 
the communities. They’ve been given all 
the background. 

A similar idea is used with grade cros- 
sings, where the B&O has replaced cros- 
sing watchmen with more efficient and 
safer automatic installations. In these 
cases, a team visits the mayor and town 
board, the newspaper and school super- 
intendent. 

They explain the greater effectiveness 
of automatic devices and incidentally 
point out that their purpose is not to re- 
move a watchman and his payroll—from 
$300 to $400 a month—but to provide bet- 
ter protection. So far, this program is esti- 


New York public relations counsel, to 
implement the communications program 
to employes. 


es Mr. Elste’s department and program 
were expanded. A policy booklet on safety 
was published and a “President’s Safety 
Chart” was prepared for Col. White, so 
that he could tell ata:  c~ *+ > month- 
to-month progress in ; ‘he “B&O 
Magazine” was utilized, recorded safety 
talks by executives were prepared and 
sent out to employe meetings. And the 
larger shops hold mass safety meetings 
two or three times a year, with executives 
talking. 

The program also utilized such novel 
notes as a safety essay contest for children 
of employes, safety motion pictures, a 
revised and simplified safety rule book, 
and use of safety cartoons featuring a 
favorite B&O character, “Otto Nobetter.” 


8 A similar program also was launched 
to reduce freight claims. This is an item 


Employe Communications... 


Baltimore & Ohio Advertising 
(as Shown in an ICC Report) 
Ad Dept. 
Calendars, Salaries, 
Year Magazine Newspaper Radio Etc. Expense Total 
1951 $ — $ — $ — $ — $ $1,071,706 
1950 259,427 247,166 8,597 442,512 43,109 1,000,811 
1949 180,354 273,994 30 433,241 42,497 930,116 
1948 83,789 249,235 988 347,373 40,809 722,394 
1947 22,300 311,446 650 386,504 35,543 756,743 
1946 95,467 159,081 105 262,108 32,878 549,639 
1945 102,523 201,565 172 190,349 20,023 522,642 
1944 72,089 168,041 94,195 26,913 361,238 
1943 4,541 183,418 —- 124,692 27,625 340,276 
1942 5,876 173,538 112 105,385 28,307 313,218 
1941 17,628 137,143 110 150,595 26,078 331,554 
1940 3,564 160,536 ose 161,265 24,516 349,881 


mated to have saved $700,000 annually in 
salaries of watchmen, and a better safety 
record resulted. 

Another major problem of the B&O 
(like all railroads) is employe safety. 
Railroading is, in many ways, a demand- 
ing business. Its employes can be hurt, and 
hurt badly. The price of maintaining a 
whole skin is alert caution. 

The B&O has had a safety department 
since 1911. The number of railroad acci- 
dents in those days was high; for instance, 
in 1913, 198 B&O employes were killed, 
14,561 were injured. 

In 1951, 16 were killed, and 625 injured. 
But the significant fact is that the B&O 
has dropped its accident rate from 8.44 per 
million man hours worked in 1947 (the 
year before the present stepped-up pro- 
gram was inaugurated) to 4.88 in 1951, 
a clear-cut reduction of over 40%. And it 
enables G. W. Elste Jr., the B&O’s safety 
director, to say that “no other railroad 
working as many man hours had as few 
casualties in 1951 as the B&O.” 

Accidents are expensive—and wasteful 

both in time and in money. Amounts 
awarded to injured persons have tended 
to become higher, and accident payments 
rose from $1,964,159 in 1947 to $2,288,974 
in 1951. But, had the same accident rate 
prevailed in 1951 as in 1947, the cost for 
those years would have been some $3,000,- 
000 higher. The railroad was able to mini- 
mize its losses by curtailing the accident 
rate. 


s Among other things, Col. White held a 
major executive staff conference on safety 
and brought in top officers and selected 
executives from all over the system. He 
wrote a letter to each employe of the 
railroad, and sent it to his home. 

He also set up an executive safety com- 
mittee, which meets about every quarter, 
embracing the top brass of the company 
The B&O retained Stephen Fitzgerald Co., 


of equal concern to the B&O. It lacks the 
dramatic and human elements which 
made the safety program so appealing, 
but it is vastly important from a fiscal 
standpoint. 

From 1947 through 1950, freight loss 
and damage payments dropped steadily, 
saving millions of dollars. But freight loss 
and damage payments went from $3,469,- 
986 in 1950 to $3,915,636 in 1951, with 
most of this rise being attributable to one 
factor—the greatly increased price of 
goods. As the cost of refrigerators, carpets 
and gas ranges skyrocketed, the cost of 
damage to them increased proportionately. 

What the B&O did in this field is typi- 
cal. A pamphlet called “The Safe Han- 
dler” is being distributed to all employes 
concerned with freight movements. Claim 
prevention representatives have motion 
pictures and slide films which they show 
to platform and yard forces. 


s In the meantime, thanks to an “impact 
recorder” which not only records impacts 
but reports them on a timed sheet, it is 
often possible to fix the blame precisely 
for rough handling. Train crews and yard 
crews can be sharply reminded of the 
number of claims caused in their areas. 
The B&O has no intention of keeping this 
nearly $4,000,000 loss as a fixture. Be- 
cause of the program’s importance, it is 
kept under the wing of B&O’s Walter 
Price, v.p. in charge of accounting and 
freight claims. 

It is with a realistic appraisal of the 
future of the B&O that Col. White is able 
to say: “Our emphasis has been on selling 
and we have tried to handle our business 
so everyone in it feels as if it’s a going 
concern.” 

If the current price of B&O stock, and 
the confidence the professional market 
analysts feel in it is a fair gauge, the col- 
onel should be able to relax. The SX sign 
seems to have taken hold at the B&O 
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John and Georgia Learn About Taxes 


By Rosert Newcoms and Marc SAMMONS 

If you've sat around a plant cafeteria 
lately, listening to the things that plant 
people talk about, you haven’t heard too 
much about high taxes. You’ve heard a 
lot about high prices and the limited char- 
acter of take-home pay. You've heard 
considerable about fat corporation prof- 
its. But the cafeteria conversationalists 
don’t have much to say about taxes, one 
way or the other. 

Why not? Ask the question of a works 
manager, for example, and he may put it 
something like this: “They don’t talk 
about taxes because they don’t feel the 
pain of extraction. They look at a pay 
check to see the amount to take home, 
and they pay little attention to the de- 
ductions. The deductions have no mean- 
ing for them—since they never had the 
money, they have never looked upon it 
as their own.” 


s There have been many efforts by mass 
communicators to bring the story of taxes 
out of hiding. They haven’t added up to 
much, because it is a hard story to tell. 
They haven't been able to put the tax 
pinch in print and make people say 
“Ouch!” 

One of the best examples of talking 
taxes may be found in a recent issue of 
a newspaper called The Southern Cali- 
fornia Forum, This is a unique bi-weekly 
published in Los Angeles by the Mer- 
chants & Manufacturers Assn. there. Now 
in its sixth year, it is mailed to employes 
of member companies. While the paper 
has an understandable appreciation of 
free enterprise, it uses no clubs in pre- 
senting its philosophies. 


Learn About Taxes,” is a simple pictorial 
demonstration of what a typical working 
man gives up in taxes, told in terms of 
what the money would buy if he had it. 
The young married couple are shown ex- 
amining both the necessities and the lux- 
uries for their home, comparing costs 
with taxes. Here’s a typical caption: “It 
costs too much...Georgia was stubborn, 
but John convinced her that the complete 
hardwood dining set and combination 
server-desk he is pointing to cost less 
than the income tax taken out of their 
check last year. Table and chairs are 
$233.50, server is $124.50, but the with- 
holding tax was $379.60 last year. John 
thought the table expensive, but less so 
than his share of the cost of government.” 
The pair discovers that the price of 
an expensive living room set is taken 
out of the husband’s earnings each year. 
He discovers that the price of a salt water 
fishing reel disappears from his pay en- 
velope before he ever sees it. The accom- 
panying text suggests that the couple is 
now thinking seriously about their taxes, 
about what happens to their $7.30 that is 
withheld weekly for income tax. John 
knows, the Forum observes, that he works 
three hours and 56 minutes every week to 
pay for federal government, and it points 
out that “this adds up to 205 hours a year 
—five weeks—that he works without ever 
seeing the money.” All he wants is to 
make sure he gets his money's worth out 
of the taxmakers from now on. ; 
Screaming about high taxes to employés 
results principally in a sore throat. If you 
want them to do something about high 
taxes, stop telling them how high taxés 
hurt you and start drawing pictures @f 


The tax feature, “John and Georgia how high taxes hurt them. i 
; 
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The Market Research Question Box ; 

This is the fifth set of questions and answers for admen, : 
prepared by E. L. Deckinger, director of research, The Biow ; 

Co., New York. Try them—then check the answers on Page 104. § 

¢ 

41. Annual rate of our national income is in the neighborhood of (a) ; 
125_____; (b) 300; (ec) 875 ; (d) 400. billions of dol- © 
lars; (€) none of these____ : 


of Life magazine? (a) 26% 
53% 


; (e) none of these 


on telephone calls 
calls 


tional total exceeded local 


behind 1950 


ee 
(e) none of these 


; (ec) 100 


1 ; (ec) 2 oe) 2... 


soft drinks ; (d) cigarets 


5 billion__ 
these_____. 


; (c) 20 billion 


these 


42. According to the Life Audience Accumulation study, what percentar* 
of persons 10 years of age and over are reached by 13 “average” issues 
>; (b) 34%____; (c) 44% 


43. Which of the following is an incorrect statement fer local radio and/or 
television ratings: (a) Pulse ratings are based on roster recall 
(b) ARB ratings are based on diaries 

.; (d) Videodex ratings are based on telephone 

; (e) Videodex ratings are based on house-to-house coinci- 
dentals.__._; (f) none of these 

44. Which of the following is incorrect, for 1951 radio advertising ex- 
penditures: (a) national network exceeded national and regional spot 

; (b) local investments exceeded national spot 


(e) none of these 


45. According to President Truman’s budget figures, federal govern- 
ment revenue for fiscal year ending June 30, 1952, will be about (a) 


46. On a continuing basis, Dr. Starch attempts readership checks in 


(a) 7 a OO eH; Oe ; (d) 67 _ Magazines and sup- 
plements; (e) none of these é 
47. Ona continuing basis, there are currently operating (a) 0.._; (b) 


companies checking outdoor advertis- 
ing readership; (e) none of these 

48. In indoor theaters, the largest volume of sales (outside of the sales 
of the tickets) is achieved by (a) candy 


49. The number of copies of daily and Sunday newspapers purchased in 
in this country in one year is most nearly, (a) 500 million 


50. The percentage of grocery volume which is now done in self-service 
departments is estimated at, most nearly, (a) one-fourth; (b) one-half 
(c) two-thirds * 


it Cae 


; (c) Hooperatings are based 


 (c) na- 
(d) network volume in 1951 was 


; (dad) 165 . billions of dollars, 


; (b) popcorn ; (2 
: (e) none of these 


; 


; (d) 100 billion ; (e) none of 


three-fourths ; (e) none of 
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The Eye and Ear Department... 


Firestone’s ‘Voice’ Could Be 
Sweeter on Television 


It took Hollywood quite a while to 
pass from the purely visual era of the 
movies to the era of sight-plus-sound in- 
augurated by “The Jazz Singer.” As far 
as musical shorts of orchestras and dance 
bands are Hollywood 
never quite made the transition, with the 
possible exception of Disney's “Fantasia.” 

One quite possibly should not complain, 
therefore, that programs like the sturdy 
and perennial “Voice of Firestone” seem 
more enjoyable on radio than on TV. A 
fine quality program with plenty of co- 
hesion on radio, the “Voice of Firestone” 
on TV seems badly put together and lacks 
unity of presentation. 

This is not said as a criticism of the 
“Voice of Firestone’—which, as heard, 
has a dignity and sense of good taste tele- 


concerned, even 


vision sorely needs. It is said as a criti- 
cism, rather, of the people entrusted with 
transferring a good radio program to TV 

particularly one which is chiefly or- 
chestral with featured vocalists and is 
largely on the classical or semi-classical 
side. 

Popular musical programs like “The 
Hit Parade” and “Stop the Music” can 
employ dancing, comedy routines and old 
vaudeville techniques to become visually 
effective. But nobody can do a soft shoe 
or a buck and wing to “Pace, Pace, Mio 
Dio.” Even though appropriate scenic 
backgrounds are occasicnally employed, 


Salesense in Advertising ... 


a number like Cole Porter’s “So In Love” 
following one like “Pace, Pace, Mio Dio,” 
gives you a feeling the program is hinged 
and not of a piece. 

To achieve unity of presentation, might 
it not be better to present melodies all 
from the pen of the same composer—or a 
series of representative scenes from one 
opera or one operetta? 

The Eye and Ear Department is not in 
the business of TV production; it’s in the 
business (if you can call it that) of criti- 
cism. It does not seem to this reviewer 
that a program of the type suggested 
presents insuperable production problems. 

“The Voice of Firestone,” incidentally, 
is heard on simulcast over NBC and NBC- 
TV Monday nights from 8:30 to 9. The 
Firestone Orchestra is ably conducted by 
Howard Barlow. The commercials, on 
film, are told simply and _ straightfor- 
wardly with no attempt to trick them up. 

This Department, previously, has com- 
plained of the stiffness of the program. 
Such unity of presentation as suggested 

plus the appearance of Mr. Barlow 
simply at the beginning and the end, to 
take a little bow, might also eliminate its 
palpable rigidity. Because of the pro- 
gram’s excellence on radio, The Eye and 
Ear Department hastens to assure Fire- 
stone that this is offered as constructive 
criticism, for the benefit of both itself and 
the TV audience. 


Weeds Still Flourish in Adland’s Gardens 


By James D. Woo.r 

Of late it has seemed to me that adver- 
tising has been developing something of 
a conscience and a shrewder sense of 
what's good business. It has appeared to 
me that with a few exceptions (notably 
the cigaret campaigns) 
I have seen less of hy- 
perbole than during the 
years of 1950 and 1951. 
I have even warmed 
my ego with the fatu- 
ous notion that my 
outpourings in this col- 
umn have not fallen 
entirely on deaf ears 

But it’s just been 
wishful thinking. An 
examination of the June magazines re- 
veals that some advertisers have little 
faith in restraint and credibility and fair 
play 

The first advertisement I note—it hap- 
pens to be a full Ipana page in McCall's 


Woolf 


James ( 


promises the reader that this extraor- 
dinary toothpaste will stop “Tell-Tale 
Mouth ‘round-the-clock.” 


s ! allege, as an accidental user of sev- 
eral tubes of Ipana, that this claim, taken 
baldly as it stands in bold type in the 
headlines, is not true. However, there is a 
subhead that may keep Ipana out of the 
hands of the Federal Trade Commission. 
The subhead: “Yes, using Ipana regular- 
lyv—after eating and whenever 
breath tastes stale—keeps breath and 
teeth cleaner all day long.” (The italics 
are mine.) Maybe so, but what a life! 
Such a procedure would mean, at least 
for me, scrubbing my teeth 10 or 11 times 
a day—once after each meal, once after 
a mid-afternoon snack, once after every 
three or four cigarets, and three or four 
times during the evening when I went 


your 


out on the town. Is Ipana asking the read- 
er to carry around with him a tube of 
this wondrous stuff and a brush in a rub- 
ber tobacco pouch? Hyperbole! 

A page or two farther on I find that 
“Listerine Antiseptic...stops bad breath 
for hours.” This claim may be based on 
scientific fact, but I don’t believe it. There 
are several reasons for disagreeable 
breath: decayed teeth, sour stomach, un- 
clean dentures, and, I imagine, a bad liver. 
If Listerine Antiseptic, a superficial 
mouth wash, is the answer to that, sci- 
ence is indeed wonderful. Hyperbole! 


8 Now, a few pages along, I come to an- 
other one on bad breath that is really a 
dilly. Yes, you've guessed it—the cynical 
Colgate campaign. Says the display type: 
“Only Colgate Dental Cream has proved 
so completely it STOPS BAD BREATH.” 

Brushing aside the question of whether 
any dentrifice will stop bad breath for 
more than a period of a few minutes, I 
allege that this Colgate claim is a half- 
truth. What is a half-truth? Webster's 
Collegiate Dictionary, Fifth Edition, in- 
cludes the following among several def- 
initions: “A statement of part of the 
facts...the remaining facts being pur- 
posely suppressed; an incomplete recital 
..usually intended...to deceive.” The 
facts, if my information is correct, are 
that Colgate’s was the only brand used 
in certain tests that were sponsored and 
paid for by Colgate’s. Hyperbole! 


® Now I come to a FRESH cream deodor- 
ant advertisement. Proclaims the head- 
line, “You Can Be Lovely to Love Always 
and Always.” I wonder who the copy- 
writer means by “You”? Nora, the skin- 
ny girl who comes every week to do our 
laundry? Ancient Miss Amy, the school- 
teacher who lives next door? Juanita, our 


dumpy housemaid? Poor Agnes, down at 
the drycleaner’s place? Most gals—and 
that means maybe 85 out of a hundred 
—don’t really expect to be “Lovely” at 
any time, much less “Always and Al- 
ways.” Who does FRESH think it’s kid- 
ding? Wouldn’t it be more persuasive to 
make a credible promise of a more mod- 
erate benefit? 


And is dumpy Juanita going to be- 


lieve that “Only a Playtex girdle lets you 
feel as free as this...and look as SLIM 
as this?” Or that “Only Suave makes her 
hair obey...new soft way”? Or that “Like 
magic! Camay takes your skin ‘Out of the 
Shadows’ and brings to light exciting New 
Loveliness”? Or that “Only one soap gives 
your skin this Exciting Bouquet’’? 

“Only Colgate’s Dental Cream...” 

“Only a Playtex girdle...” 

“Only Cashmere Bouquet soap...” 

“Only Suave...” 

“Dutch Cleanser outcleans them all...” 


“Swan’s Down—no other mixes can 
match ’em...” 
“Cais...” 


® Aside from the favt that this sort of 
hyperbole contributes nothing to the good 
reputation of advertising. which is putting 
it mildly, do these campaigns represent 
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the only copy strategy these advertisers 
can employ effectively? 

I do not doubt that these advertise- 
ments are considered by their sponsors to 
be successful. But it is hard for me to 
believe that most intelligent women do not 
grimace with distaste and unbelief when 
their eyes fall on such ads as these in 
McCall's, Is there not a nicer and perhaps 
even more effective way to give adver- 
tising strong appeal? McCall’s, itself, has 
not found it necessary in maintaining its 
fine position to resort editorially to any 
such excesses. 

A host of great advertisers, many of 
them at the top of the heap, year after 
year cling stubbornly to a rigid policy 
of restraint and decency in advertising. 
In fact, I believe that, almost without ex- 
ception, leaders and non-leaders in al- 
most every category of merchandise hold 
to the highest standards of ethics in their 
copy platforms. 

Shucks, though, I’ve said all this be- 
fore. But this is spring, and my lilacs have 
never been so sweet-smelling, and in- 
side my garden wall all is kindliness and 
loveliness and good will. 

I see now, though, that it was foolish 
of me to expect to find no weeds in Ad- 
land’s garden this spring. 


Mail Order and Direct Mail Clinic... 


Imitation Bills Plus Merchandise News 
Make Effective Mailing Pieces 


By Wuitt NorTHMORE SCHULTZ 

Most of us don’t like to receive bills, 
but every month they come—as regularly 
as summer follows spring. 

It’s always a pleasant suprise to receive 
a piece in the mail that looks like a bill, 
but turns out to be no bill at all, but a 
friendly message from a retailer. 

I’ve noticed lately that more and more 
stores are sending out direct mail that 
looks like a statement, but in reality is 
just a clever way of bringing new mer- 
chandise offerings to the customer’s at- 
tention. 

I believe this idea is a good one, pro- 
vided it’s not overdone. Henri Bendel 
Inc., woman’s specialty store in New York, 
for example, regularly sends out state- 
ment-like sales messages to its customers 
who haven’t bought during the month. 

Printed accross the statement is: “This 
is not a bill. But we do want you to see 
our current statement enclosures.” Then 
included is literature describing Bendel’s 
new merchandise. 


Bonwit Teller adds an extra idea to its 
sales approach by over-printing in green 
on its statement a Sherlock Holmes type 
of character with a magnifying glass 
looking at the customer’s name. Further 
down, where the amount owed is usually 
found, is a message, also printed in green, 
and in part in handwriting style, giving 
the personal touch. 

It reads: 

“We've Been Looking for You... and 
have missed you lately. All that’s owing 
is a visit to see what’s new at Bonwit’s.” 


® Fashion news in the form of statement 
stuffers is enclosed to get across the sales 
message. I believe this type of promotion 
is effective because: 

1. It gets immediate reader attention. 

2. It generates a good psychological 
feeling of relief because nothing is owing. 

3. It persuades the customer to read 
the enclosures. 

You might try this idea to spark up 
those inactive accounts. 


43. (d) 
“4 fa) 
1951. The former totaled $134 million, 


reached in 1948. 


45 (b) 


Bureau of the Budget 


business magazine 
47 (c.) Marion Harper Sr., 
continuous syndicated service basis. 


rets with $4 million 


volume. 


Answers to Questions on Page 103 


4 ‘c). During the third quarter of 1951, the seasonally adjusted rate w. = 
000 fish. 180,400,000,000 of these fish went into employe ae ne 
the piscine records of the Office of Business Economics, U. S. Department of Commerce 

42 (d). 62,600,000 lives among our 117,850,000—or 53.1%—were estimated to be brushed 
by 13 “average” Life issues by the Politz Study, conducted in the second half of 1949. 

Videodex uses mailed diaries exclusively. 

Regional and national spot exceeded national networks for the first time in 

to $116 million for the latter. Local invest- 

ments totaled $227 million, national and regional added to $258 million. Network vol- 
ume was 6% down, and continues the downward trend since the peak of $134 million 


Expected revenue is $62,680,000,000 (biggest single item of which is what you 
of the total—though from the magnitude of 
this number, I judge your contribution is considerably greater than mine). Expendi- 
tures are expected to run $70,881,000,000 (‘biggest share being military expenditures— 
56%). Public debt at end of June, 1952, will probably be about $261 billion. Source: 


and I pay personally, amounting to 47% 


46. (c) Dr. Starch checks 27 magazines and 6 supplements. Also half the issues of a 
and John Brennan are the two practitioners operating on a 


48 (b). Leader is popcorn, with $194 million volume in 1951. Other leaders are: candy, 
with $135 million, soft drinks with $44 million, ice cream with $16 million, and ciga- 

Source, Box Office 

49 (c). Daily circulation totals 54,017,938. Sunday circulation totals 46,279,358—according 
to Editor & Publisher. Simple calculations—which take cognizance of the number of 
days in the week and the number of weeks in a year—project these one-time figures to 
the staggering annual estimate of 19,260,123,272. 

50 (d). For the year 1950, Progressive Grocer estimates $12,784,000,000 of independent 
grocery stores’ $18,800,000,000 volume, and $10,530,000,000 of the chains’ total of $11,572,- 
000,000—or a total of $23,314,000,000 of our $30,372,000,000 grand total—is self-service 


magazine 
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Magazines Pay Benton & Bowles for Cost 
of Putting Circulation Data on IBM Cards 


New York, June 18—About 32, ing, American Newspaper Publish- 
of 40 magazine publishers ap-)| ers Assn., should not have access 
proached by Benton & Bowles to the data. 
have agreed to pay the agency $100 Mr. Dobberteen added that his 
each to cover costs of putting coun-| agency is thinking along the lines 
ty-by-county circulation data on of a “cooperative endeavor” with 
IBM cards. other New York agencies on com- 


The agency's approach, made) piling magazine circulation figures. | 


through letters to the magazines, 


Canadian Editors Elect 


James Thomson, editor of Hard- 
ware & Metal and Electrical 
Dealer, has been elected president 
of the Canadian Business Paper 
Editors’ Assn. Other officers elected 
are Harry P. Weston, editor of 
Motor Magazine, and Eric Craw- 
ford, editor of Canadian Machinery 
and Manufacturing News, v.p.s; 
Arthur F. Hailey, editor of Bus 
and Truck Transport in Canada, 
secretary-treasurer. 


has caused something of a stir » Such a cooperative arrangement | Adler Co. Plans Campaign 


among some publishers, who insist | was worked out by nine agencies | 
that the cost would be prohibitive | jp, Chicago last spring. There the| 


to them if a large number of agen-| agencies joined forces to pay for 
cles were to make similar requests. | 1BM tabulating of circulation data 

However, Harold H. Dobberteen,! on about 65 magazines, farm pa- 
v.p. and media director for Benton pers,’ Sunday magazine sections 


& Bowles, discounted that possi- 
bility and said that 10 or 12 New 
York agencies at the most might 
be interested in the operation. 


8 Mr. Dobberteen stressed that the 
idea behind the move was to cut 
costs, eliminate periodic posting 
and do a better media job. “In all 
cases,” he said, “we are using the 
magazines for one or more cam- 
paigns.” He added that if simi- 
lar county-by-county data was 
available elsewhere, it was un- 
available to the agency. 

He said that publishers can use 
the figures which B&B compiles on 
IBM cards, but added that the 
agency might decide in individual 
cases whether one publisher should 
get another's. He also indicated 
that he couldn’t think of any rea- 
son why the Bureau of Advertis- 


and comics groups. This breaks 
down the data for 201 market 
areas (AA, March 17). 

It is understood that some pub- 
lishers contributed to help defray 
costs of the project. Also, the pub- 
lishers and a few other agencies 
have arranged to pay $200 each 
for the 70 copies of the study 
which will probably be ready by 
the end of this month. 


Outboard Promotes Three 


W. J. Webb, director of sales of 
the Evinrude motors division of 
Outboard Marine & Mfg. Co., Mil- 
waukee, has been promoted to 
general manager of the division. 
He succeeds William C. Scott, who 
has been advanced to director of 
merchandising for all divisions of 
the company. Howard F. Larson, 


with the company since 1949 and 


sales manager since 1950, succeeds 


Mr. Webb. 


Knauss Names Tracy, Kent 


Knauss Quakertown Smoke-| 
house, Quakertown, Pa., has ap- | 
pointed Tracy, Kent & Co., New) 
York, to handle a mail order cam- | 
paign in newspapers and national | 
publications for its Pennsylvania | 
Dutch hams, turkeys, bacon and 
| other smoked meats. 


Russell to Warwick & Legler 


| Leonard H. Russell, formerly re- 
search operations supervisor of 
Young & Rubicam, New York, has 
been named research director and 
plans board member of Warwick & 
' Legler, New York. 


(Advertisement) 


DO YOU 


KNOW 
THIS | 
MAN? | 


Possibly you don’t. But people in Lake County, 
Illinois know it’s young, progressive, Bob Coulson, 
Mayor of Waukegan. Bob has a habit of making 
news. And the place people in Lake County go when 
they want to read news about Bob, or about any 
other local personality for that matter, is the Wauke- 
gan News-Sun. News-Sun readers — all 80,000* of 
them — know the News-Sun brings them the news 
they’re most interested in, the news of their own com- 
munities and neighbors. Wouldn’t it seem this inten- 
sive reader interest plus coverage of a market richer 
than Duluth, Rockford or Albuquerque would make 
the Waukegan News-Sun a good advertising buy for 
you? 

*Estimated from current News-Sun circulation of 
24,660 net paid. 


The Gankenan News-Sun 


Nationally by Burke, Kuipers & Mahoney 


Adler Co., Cincinnati maker of 
men’s stockings, is planning a cam- 
paign using full pages in Argosy, 
Esquire, Holvday, Quick, Seventeen 
and True. Envelope stuffers and 
newspaper mats will be made 
available to retailers. Ruthrauff & 
Ryan, Cincinnati, is the agency. 


Foley Names Canning 
Arthur B. Canning, formerly an | 
account executive with the old 
Newell-Emmett Co. and divisional 
sales manager of Brown Co., Bos- | 
ton, has joined George F. Foley | 
Inc., New York TV program ~ ea 
ager, as a sales representative. 


Appoints Harry E. Foster 

Harry E. Foster Advertising 
Ltd., Toronto, has been named to 
direct advertising for Canadian 
Doughnut Co., Toronto. Newspa- 
pers, personalized columns and ra- 
dio spots will be used to promote 
Downyflake frozen waffles and 
cake mix. 


Za 


105 


Opens New York Office 

The Herald-News, Passaic-Clif- 
ton, N. J., has opentd a general 
advertising office at 45 W. 45th St., 
New York 18. James T. Todd, for- 
merly with Julius Mathews Special 
Agency Inc., publishers’ represent- 
ative, has been named manager of 
the office. 


2 | Drug 


& Cosmetic - 
INDUSTRY 


Covers an industry that is 


making its own brilliant 


future through research 


Also Publishers of Beauty Fashion ; 
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age 
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total circulation from October, 1951 to 


Y\ 
March, 1952 wad? 96,931 as\reported in the Publisher's 


Statement. This gives tha Deseret News leadership 


in the entire Mountain West. 


Deseret News Inc 


rease from 


March, 1951 to March, 1952*° 


* Publisher's Statement 


DESERET NEWS 


Represented Nationally By: 
Cresmer & Woodward, Ince. 
Puck, The Comic Weekly 


Deseret News’ 


Salt Lake City 
circulation is 


69.°7 
/s 
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ortlits testes, 


three times 


produced by the other 


duced nearly twice the 


“FOR HALF THE COST... 


This little story has to do with a classified advertiser 
who used the same copy in two advertising papers— 
4” in ADVERTISING AGE, 5” in the other. Result: 
ADVERTISING AGE produced 32 sales against 18 


In recapitulation, the advertiser reported: “Thus, 
for about half the cost, ADVERTISING AGE pro- 


three times the gross profit.” 

Yes, it does pay to use classified—if you use it in 
ADVERTISING AGE’s 
where the eager readers look for men and materials, 
ideas, services and equipment. 


the Profit!” 


paper. 


volume of business, and over 


“Advertising Market Place” 


Information for Advertisers 


4374. “Most Useful” Study 
Among Executives Listed in 
“Who's Who in Commerce and 
Industry.” 

This is a new study by U. S. 
News & World Report showing 
which of the six major news and 
management magazines is con- 
sidered “most useful” by execu- 
tives listed in “Who's Who in Com- 
merce and Industry.” 


No 


No. 4375. Many Uses 
per Clippings. 
“Newspaper Research Services” 
is a new book offered by the Ad- 
vertising Checking Bureau, dis- 
cussing in detail the many differ- 
ent uses to which services offered 
by the organization may be put— 
such as checking up on cooperative 
advertising, locating and evaluat- 


for Newspa- 


ing dealers, enforcing company 
policies, protecting trademarks, 
ete 


No. 4376. Complete 
troit Market. 
The Detroit 


Analysis of De- 


News presents an 
exhaustive new study entitled “A 
Report on the Detroit Market,” 
which, proceeding from the fact 
that Detroit has 2% of the country’s 
population, but accounts for 2.5% 
of the retail sales, proceeds through 
50 illustrated pages to discuss the 
people, the. market, shopping hab- 


its, newspaper coverage, sales po- 
tentials, ete. An exceedingly de- 
tailed analysis of the market and 


its opportunities 


No, 4377. Radio Coverage of Colo- 
rado and Wyoming. 

“The Only Signal that Sells it 
All” is a new study offered by Sta- 
tion KOA, Denver, showing how it 
covers a 202,000 square mile area, 
embracing a population of 1,615,- 
000 people with a net effective 


buying income of more than $2,- 


500,000,000. Families in this area 
purchase more than the average 
for the U.S. as a whole in most 
major categories. 


No. 4378. Canadian Coverage. 

“422.938 People” is the title of 
a new circulation book offered by 
the Toronto Daily Star, giving cov- 
erage and economic data for To- 
ronto, the Toronto retail trading 
zone, and Ontario. 

No. 4379. Guide to Latin Ameri- 
can Sales. 

Construccion offers a new book, 
“Major Latin American Construc- 
tion Projects,” which is a guide to 
the current $175,000,000 market for 
construction and mining machinery 
and equipment in South America. 
It contains a directory of the ma- 
jor construction projects, a coun- 
try-by-country market guide for 
55 basic construction and mining 
machinery and equipment items, 
and an up-to-the-minute Latin 
American highway mileage table 
No. of 


4380. Revised Estimate 


Nashville. 


“Don’t Send Your Salesmen Aft- 


er Order Based on a 1920 Sales 
Potential” is the title of this new 
market study offered by the Nash- 
ville Banner calling attention to 
the fact that while Nashville’s cor- 
porate population is 174,307, the 
city zone population 301,706 
Maps and circulation figures pre- 
sent a quick picture 


is 


No. 4381 
ids. 


Beer Sales in Grand Rap- 


The Grand Rapids Press offers al 


new route list book, “Beer Distrib- 
utors and Dealers in Grand Rapids 
and Kent County, Michigan.” It 
contains a list of 13 distributors, 
and gives nine different retail 
routes. 


Note: Inquiries for the Items listed above will not be serviced beyond Aug. 4. 


USE COUPON TO OBTAIN INFORMATION 


' Readers Service Dept., ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ml. 

| Please send me the following (insert number of each item wanted 
| —please print or type) 

| Ppprrrrrrrrrrrrrrrrrrrrrrrr ri tt iti ee dd eel 
| 

ask eas eaeninananianeena einen aaa an anna em aaa 
| 

BOI sencnscerzeranseconesansenvesonnentenscennenscennnsssesnnasensenseeerenensne TITLE 

COPAPAINY  nccccrccsscs.ccccsescoeeeeee 

Ie NII ccd slelaissemnnntnsndssspasooninseatvionpenes 

City & ZONE STATE 


Rates: 90¢ per line, minimum charge $ 


THE ADVERTISING MARKET PLACE 


3.60. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
Wed 


day noon 12 days 


per line. Add two lines for box b 


Preceding publication date. Display classified takes card rate of $12.00 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


ASSISTANT EDITOR 


MONTHLY TRADE JOURNAL - Oppor- 
tunity for man with ability in editorial 
and production. Mid-west location. Will 


grad. Investment 
Write full details 


consider young ccliege 
opportunity if desired 


on experience and qualifications. State 
salary requirements 
Box 5146, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, lll 
ARTISTS ATTENTION! 
Well organized, we!) equipped art de- 


partment of mid-west manufacturer ap- 
pealing to agricultural market needs an- 
other commercial artist who through edu- 
cation or experience is qualified to turn 
out good visuals and finished layouts. We 
employ every medium in the graphic arts 


| field. It's a good jot a good town with 
good people to work for and with. With a 
resume of your qualifications please give 
us some indication as to your salary re- 


| promoticn abilities also essential. 


quirements 

Box 5140, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, lil 

ADVERTISING & PUBLISHING 

FOR ALL TYPES OF POSITIONS 

GEORGE WIL LIAMS- PL ACEMENTS 
209 S. State St Chicago 
ART DIRECTOR WANTED 
Medium-sized midwestern agency desires 
Art Director to supervise and work on 
national accounts possessing consumer, 
agricultural and industrial background 
Must have excellent creative layout abil- 
ity. Finished illustration ability desirous 
but not essential. Write Box 5128, giving 
background, salary requirements and ar- 
range for submitting samples of work 
ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 
FRED J. MASTERSON 
ADVERTISING — PUBLISHING 
PERSONNEL 

All types of positions for men and women 
185 N. Wabash FR 2-0115 Chicago 
ADVERTISING SALES PROMOTION 
MAN with experience in setting up com- 
plete catalogues, manufacturing experi- 
ence pointed toward jobber contacts. Sales 
Salary 


commensurate with ability 

American Employment Exchange 

127 Federal St., Boston, Mass 
We have attractive positions for men 
and women in Advertising and Publishing 
MYRTLE BARNARD - CARMEN TAYLOR 


176 West Adams Ce 6-3178 - Chicago 
COPY WRITER FOR MAJOR AIRLINE IN 
CHICAGO 


Experienced in direct mail folders, broad- 
sides, card mailers. Capable of original 
thinking, imaginative writing. Liberal em- 
ployee benefit program; free air travel 
after first year. Write, giving age, salary 
requirements, experience, samples 

Box 5145, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 


TYPOGRAPHIC SALESMAN 
Nationally known Typographic organiza- 
tion wants to employ a top notch sales 
representative in Chicago; one who knows 
type, and has experience selling quality 
typography. Salary, retirement benefits 
All replies held in strict confidence 

Box 5116, ADVERTISING AGE, 

200 E. Illinois St., Chicagp 11, I 


OUTDOOR MAN AVAILABLE 


25 years in all phases of outdoor adver- } 
tising. 8 years Agency experience. Now | 
employed in Chicago office of National 
Agency. Salary open for discussion. Prefer | 


} 


Chicago location. Available on or about 
July ist. BOX 183, ADVERTISING AGE, | 
200 E. Illinois St., Chicago 11, ll | 


EXCEPTIONAL OPPORTUNITY | 
FOR SUCCESSFUL PRINTING 
AND LITHOGRAPHIC SALESMAN 


known producer of highest quality 
roan ex 


midwest plant (near Chicago) has both offset 
-olor equipment with 
mpc sing 


ractive 


compensation 
Replies | contde wt Our people know 
of this ad. 
Advertising "age 
200 E. Iilinots St, 
Chieage 11, Tl 


MOLENE 
PERSONNEL SERVICE 
Copywriters 
Editorial Artists 
Promotional 
BANKERS BLDG. ANDOVER % 4424 


POSITIONS WANTED 
ASSISTANT ACCOUNT EXECUTIVE 
Age 25, 4% years solid agency experi- 
ence-client contact, sales promotion, pro- 
ductions. Have bought radio-TV time and 
organized movie advertising programs. At- 
tended evening art classes for 4 years and 
done rough layouts sal Sane with 

future. Excellent refere 

Box 5148, ADV ERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
ADVERTISING ASSISTANT AVAILABLE 

St. Louis for busy advertising manager, 
owner of small agency or related activity 
Competent woman executive. Likes re- 
sponsibility Tactful. Extensive experi- 
ence - over 13 years in agency as space 
buyer (consumer and trade), production 
and office manager. Some copy. Adver- 
tising Manager, automobile dealers’ and 
retail grocers’ associations. Understands 
accounting. Salary $4,000. Telephone even- 
ings Jefferson 3415 (St. Louis) or write 

Box 5149, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
YOUNG EXEC., Housebroken on someone 
else’s payroll, ready to help direct your 
advertising or PR programs. Budget cuts 
eliminated job as eastern promotion mgr 
for famous mfr. Wide N experi- 

2 yrs. contact-writer for 4A agency; 
yrs. free lance publicity; free lance 
script-writing; l‘2 yrs. copy for top 

store. Married, college, 26. Write 

Box 5121, ADVERTISING AGE, 

801 Second Ave., New York 17, N. ¥ 
MARKET RESEARCH ANALYST - highly 
experienced with agencies, chains, manu- 
facturers. Interested in either full time 
position or on consultant or fee basis 
Have staff to carry out field work 

Box 5040, ADVERTISING AGE, 

801 Second Ave., New York 17, N. ¥ 
ATTORNEY - EXECUTIVE 
Familiar with legal problems of an ad- 
vertising agency. Experienced in radio and 

TV seeks position as staff attorney 

Box 5136, ADVERTISING AGE 

801 Second Ave., New York 17, N.Y 

REPRESENTATIVES AVAILASLE 
Can give complete top level representa- 
tion and 40% time to first-line publication 
in trade or professional fields 

Box 5147, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y 

BUSINESS OPPORTUNITIES 


CHANCE OF A LIFETIME! 
For Sale - Monthly business magazine for 


dept 


fast-growing industry. Established five 
years. Controlled. Owner nae other inter- 
ests. $10,000, terms. Addre 

Box 5150, ADVERTISING AGE, 


200 E. Illinois St., Chicago 11, Il 


SALES PROMOTION 
We're looking for a man, early 30's. 
to take a load off the back of our 
v-p in charge of sales. 

Prefer experience in electric house- 
wares and an advertising background 
Must be able to conduct distributor 
and dealer meetings. Spark ideas. 

We are a well established New 
York manufacturer and ready to ex- 
pand just as fast as a young wheel- | 
horse can take over the sales pro- 
motion whip. Start abeut $7500. 
Write in complete confidence to 


Box 180, Advertising Age, 
801 Second Ave., 


New York 17, N. Y. | 


TECH-INDUS. COPY 
BY A TECHNICAL MAN! 


Top-Notch Engineer-Writer—Free-Lance. Tech 
Articles, Editorials, 
etc. 
Box 179, Advertising Age, 
Chicago 11, Ill 


nical Manuals, 


Presentations, Production also handled. 


200 E. Illinois St., 


Booklets, | 


200 E. 


This young agency owner is now equipped, and therefore 
looking for that solid, challenging chance of a lifetime. He 
is fully experienced in advertising; completely reliable 
and entirely successful personally. 

This is his offer to discuss a new association with a firm 
of vision and industriousness for a mutually beneficial 
relationship—for a long time to come. 

BOX 181, ADVERTISING AGE 
Illinois St., 


Chicago 11, Ill. 


June 23, 1952 


Advertising 


Age, 


‘Look’ Ready with 
‘Data on Magazine 
Audience Studies 


New York, June 17—The first 
magazine audience facts uncovered 
by: a national study of magazine 
audiences made by Crossley Inc. 
for Look were announced last 
week. 

Vern Myers, Look publisher, 
said the study showed that one ad- 
vertising insertion in nine major 
magazines would give advertisers 
the opportunity of reaching 61.1% 
of all American females (10 years 
and over) and 51.1% of all the 
males. 


@ The magazines studied were 
Better Homes & Gardens, Collier's, 
Good Housekeeping, Ladies’ Home 
Journal, Life, Look, McCall's, The 
Saturday Evening Post and Wo- 
man’s Home Companion. The mag- 
azines had a combined average 
circulation of 35,000,000 per issue 
during the first quarter of 1952 
and carried $260,000,000 in ad- 
vertising volume last year. 

Mr. Myers said findings on du- 
plication of audiences would be 
available shortly. Look plans to 
bring out a 140-page book of data, 
and will make special tabulations 
on a specific request basis at cost. 


ABC-TV Offers Co-op Time 


ABC-TV is offering segments of 
its “Super Circus” program, which 
telecasts Sundays, 4-5 p.m., CDT, 
for cooperative sponsorship during 
the summer months. Available is 
the last half-hour, which is usually 
sponsored by Mars Inc., Chicago 
candy maker, during that com- 
pany’s summer hiatus. (Over 
WENR-TV, Chicago, this time has 
been bought by Dean Milk Co., 
Chicago, through Leo Burnett Co.) 
Canada Dry Ginger Ale Inc., New 
York (J. M. Mathes Inc.), will 
continue sponsoring the first half- 
hour, but on alternate Sundays, 
leaving that time open to co-op 
sponsorship also. 


Crispie Drive Starts in West 

Crispie Potato Chip Co., Stock- 
ton, Cal., has started a three-month 
| campaign in 26 California newspa- 
pers, with color ads being used in 
large cities. In addition, 24-sheet 
posters will be used. Botsford, Con- 
stantine & Gardner, San Francisco, 
is the agency. 


Bernier Leaves Miller Brewing 

| Roy J. Bernier has resigned as 
| public relations director of Miller 
Brewing Co., Milwaukee. Reasons 
for the resignation given by Mr. 
Bernier are “conflicting manage- 
|ment policies” and a “sincere de- 
| sire for a change.” Mr. Bernier has 
| no immediate plans. 


‘Harvey Gets Vitamin Account 

Thrifty Drug Stores, Los Ange- 
| les, has named William W. Harvey 
Inc., Los Angeles, to handle ad- 
vertising on all vitamin products, 
including Allens Formula 25 and 
Habalen. Dan B. Miner Co., Los 
| Angeles, handles all other Thrifty 
advertising. 


| SALES PROMOTION MANAGER 


Experienced in market research 
and analysis. Capable of preparing 
sales promotional and advertising 
programs with supporting catalog 
material. Have ability to assist in 
the supervision and direction of 
electrical product sales through 


jobbers on a national scale. Must 


SCULPTURED BEVERAGE DISPLAYS 


Put 
three dimensions with 


your trademark 


space. Let us work with 


Old hing Cole Displays 


rubber or papier-maché displays. 
will attract more attention—get preferred 


and message in 
O.K.C.'s plastic, 
You 


you from idea on. 


CANTON, OHIO 


be college graduate 30 to 40 years 
old with productive employment 
record. Some traveling required. 
In reply state fully: education, 
employment history and experi- 
ence. Salary and incentive com- 
/mensurate with ability. 

Anderson Brass Works, Inc. 
J.L. Howarth, General Sales Manager 
P. O. Drawer 2151 
Birmingham 1, Alabama 
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Television Set Makers Will Make 
the Most of Political Conventions 


New York, June 17—It’s not 
only the presidential aspirants who 
are out to sell the voters. Televi- 
sion set manufacturers will be 
working equally hard toward that 
end in coming months. 

The TV makers are hoping the 
excitement stirred up by the nomi- 
nating conventions and the elec- 
tions will bring back better times 
for them. 

Pace setters in the summer video | 
sales sweepstakes will be Admiral, 
Philco and Westinghouse, whose 
commercials will be spliced in 
throughout these historic events. 
Months ago these three completed | 
plans for sponsorship of the con-| 
vention and election coverage on| 
radio and TV. Since then all have 
been busy lining up dealer sup- 
port for the drives. 


® Admiral (Russel M. Seeds Co.) 
will spend approximately $2,000,- 
000 four ABC’s coverage of the par- 
ty confabs and election returns 
(AA, Jan. 28). John Daly will head 
ABC’s corps of commentators. 

Philco, which is using NBC’s ra- 
dio and video networks, is said to 
have an important edge over the 
competition in TV station clear- 
ance. This company’s budget for 
the broadcast campaign—including 
a series of pre-convention telecasts 
—is estimated at $3,500,000 (AA, 
Jan, 7). Hutchins Advertising han- 
dles this account. 

First advertiser to sign for 1952's 
choicest news event was Westing- 
house, which bought the CBS ra- 
dio-video package. Included is a 


13-week simulcast of non-partisan 


SRIBEL OF 
LO DER | 


ADVERTISERS © AGENCIES © CLIENTS 
are all exposed daily to claims for LIBEL, 
SLANDER. Invasion of Privacy. Violation of 
Copyright 
INSURE THIS HAZARD! 

Our unique policy is adequate and amazingly 
inexpensive Experience proves it’s smart 
to be protected 


WRITE FOR DETAILS ANDO -RATES 


EMPLOYERS REINSURANCE 


— CORPORATION 


nsurance .Erchange — Kansas City. Mo 


“Get-Out-the-Vote” programs, to 
start in August. 

Westinghouse has set aside $3,- 
000,000 for this advertising push, 
which will get heavy merchandis- 
ing support. Ketchum, MacLeod & 
Grove is the agency. 


® Allen B. DuMont Laboratories | 


will take a more direct approach 
to the potential set owners. The 
company has recommended that 
its dealers use a house-to-house 
sales approach this summer. 


Truckloads of receivers and 


salesmen will take to the road in| 


about 25 major cities. The sales- 
men will knock on the door, ask 
the lady of the house if she would 


like a TV demonstration. If she) 


Says yes, they move the set in and} 


install it. 

Obviously, less video saturated 
areas of the city will be selected 
for concentration when trucking 
routes are planned. Fringe areas— 
where DuMont claims its sets will 
do a better job than others—are 
to be covered wherever possible. 


® Relatively little national adver- 
tising is planned by DuMont, with 
most of the ad funds going into 
co-op, There may be some national 
newspaper copy and an occasional 
telecast on the manufacturer’s own 
network. Campbell-Ewald Co. 
services this account. 

The national interest in politics 


has prompted Radio Corp. of 
America (J. Walter Thompson 
Co.) to undertake the “greatest 


hot-weather advertising activity” 
in the company’s history. 

The drive will be built around 
the “Meredith Wilson Show” on 
radio and “Curtain Call” on video 


|—both on NBC. The latter will be 


the first dramatic program pro- 
duced by Worthington Miner since 


| he left CBS-TV and “Studio One.” 


Both shows are hiatus selections to 
fill time RCA used during the reg- 
ular broadcast season. 
Commercials will stress the im- 
portance of keeping posted on con- 


| vention and other election year de- 


velopments via television. 


@ The first major advertising for 
Crosley TV sets since Batten, Bar- 
ton, Durstine & Osborn took over 


a" are no 


fine photoengraving. The quality of reproduction 


mechanical short-cuts to 


for national advertising depends upon making 


individual sets of 


plates .. . the hard way 


and the right way. . . to meet the printing 


requirements of each national publication. 


Among our prized testimonials are letters 


of appreciation from men who print some 


of America’s leading magazines. 


S 


COLLINS, MILLER & HUTCHINGS, INC. 
207 NORTH MICHIGAN ‘AVENUE + CHICAGO | 


=~ Jim Bobbins Company 


ELECTION GIMMICK—Jim Robbins Co., 
Royal Oak, Mich., is running this ad in 
the Detroit News for its plastic auto bug 
deflectors emblozoned with either a don- 
key or elephant. Robbins’ agency is Gille 
Associates, Detroit. 


the account will get under way 
in July. Newspapers will be sched- 
uled in all important video areas. 
Radio spots also are under consid-| 
eration. 

A secondary theme of the Cros- 
ley campaign will be “don’t vote 
until you see the whites of their 
eyes.” 

Magnavox Co., like DuMont, will 
concentrate on helping the sales- 
man get into the home. All dealers 
receive a sales promotion package 
including newspaper, direct mail 
and radio advertising material, 
window displays, contest ideas and 
a “plan book to show how to make 
them work.” Doremus & Co. is the 
agency. 


@ Salesmen will be given badges 
decorated with a donkey and ele- 
phant and the line—*We both look 
good on Magnavox.” As a come-on 
to the customers, Magnavox stores 
will hand out an illustrated book 
of facts on past presidents and cur- 
rent hopefuls. | 

In addition, the company sug- 
gests a specific strategy to dealers 
for getting salesmen out of the 
store and into the buyer's living 
room. There are sample prospect 
letters and telephone calls to help 
salesmen set up demonstrations. 

Emerson, through Grey Adver- 
tising Agency, currently is in the 
midst of mapping ad plans. 


8 Motorola has issued a special kit 
to dealers, but the company said 
it is not planning any special pro- 
motions nationally. 

A campaign booklet announcing | 
a guess-the-popular-vote contest! 
was distributed by the Hallicraft-_ 
ers Co. to dealers, and the Chicago 
set maker told AA a new national 
promotion will be announced next 
week. Sorenson & Co., Chicago, is 
the Hallicrafters agency. 

Scott Radio Labs., Chicago, will 
not run any specific campaign tied 
to the conventions. However, in the 
20 cities where the company re- 
cently opened up stores (AA, 
March 28), ad copy backing the 
Meck and Scott sets will be keyed 
to the political meetings. Fensholt | 
Co., Chicago, handles the account. 


8 CBS-Columbia will spend $1,- 
000,000 in the first major adver- | 
tising effort for its radio and TV 
sets. Ted Bates & Co. is handling 
the drive. 

Themes and other details are 
still in the planning stage, so it is 
not possible to say to what extent 
—if at all—the promotion will tie 


|in with the forthcoming political 


conventions. 

Major emphasis initially is ex- 
pected to be on magazines, with 
copy scheduled in Better Homes & 
Gardens, House Beautiful, House & 
Garden, Life, Living and Look. 
Spot radio, newspapers and Sun- 
day supplements also will be used. 

CBS’ new TV line offers three 
groups of sets: (1) a 20” chassis 
without cabinet for home decora- 


| finished 
| painted or stained to harmonize 


| activity 


a ae 


tors who want to build a chassis! 
into a wall or into their own cabi- 
net; (2) a 20” model with an un- 
cabinet that can be 


how’s your 
letterhead? 


© Send for our brochure 
“Letterhead Logic” containing 
the check list used by experts 
to test prestige, peer sons 
and sales appeal of letterhead 
design. Perhaps your letter- 
head will pass the test, but if 
not, you may be just as well 
off, because we have 35 years 
of “know-how” in our back- 
ground, and can speedily de- 
liver genuine engraved letter- 
heads of 100% selling effi- 
ciency at prices much lower 
than you ever expected. For 
your FREE copy of “Letter- 
head Logic”, just jot down the 
amount you use each year and 
send it to us on your company 
letterhead. No obligation. 


r.o.H. HILL, we. 


LETTERHEADS—BUSINESS CARDS 
270A Lafayette St., New York 12 


with the buyer's living room, and: 
(3) table sets in any of seven! 
colors. ] 

Sherwin-Williams Paint Co. and, 
CBS are cooperating to push the 
sale of the receivers with the un- 
finished cabinet. Paint dealers will 
display dummy unfinished cabinets 
along with directions to the nearest | 
CBS-Columbia retailer. Depart- 
ment store windows will feature 
live models demonstrating how 
easy it is to paint the cabinets to 
suit anybody’s specifications. 


St i a ied 


Free & Peters Shifts King 


Lon King has been shifted from 
the San Francisco office of Free & 
Peters, radio-TV station represent- 
ative, to Detroit, where he will 
direct the company’s video sales 
in that office. Richard 
Rothlin, formerly of KRON-TV, 
San Francisco, will replace Mr. 
King in that city. 


NORTH CAROLINAis | 
the South’s No. | STATE 


Sp SENS OR? NR MEE UR HE 


North Carolina rates more firsts in : 

recognized market surveys than any _. 
other Southern state. More North 
Carolinians, according to BMB 
study, listen to WPTF than to any 


other station. 


North Carolina's 


number ONE 
SALESMAN If 


50,000 warts + 680 ke. 


NBC AFFILIATE FOR RALEIGH-DURHAM 
AND EASTERN NORTH CAROLINA 


en ne ene 


FREE & PETERS, nee REPRESENTATIVE 


¢ R. H. MASON, GENERAL MANAGER 
GUS YOUNGSTEADT, SALES MAWAGER si 
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Three Name Breig Agency 
Haddon Products Co., Haddon- 


field, N.J.; Felice Products Co., 
Ridley Park, Pa., and Sayers & 
Mellor, Haverford, Pa., have all 


appointed Breig Associates, Phila- 
delphia, to direct their advertising. 


Swart Joins Gray & Rogers 

Charles M. Swart, formerly a 
public relations consultant to Anti- 
och College, Yellow Springs, O., 
has joined the public relations 
staff of Gray & Rogers, Phila- 
delphia 


Carvel Nelson & Powell Moves 

Carvel Nelson & Powell, Port- 
land, Ore., has moved to 1604 S. W 
10th Ave 


HOW TO USE WASHINGTON 


for sales promotion ideas. You can 
be helped by our knowledge of 
Washington's vast sources of factual 
data, scientific information, picture 
files, ete. Write now for our research 
fees; outline your job. Washington 
Commercial Co. (A), 1200--15th St. 
N Washington 5, D. C. 


'Department Store Sales... 


Upswing Begun in May Continuing 


WasuHincton, June 17—For the 
fifth consecutive week, depart- 


|ment stores across the nation have 


either equaled or bettered their 
1951 sales records. 

The latest Federal Reserve 
Board report shows that volume 
during the week ended June 7 was 
2% above the corresponding week 
last year. The national average 
was pulled down by a 17% decline 
in the New York district. However, 
this decrease reflects partially the 
fair trade price war which raged 
last year in New York stores. 


es All in all, consumer buying 
picked up considerably during 
May and the trend appears to be 
continuing this month. Store sales 
for the first quarter of 1952 were 
off 9% from 1951's first quarter. 


The FRB now estimates that sales 
through June 7 are only 4% be- 
hind last year’s level. 

Stores in the South are. still 
making the best showing. The At- 
lanta and Dallas districts are the 


only two in the nation with a high- 


er volume in 1952. 


Week Ended 
Federal Reserve May May June 
>, au at 7 
NITED STATES 4 re 2 
Boston District . t 0 6 
New Haven ) 7 7 
Boston 2 1 5 
Lowell-Lawrence 10 3 10 
Springfield i) 3 7 
Providence 2 4 13 
New York District —7i ris —17 
Newar eennem: —4 2 12 
Buffalo 2 4 3 
New York -9 r—19 —22 
Rochester —12 8 14 
Syracuse —5 r—8 —18 
Philadelphia District 8 ta—3 
Philadelphia 2 ra —6 
Cleveland District _? ro 5 
ron 4 13 10 
Cincinnati .. ) 6 8 


™ Change from ‘51 | 


DEPARTMENT STORE 


SALES INDEX 


1947-49 equals 100 


= 


in 


Week to June 7, '52*.p110 


Week to June 9, '51*..108 
Week to May 31, ’52*....96 | 
Week to June 2, '51*....95 
Week to May 24, '52*..104 
Week to May 26, ’51*....100 
*Not adjusted seasonally. 
pPreliminary. j 
cs. ] 
Cleveland —8 2 0 
Columbus 7 2 12 
Toledo —3 2 4 
Erie 8 1 —! 
Pittsburgh 4 —8 4 
Richmond Distr'ct ! r 4 
Washington —3 0 5 
Baltimore 5 8 1} 
Atlanta District 20 2 2 
Birmingham 16 5 ll 
Jacksonville 82 4 2) 
Miami 16 9 13 
Atlanta . 23 22 19) 
Augusta 44 32 43) 
ew Orleans 17 r7 24) 
Nashville —2 14 23 | 
Chicage District —% 2 2 
Chicago —4 S wai 
Indianapolis ‘ 7 8 5 


CAN HELP YOU 


WRAP UPA 
OF THEM! 


The new, colorful Sale Blazers 
Brochure is crammed full of ideas 


Shows how bright, eye-catching 
plastic Sale Blazer specialties tie in 
with your program all along the line. 


Point 


identifiaation 


Sales Campaign 
product \,abeling 


PACKAGE 


to buck up sagging sales. 


‘ef Purchase Display 


\. ion Aids 
Ss romotion 
Sales¥ Buttons 


gn ideas 


No sales promotion file is complete without Sale Blazers. 


Write for your copy today. 


Advertising Specialties Division 


PHILADELPHIA 
BADGE COMPANY, INC. 


1007 FILBERT 


———— Established 1900-—— 


ST., PHILA. 7, PA. 


A ce cn So seed 


GOP occercrscccencocosnsnenencocoqesesssnanesoce . ZONE 


NAME 


TITLE. ....... 


COMPANY. 


ADDRESS 


jini STATEB...........0.-c000 


SEEPS SS BPSD Seeg 
PHILADELPHIA BADGE CO., INC. 
1007 Filbert Street, Philadelphia 7, Pa. 


I am interested in any plans or ideas that will hel 
increase sales. Please send me your new SALE BLAZE 
Brochure. 


i 


| Assn. of Canada. 


a 
70 
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Detroit iactnenstbanen —4 2 3 
Milwaukee mn —2 —S —3 
St. Louis District .......... 6 3 15 
Little Rock _ 12 2 31 
Louisville = 7 9 16 
St. Louis Area 4 1 12 
Memphis .. plbvenagetn 4 8 13 
Minneapolis District ...... 2 —3 4 
Minneapolis ae 1 ~ 6 4 
St. Paul - 1 3 2 
Duluth-Superior 18 —1 12 
Kansas City District 4 4 10 
Denver ... enee —1 -—6 8 
Wichita - 9 24 8 
Kansas City 9 7 10 
St. Joseph .. —12 —6 ° 
Oklahoma City 14 4 5 
Tulsa 7 16 21 
| Dallas District .... 13 9 7 
allas .. 5 5 16 
El! Paso ...... 7 —I1 13 
Fort Worth 12 4 16 
Houston 22 4 20 
San Antonio 5 ll 16 
San Francisco District Bil ri6 2 
Los Angeles Ares 46 19 6 
Downtown Los 
Angeles 3 —ll —24 
Westside Los 
Angeles 43 12 2 
Oakland i3 5 3 
San Diego 44 43 16 
San Francisco il 4 -—2 
Portland ‘ 4 12 
Salt Lake City 4 1 9 
Seattle 8 7 0 
Spokane 6 12 3 
rRevised 


*Data not available. 


N. W. Ayer Adds 4 to Statf 


Four additions have been made 
to the N. W. Ayer & Son staff. 
James P. Smith has been named 
manager of the Honolulu office. 
Francis M. Waters Jr., formerly 
assistant to the president of the 
Assn. of National Advertisers, has 
joined the public relations depart- 
ment in New York. Roderick A. 
Mitchell, previously program di- 
rector at WKRC-TV, Cincinnati, 
has joined the radio-television de- 
partment in New York. Dirk A. 
Watson has rejoined the time-buy- 
ing group of the radio-television 
department, New York, after com- 
pleting a tour of duty with the 
Navy. 


Canadian Publications Elect 


H. Napier Moore, editorial di- 
rector of Maclean-Hunter Publish- 
ing Co., Toronto, has been elected 
president of the Periodical Press 
Other officers 


| elected are Edward C. Prince, gen- 


| 
| 


| 


eral manager of New Liberty, Tor- 
onto; J. J. Wallace, president of 


| Holliday Publications Ltd., Mont- 


real, and John B. Kyle, business 
manager of Country Guide, Win- 
nipeg, v.p.s; I. D. Carson, reelected 
executive v.p., and George Colling- 
ton, general manager of Consoli- 
dated Press Ltd., Toronto, treas- 
urer, 


Wolfe Joins Nu Tone Inc. 


Robert A. Wolfe, formerly with 
the sales department of Sorg Paper 
Co., Middletown, O., has been ap- 
pointed advertising production 
manager of Nu Tone Inc., Cincin- 
nati maker of door chimes and 
other electrical signaling devices. 


Fishing For moRE 


FISHING TACKLE SALES? 


Statistics show that seven out of ten 
men are fishermen. The Sporting News 
has a readership of more than a million 
sports-minded men every week. Your 
advertisement in The Sporting News 
will reach an audience that includes 


th ds of fish . . @ rich, re- 
sponsive market for everything a man 
buys. 


Published weekly for 64 years 


2018 Washington Ave., St. Louis 3, Mo. 
535 Fifth Avenue, New York 
520 N. Michigan Bivd., Chicago 
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AA Presents Five-Year Record of Percentage of Sales 
Spent on Advertising, Based on Corporate Tax Returns 


Per Cent of Sales Spent for Advertising | Per Cent of Sales Spent for Advertising 
Classification 1945 1946 1947 1948 1949 | Classification 1945 1946 1947 1948 1949 
ALL INDUSTRIAL GROUPS 0.788 0.874 0.857 0.876 0.999 | TOTAL: PUBLIC UTILITIES 0.220 0.269 0.283 0.296 0.333 
TOTAL: AGRICULTURE S FRIED 6 ocicic see cos cncgie 0.169 0.202 6.249 0.267 0.336 
FORESTRY, FISHERY .. .0.601 0.574 0.529 0.494 0.581 | Commurication Lasteeeeeeeeees 0.521 0.610 0.593 0.573 0.498 
Farms, Agri. Services ............ 0.632 0.593 0.548 0.508 0.595 | Elec. & Gas Utilities ............ ES ee See eee ee 
ID ca wins ctaecvacsccineeses 0.020 0.286 0.041 0.176 0.182 
Fishery ........ oe ae 0.175 0.138 0.167 0.157 0.133 | TOTAL: TRADE ...... Be 0.870 0.830 0.816 0.862 0.985 
TOTAL: MINING, QUARRYING .....0.100 0.083 0.077 0.076 0.115 | TOTAL: WHOLESALE TRADE ......0.504 0.461 0.386 0.408 0.481 
PUA ONONE <0 5.5.-+<0-0c000002 0.046 0.048 0.027 0.020 0.019 | Commission Merchants .. 0.417 O510 0.477 OS12 0.509 
Anthracite Mining . . ett eteeeesees .162 0.135 O.151 0.188 0.244 | yoral- RETAIL TRADE 1.331 1.296 1.332 1398 1.583 
Bituminous Coal & Lignite Mining ..0.067 0.060 0.042 0.042 0.077 es oe 0.469 0.439 0.472 0.472 0.535 
Cute Cutvetan & General Merchandise... 1.958 2.020 2.176 2.238 2.443 
Nat'l Gas Producton ............ 0.137 0.067 0.072 0.067 0.112 | Apparel & Accessories 2.121 2.104 2.348 2.532 2.744 
Nonmetallic Mining & Quarrying ....0.200 0.192 0.234 0.233 0.270 Furniture, Hh. Fur'gs. 2.730 2.151 2.473 2.971 3.259 
Construction ........... ne 0.210 0.224 0.220 0.225 0.262 | automotive Dealers and 
TOTAL: MANUFACTURING ........0.830 0.997 0.970 0.985 1128 | _ Filling Stations ee ae Bg 
Ear 185 2.091 2.571 2.756 3.016 | Drug Stores .................. 1216 1312 1217 1.324 1.358 
Food & Kindred Products 1.059 1017 1.108 1.170 1.348 | Eating, Drinking Places .......... 0.549 0.602 0.631 0.669 0.763 
Tobacco Manufactures 2.065 2.084 2.426 2.542 2.855 | Building Materials, Hardware .......—— ——- —— 0.564 1.513 
t : 
pane ee er ll — —— —— 0485 0.596 | toTAL: FINANCE, INSURANCE, 
REAL ESTATE, LESSORS 0 
“uae dk ie CONS OER O72 O75 CAT | psa, PROPERTY .............0812 0900 C605 06% O68 
(Except Furniture) shia.” diggiag! imate li: aa Total Finance . ae .....0.905 0.987 1120 1.102 1.075 
im hte, 0908 1293 | Came Trust Co's .............. 0.862 0.950 1.036 1.096 1.124 
Paper & Allied Products... ame oon ams Gan Gap | Dee Cees Me te oe. = Sos oan 
Printing, Publishing & wero poor hy “ares & ‘ ine 
Chemicals. Aled Products 2750 2920 2628 2803 3.130 | , Brokers. Dis. .................0.921 1508 1.624 1494 1.503 
z , . : “ . Tot. Insur. Carriers and Agents ....0.231 0.219 0.210 0.217 0.218 
Petroleum, Coal Products 0.478 0.611 0.512 0.395 0.449 
Insurance Carriers ..... 0.182 0.164 0.154 0.154 0.1 
Rubber & Products 0.912 1.038 1.073 1109 1.200 | jwurane “orl 0.972 0.901 0.875 1107 1355 
Leather & Products 0.584 0.662 0.700 0.820 0.964 | pe "Re Mee : ‘ ‘ ‘ 
Stone, Clay & Glass Products ..... 0.715 0.639 0.657 0.631 0.751 , - 
Primary Metal Indus. Katy —auie: aus: ae ee Property Other Than Bidgs. .....0.335 0.484 0.520 0.667 0.778 
Fab. Metal Prods. (Except Lessors of Real Propert * 
Ord., Mach., Trans.) ms in ce Ge eae (Buildings) pease ess 0.019 0.014 0.033 0.031 0.015 | 
Machinery (Except Trans. TOTAL: SERVICES ...... 1.334 1410 1560 1.586 1.794 
Eq. & Electrical) 0.677 0.958 0.918 0.965 1.078 Hotels, Other Lodgings 0.986 1.089 1229 1.372 1.646 
Elec. Machinery & Eq. 0.950 1326 1.250 1.330 1.533 Personal Services 1.149 1.208 1287 1.438 1600) 
Transportation Eq. (Except Business Services... . 0.488 0.499 0.554 0.527 0.665 
Motor Vehicles) 0.181 0.564 0.376 0.328 0.323 Auto. Repair Services 
Motor Vehicles & Eq. and Garages ....... 0.447 0.481 0.648 0.800 
(Except Electrical) 0.638 0.677 0.543 0.563 0.613 Misc. Repair Services and 
Ordnance & Accessories : —— —— 0947 1361 Hand Trades 0.601 0.595 0.678 0.660 
Scientific Instruments, Photographic Motion Pictures ce veeess 2.470 2.646 3.028 2.986 3.358 | 
Eq., Watches & Clocks .......... ——- —@-——- - ———_ 2.412. 2.741 | Amusement (Except Movies) ... 1256 1385 1895 1.969 2.279) 
Copyright 1952 by Advertising Age. Tabulation based on Bureau of Internal Revenue data. | 


Corporate Ad 


Expenditures for 
‘49 Put at 1% 


billion! (Total national income de- 
clined from $223,466,000,000 in 
1948 to $216,831,000,000 in 1949.) 

It would thus seem that cor- 
porate management generally ac- 
tually increased advertising ex- 
penditures when total sales vol- 
ume began to dip. 


® As a glance at the chart above| 


will show, the per cent of sales and 
receipts spent by corporate manu- 
facturing establishments increased 
from 0.985% to 1.128%. 

A total of 116,746 corporate 
manufacturing establishments 
1948 had gross sales and receipts 
of $197,115,165,000 and spent $1,- 
940,855,000 on advertising. In 1949, 
117,270 corporate manufacturers 
enjoyed gross sales and receipts 
of $184,478,915,000 (down almost 
$13 billion) but still spent $2,- 
080,483,000 on advertising. 

The data in the accompanying 
columns was calculated by ADVER- 
TISING AGE from Internal Revenue 
Bureau statistics covering all cor- 
porations. In making comparisons 
with data published for previous 
years (AA, May 5), it should be 
kept in mind that the current fig- 
ures do not include partnership 
and proprietorship returns. 


8 In all classifications except “fi- 
nance, insurance and real estate,” 
the figures for gross sales and re- 


in| 


Bankrupt Vitamin 


Firm Principals 
inon New Concern | 
Los ANGELES, June 18—Two} 


principals of the late American | 


It will sponsor three KTTV shows. | 
One is half of a Monday night! 
wrestling card. Another is George 
Putnam’s Thursday night news- 
cast. A third, being put together | 


cast. 


GAVEL POUNDERS—At the closing meeting of the American Marketing Assn.’s spring 

session in Cincinnati last week, outgoing president George H. Brown of the University 

of Chicago school of business (left) turned over the gavel and responsibilities to 

president-elect Gordon A. Hughes, director of the market analysis department of 
General Mills, Minneapolis. 


(Continued from Page 1) 


(9 to 10:30 p.m.) of evening time. 


* NBC Management Shift Puts AM-TV 
Operations Under White and Weaver 


|July 1-2, makes the first move, 
/It has enabled NBC to dominate, | Radio row is predicting that Co- 


0.972) as far as sponsors and ratings are | !umbia will tell the station opera- 
0.803 | concerned, this choice 90 minutes| tors that evening rates this fall 


must be dropped about 50%, with 
the network absorbing half 


® Most of his other programming | Cut. 


and sales concepts have been 


In his announcement of ee 


equally successful, including the alignment, NEC president Jos 
policy of rotating comedians on the | H. McConne!l did not say how, if 


“Colgate Comedy Hour” and the|at all, the departmental orgaml- 


co-sponsored “All-Star 


Revue.” | zation of the two networks wo 


Latest Weaver hit is Dave Garro-| be affected. Most functions hage 


| now, will be a Tuesday night tele-| way’s wake-up telecast, “Today.” | been operated separately since 


This program received a pretty | over-all division of the netwo' 
solid pasting from critics when it| several years ago. 


Vitamin Associates are again asso-|@ The newspaper schedule calls for started several months ago, but | 


ciated with a vitamin product. One 
handles the advertising account, | 
the other handles sales. 

Their client is Dr. Sparling’s 
Lab. Inc., a new company headed | 
by Dr. B. M. Sparling of Toronto. 
Dr. Sparling is head of the Toron- 
to city council, but he plans to! 
move here in September. 

The company has begun to pro- 
mote Rx-Thirty, a mineralized B-| 
complex product, in Southern Cali- | 
fornia. About $175,000 will be spent | 
|in TV and newspapers in the next 

ten months. 


advertising is 
| handled through an agency headed 
by Frank J. Miller. Mr. Miller was 
an American Vitamin Associates 
principal when it went bankrupt 
last fall. He was also a v.p. of 
Schwimmer & Scott, the agency 
that took a $290,000 spill through 
the bankruptcy (AA, Oct. 22, ’51, 
et seq.). 

| Dr. Sparling’s Lab. Inc. sells Rx- 
| Thirty through Johnston, Freedy 
& Lampson, a sales organization. 
|A principal of this company is 
|George Johnston, former head of 
| AVA. His company was later re- 
| organized early in 1952 under the 
;name of Thyavals Inc. According 
to Mr. Miller, the sales organiza- 
tion has no connection with Dr. 
Sparling, other than a commission 
arrangement for sales. 


s The company’s 


ceipts were determined by adding} 


income reported under gross sales 


ani “gross receipts from opera- 
tions.” 
In the financial classification, 


however, gross sales figures also 
include income from interest, rent, 


royalties, capital gains, etc. Hence, | 


for this group the basic figure used 
was that of “total compiled re- 
ceipts,” rather than simply gross 
sales and gross receipts. 

The basic data on which these 
tabulations were based will appear 
in book form in the report titled, 
“Statistics of Income for 1949, 


Part 2.” No publication date has 
been announced by the Treasury 
Dept. 


se Mr. Miller told AA that Dr. 
Sparling has for years licensed the 
| Anglo Canadian Drug Co., Toronto, 
to sell a number of his products 
through ethical channels. Rx-Thir- 
ty will be his first product to be 
sold promotionally. Two other 
products will be brought out later. 
One is a reducing formula, the 
other Ulseals, an ulcer cure. The 
latter is reportedly being tested 
now at Baylor University for con- 
formity with Food & Drug Act 
standards. A similar product, Ul- 
caps, is sold in Canada by prescrip- 
tion only. 

The new company starts its pro- 
motion of Rx-Thirty this month. | 


| plans call for no promotion outside 


about 5,000 lines monthly, half of! it has been piling up sponsor sup- said the status of other executives 


it co-op. Four-fifths of this will| 
run in Los Angeles dailies, the re- 
mainder in cities ranging from 
Santa Barbara down to San Diego. | 
Where possible, three colors will} 
be used. 

Mr. Miller told AA that present} 


Southern California for some time 
to come. Any expansion into other 
markets would be on a regional} 
franchise basis, he said. 


Runyon Elected President 


of ‘Dallas Times Herald’ 


John W. Runyon has been elected 
president of the Dallas Times Her- | 
ald, succeeding the late Thomas 
C. Gooch. Mr. 
Runyon had been 
Ist v.p. of the 
newspaper and 
chairman of its 
executive com- 
mittee. 

Mr. Runyon be-| 
gan with the pa-| 
per in 1910 as a| 
collector in the} 
display advertis- 
ing department. 
In 1912, he be-}| 
came an adver-| 
tising solicitor and nine years| 
later was promoted to assistant ad- | 
vertising manager. In 1923, he 
moved up to advertising manager) 
in charge of classified, display and | 
national. He continued to hold this 
position when he was elected to) 
the board of directors in 1931. Ten | 
years later he became the news- 
paper’s v.p. Mr. Runyon also is 
president of the newspaper’s Sta- 
tions KRLD-AM-FM-TV, which 
are Columbia outlets for the Dallas 
and Fort Worth area. 


Kimberly-Clark Campaigns 


To spearhead a new merchan- 
dising program for its disposable 
plate processing towels for litho- 
graphic plate makers, Kimberly- | 
Clark Corp., Neenah, Wis., will run | 
a series of six full-page ads in each | 
of two trade magazines, Modern 
Lithography and National Litho-| 


John W. Runyon 


| grapher, in 1952 and 1953. Foote, 


Cone & Belding, Chicago, is the 
agency. 


port consistently ever since. 

The network obviously hopes 
that the Weaver touch plus the 
White salesmanship will put some 
new life into radio. At NBC the 
sales curve has been moving down- 
ward for some time. 

Mr. White, who joined NBC 
June 10 after resigning from Mu- 
tual, originally was to have headed 
the newly created film division. 
This post has been taken over by 
Robert W. Sarnoff, v.p. and form- 
er director of unit productions for 
the video network. He will be re- 
sponsible for all film activities, 
including the expansion of film 
syndication. 


s The first major innovation ex- 
pected to come out of this strategic 
reorganization is the sale of AM 
and TV to advertisers as a combin- 
ation. What sort of discount or rate 
structure will be set up for these 
dual buys is a matter of conjecture, 
but sources indicated the best 
brains of the company are already 
at work on that problem. 

The philesophy 
new approach, which is the re- 
verse—at the top level at least— 
of that taken in 1949 when the 
two networks were divorced fol- 
lowing an efficiency study of the 
company by Booz, Allen & Ham- 
ilton, seems to be: 

Television already has the ad- 
vertiser’s attention and interest, 
why not use it as an opening 
wedge to remind him that radio 
is still a good buy? And why not 
make attractive package offers to 
sponsors like Texaco to cover them 
with AM in areas not reached by 


| star-salesman Milton Berle? 


It is also believed that NBC will 
concentrate on special sales— 
Mother’s Day, back-to-school pro- 
motions, etc., perhaps as combina- 
tion buys. 


@ NBC is still expectea to with- 
hold action on lowering radio 
rates until CBS, which will discuss 
the situation with affiliates here 


behind NBC's | 


| 


A spokesman for the comp: 


remains unchanged. 


Fair Traders Work 
Hard for Passage 
of McGuire Measure 


WaAsHINGTON, June 20—Ret 
groups are making a frantic la 
minute effort to get the McGu 
“fair trade” bill before the Sena 

The bill, already passed by 
House, has been reported by 
Senate commerce committee wi 
out recommendation. 

Sen. Pat McCarran (D., Nev.), 
chairman of the Senate judiciary 
committee, has filed notice that 
he wants “fair trade” relegated to 
his committee for additional study. 

With the Senate set to adjourn 
in two weeks for the political con- 
ventions, retailers are desperate. 
The American Fair Trade Council 
has thrown in the sponge and noti- 
fied senators it will take the Mc- 
Guire bill “as is.” 

It will stand as a monumental 
item of lobbying, however, if they 
succeed in persuading the Senate 
into inserting an unrecommended 
item of controversial legislation 
into its schedule at this late date. 
Nevertheless, the Hill is swarming 
with druggists who are here to 
buttonhole their senators. 

This lobby has performed mira- 
cles in the past. 


Abelow Joins BAB Promotion 


Samuel Abelow, for six years a 
member of the CBS advertising 
and promotion department, has 
joined the national promotion staff 
of the Broadcast Advertising Bu- 
reau, New York, as a presentation 
writer. Mr. Abelow left CBS last 
year to write a play. 


Grant Appoints Black A.E. 


Vincent P. Black, formerly v.p. 
and manager of the controls divi- 
sion of Perfex Corp., Milwaukee, 
has been appointed a v.p. of Grant 
Advertising and will serve in the 
agency’s Detroit office. 
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‘Marketers See 


Long-Term Gain 
During the ‘50s 


(Coninued from Page 2) 
ables was satisfied by the end of 
1948 

“Demand for durable goods was 
satisfied by the end of 1950. 

“Demand for producers’ durables 
was satisfied by 1952. 


sw “By the end of 1952, the Ameri- 
can industrial plant will have ex- 
panded 50% since the end of World 
War II.” 

In 1948, he continued, the ratio 
of savings to income was about the 
same as it was in 1940, indicating 
that consumers had used up their 
excess savings. 

The net result, Mr. Wright con- 
tinued, is that our boom this time 
requires unusual stimulation to 


maintain. But he insisted that it! agency to the N. Y. office of D’Arcy Advertising Co. From 
left, front row: Paul Louis and Douglas Boyd, v.p.s; J. P. Orth- 


will be possible to prolong the 
boom for much longer today than 
it was in the '20s, “when we were 
just beginning to learn how to use 
a central banking system.” 

In the '30s, he said, our popula- 
tion had not been educated to the 
manipulation of spending to pro- 
vide prosperity. But today, it is 
possible to extend a tremendous 
amount of consumer credit; Amer- 
ica can spend vast sums on arma- 
ment, and the political and eco- 
nomic instability of Western Eu- 
rope will mean a continued high 
rate of expenditure. 


@ In fact, he added, national ex- 
penditures during the next eight 
years may be far higher than any- 
one thinks reasonable today. 
“There won't be any end to in- 


Orie, 
CAKE EATERS—That cake is supposed to 
| “wedding” of a large part of the former 


be symbolic of the 
Federal Advertising 


wein, board chairman; Gordon E. Hyde, v.p. and plans board 
chairman; J. F. Oberwinder, president, and John Orr Young, 
advertising consultant. Back row, v.p.s all: Jamie T. Irvine, Ken- 
neth Plumb, John Morse, John Young Brown and Frank S. Ott. 


of Armour & Co., said that the 
economy is in a pretty healthy 
position. “It has anything bvt a} 
hang-dog look and I see no reason | 
why it should change drastically} 
this year.” 

The basic barometers, he contin- 
ued, indicate strength and good 
times for the remainder of this 
year. There is no shortage of food- 
stuffs in sight during 1952, he add- 
ed, but cited a number of charts 
to show that there is no direct re- 
lation between supplies of all types 
jof perishables and general business. 


s R. H. Collacott, chief of the mar- 
keting research staff of the Stand- 


‘Meat Merchandising’ 
Stays Pocket Size 


St. Louts, June 18—Meat Mer- 
chandising, which had planned to 
increase its page size this fall (AA, 
June 9), has decided to remain a 
pocket-size publication. 

In announcing his decision not 
to join Progressive Grocer, IGA 
Grocergram and Grocer’s Digest in 
the switch to a larger page size, 
John L. Hoppe, publisher of Meat 
Merchandising, said: 

“We had conditionally decided to 
go to a larger-size magazine, pro-| 
vided the preference for a stand-'| 
ard-size magazine had grown from 


} 


| ard Oil Co. (Ohio), predicted a rise 


Daystrom Reappoints Ayer 
After Y&R Resignation 


Daystrom Furniture division of 
Daystrom Inc., Olean, N. Y., maker 
of tubular and plastic furniture, 
has reappointed N. W. Ayer & Son 
to handle its advertising. About a 
year ago, Daystrom switched its 
account from N. W. Ayer to Young 
& Rubicam (AA, April 9, ’51). Re- 
cently, Y&R resigned the Daystrom 
account (AA, June 9). 


Sets Up Separate TV Branch 
Weed & Co., New York radio- 


| TV station representative, has set 


up a separate television branch, 
Weed Television, with offices at 
501 Madison Ave. The video sec- 
tion will be headed by Peter B. 


flation in the 1950s,” he declared. | jn the volume of petroleum prod- 


20% to 49%, as we were led to| James, who has directed Weed’s 
believe in this case. However, a| TV operations for some time. Ray 


Historically, Mr. Wright said, in- 
flation ends when money is sent 
out of a country in large quanti- 


ucts during the next decade as a 
whole. But he said that the rise 
would not be continuous. For ex- 


recent thorough in-person study of | 
our readers, choosing between} 
blank paper dummies of the small 


Stone, formerly assistant manager 
of CBS-TV’s sales service depart- 
ment, and Joseph Miller, previous- 


ties. “But today, there is no safe 


ample, he said that the oil com- 


: . | ly of RCA Victor, have been named 
size and the large size, shows no! sales representatives on the staff. 


place for capital to go.” 
In the session on consumer dur- 
ables yesterday afternoon, West- 


inghouse Electric Corp.'s Wilttem | 


W. Grant, outlined the appliance 
situation as he saw it. 

Mr. Grant, who is manager of | 
marketing research of the electric 
appliance division, contended that 
“appliance products can be sold 
year after year without satura- 
tion.” 

For example, he said, some 25,- 
000,000 refrigerators have been 
sold in the past six years. But of 
these, relatively few have a freezer 
chest. Thus there is a _ possibility | 
of selling on the basis of obsoles-| 
cence. “New twists in selling can 
do wonders for the market that 
seems saturated,” he declared. 


8 The potential for appliances, ac- | 
cording to Mr. Grant, runs some- 
thing like this: 

A half million freezers were sold | 
last year and he believes that! 
freezer sales will increase some- 
what during the remainder of the 
decade. 

Electric ranges by 1960 will have 
exceeded the postwar sales peak. 

Electric water heaters, automa- 
tic washers and electric clothes 
dryers are headed upward. 

Dishwashers will move from 
260,000 in 1950 to 500,000 in 1960. 

Food waste disposers will double 
in volume during the ‘50s. 

Fans will hold their own; elec- 
tric bed coverings will move up- 
ward and electric irons will move 
ahead. 


2 A. W. Zelomek, president of the 
International Statistical Bureau, 
New York, declared that oppor- 
tunities today are as great as they 
have ever been 

And S. Teitelman, 


manager of 


| the marketing research department 


| panies expected somewhat of a|significant trend in the prefer- 


| where it’s going.” 


said that he sees a slight sag ahead 
| in the middle of the '50s, and sug- 


| much discussion about the smaller 


decline during the next year and 
a half. 

He added, however, that the U.S. 
has developed a productive unit 
unlike anything the world has ever 
seen before, “and we don’t know 


manager of 
development, 
Corp., 


} John R. Malone, 
|sales research and 
Owens-Corning Fiberglas 


gested that marketers stimulate 
the replacement market in housing. 


es And F. A. Filie, manager of 
market and sales research of Ford 
Motor Co., said that while there is 


car, people seem to want what the 
manufacturers are making. The| 
market is steady. If there is a 


‘trend, he said, it is to make the| 


smaller cars larger and the larger | 
cars smaller. In response to ques-| 
tions, he said that deluxe model! 
cars do not seem to be going out 
of style since customers are willing | 
to pay the extra price for addition-| 
al chrome and accessories. | 


s Dr. Warren W. Leigh of the Uni-| 
versity of Akron summarized the 
discussion on consumer durables as| 
follows: 

Durables are not reaching a sat-| 
uration point but, rather, are level-| 
ing off. 

Marketers can look to innova- 
tions to boost sales. 

They can build volume with new 
products. 

Obsolescence can mean sales, if 
the idea is promoted. 

Modernization can mean greater 
volume. 

In short, marketers will simply 
have to get out and sell from now 
on, | 


ence for the small-size magazine.” 

Meat Merchandising will make 
a slight change in its page size this 
October which will give it a trim 
size of 5 5/8x8”. This is being done 
so that 7x10” ads can be reduced 
in the proper proportion. 


Sixty Participants Signed 
for Sandwich Drive in August 


More than 60 participants have 
joined the “August Is Sandwich 
Time” promotion to date. The} 
drive is sponsored by the Wheat! 
Flour Institute, the American Bak- 
ers Assn. and the National Restau- 
rant Assn. Participants from all 
food and allied fields—soups, sal- 
ads, desserts, dressing, flavorings, 
beverages—include Armour & Co., 
Borden Co., Campbell Soup Co., 
Cell-O-Core Co. (toothpicks), Co- 
ca-Cola Co., H. J. Heinz Co., Hot-| 
point Inc., Kraft Foods, etc. 

Full color ads will appear in 
Life, June 30, and in the August 
issue of Seventeen. A catalog of 
merchandising materials available 
in the campaign will be published 
and circulated by the Wheat Flour 
Institute. An “idea kit’ also will 
be produced, with advertising 


;mats, and publicity, for distribu- 


tion through grocery store retail 
men, bakers, restaurant associa- | 
tions, food wholesalers, etc. 


|Daily Star,’ English Paper 


Bows in Beirut, Lebanon 

The Daily Star, English-lan- 
guage newspaper, has started pub- 
lication in Beirut, Lebanon. Editor 
of the first American-type news- 
paper in Beirut is C. B. Squire, 
formerly editor of the Bulletin, 
Wilton, Conn. 

The Near East paper is pub- 
lished by Kamel Mrowwa, owner 
of the Lebanese Al Hayatt, lead- 
ing Arab-language newspaper in 
Beirut. The ‘English daily is cir- 
culated in Syria, Jordan, Iraq, 
Saudi Arabia and Persian Gulf 
oil centers. 


Silex Names Grant for PR 


Silex Co., Hartford, Conn., has 
appointed Grant Advertising Inc. 
to handle its public relations. Grant 
will handle over-all public rela- 
tions counseling in addition to pub- 
licity on all Silex products. H. B. 
Humphrey, Alley & Richards, Bos- 
ton, directs Silex advertising. 


Py PIONEER 
| Balloons 


Little feet walk farther to 

the shoe stores that give 

balloons! And the kids 

drag along their parents, 
America’s original “Captive Audience.” 
In any promotion don't forget that there's 
money in Sonny — and Susie, too! Your 
sales message on PIONEER Qualatex 
“Floating Billboards” not only advertises 
but se//s your product. 

PIONEER balloons as package inserts, 
tie-ons or self-liquidators pep up sales of 
any product! Printed in non-fading, crack- 
less pigments, gorgeous colors. d 
Service Department gives 
you ideas, samples, im- 
print information. Write 
to The PIONEER Rubber 
Gapey. 108 Tiffin Road, 

Willard, Obio. 


WITH PIONEER QUALATEX 
+ (OP gttBOARDs 
*loaTine Bl 6 Tie 
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Meck Discovers... 
Full-Price Copy 
on TV Sets Just 
Doesn't Pay Off 


WASHINGTON, June 18—Meck 
Television Inc. has recently dis- 
overed the value of a test cam- 
paign, although with some embar- 
rassment. 

Meck decided to try oit a new 
advertising promotion here based 
on the theme “The price you see 
is the price you pay!” The idea was 
that consumers were the victims 
of “many unjustified devices” to 
attract them, among these 
practice of advertising television 
receivers at a price that did not in- 
clude taxes, delivery, installation 
charges, guarantee, etc. 

Meck set out to 
full price of its sets. 


On June 6, Meck, through Philip| 


Lesly Co., sent out a publicity re- 
lease announcing the campaign. 
The release quoted John S. Meck, 
president, on these “unjustified 
devices.” 


® “There is hardly a store in this 
area that sells the sets it adver- 
tises at the price it quotes. They 
are ‘come-ons’ intended to get the 
prospects into the stores, where the 
advertised sets are ‘nailed to the 
floor’ and the salesmen try to sell 
the more expensive models. As a 
result, customers have become 
cynical and legitimate values have 
suffered from this skepticism. By 
guaranteeing the public that every 
set we advertise will be sold to any 
customer who wants it, at the price 
quoted, we know we will counter- 
act this,” the release quoted Mr. 
Meck. 

Thereupon, Meck began to run 
full pages in the Washington News 
through Ross Roy Inc. 


A week passed. On June 14, 


Increase reader- 
FREE [n<reas 


CATCHER 
wy biggest advertisers 
— like them any- 
where. 100 new subjects 
monthly. Mat or Glossy 
Print pian. Single Prints 
Write for new FREE 
No obliga- 
ATCHERS 
NYC 16 


— No. 10 
lons EYE*C 
s 207 E. 37 St., 


the! 


unsuccessful promotion.” 
advertise the! 


‘Columbia Pictures 


Philip Lesly Co. sent out a second Publishers Asked 

release, announcing the failure of 

the test. In it, Mr. Meck was once to Begin ‘Register 
and Vote’ Campaign 


more quoted, this time with rea- 
sons for the failure. 
® “The public wants price appeals,” NEw YorK, June 17—The busi- 
the release quoted. The fact that ness paper advisory committee of 
the final price they pay is not the the Advertising Council is asking 
price quoted in ads makes no dif- publishers to drop all steel scrap 
ference to them. They want the advertising and to substitute in- 
price of the set, the taxes, the stead the “Register and Vote” cam- 
warrant and installation all quoted paign, sponsored by American Her- 
separately.” itage Foundation. ; 
Referring to the test campaign, | National Production Authority 
he called it “the most unsuccesful and the Steel Industry Scrap Mo- 
ad we have ever run.” bilization Committee have advised 
“The Washington trial and other the Advertising Council that the 
spot checks in other cities all! national inventory of ferrous scrap 
showed that the public is not ready |is satisfactory. 
for this appeal even though we and| “It is felt,” the Advertising 
our dealers believe it is in the best! Council says in a letter to pub- 
interests of the consumer.” |lishers, “that we can make our 
And with that, Meck dropped| best contribution to the public wel- 
the campaign, with a thankful} fare during the months preceding 
prayer that “associate dealers have} the national election in November 
been spared the expense of an} by throwing the full weight of the 
business press behind the ‘Register 
and Vote’ campaign. 
| “That a job must be done is evi- 


denced by the woeful voting rec- 
ord in our last national election 
when only 51% of the eligible 
| voters of the nation cast their bal- 
| lots.” 

Electros for the “Register and 
Vote” campaign will be furnished 
publishers at no charge by the 
foundation. 


Davis to Crown-Zellerbach 


Jack S. Davis, for 10 years a 
member of the sales department of 
Zellerbach Paper Co., Los An- 
geles, and more recently with a 
Los Angeles printing company, has 
been appointed assistant sales 
manager of the printing paper di- 
vision of Crown-Zellerbach Corp. 
Mr. Davis will make his headquar- 
ters at the company’s San Fran- 
cisco office. 


Harder Joins FC&B as A.E. 


Porter E. Harder, formerly an 
account executive in the Minne- 
apolis office of Batten, Barton, 
Durstine & Osborn, has been 
named an account executive in the 
San Francisco office of Foote, Cone 
& Belding. 


| Theater” over 51 stations of NBC- 


Will Make Ford's 
Filmed TV Shows 


HoLtywoop, June 18—In the 
first contract for television pro- 


duction by a major Hollywood 
studio, Columbia Pictures has 
signed to produce 39 half-hour 


films for the Ford Motor Co. 
The films will run as “The Ford 


TV, beginning Oct. 2. They will re- 
place the James Melton show now 
on for Ford. 

Each half-hour program will be 
a complete play. Top-name direc- 
tors and writers will be used. All 
Columbia contract players except 
Rita Hayworth will be available 
for use in the plays. 

Actual production will be by 
Screen Gems, Columbia’s television 
subsidiary, on the Columbia lot. 

Ww Thompson Co. is the 
agenc 


Cowan Show Gets Sponsor 

“Balance Your Budget,” a new 
Lewis G. Cowan audience partici- 
pation show, will be presented on 
alternate weeks over CBS-TV by 
Sealy Inc., Chicago, starting Oct. 
14. Time—Tuesdays, 10:30-11 p.m., 
EST—was bought through Olian 
Advertising Co., Chicago. Master 
of ceremonies for the program has 
not been selected. 
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BUT eee 
YOU NEED 


THE FETZER 
STATIONS 

TO GET SALES 
IN WESTERN MICHIGAN! 


Whether you use television, radio or both, the Fetzer stations 
are what you need in Western Michigan. 


TELEVISION: WKZO-TV, Channel 3, is the Official Basic CBS 
Television Outlet for Kalamazoo-Grand Rapids. It is a mul- 


ro 


111 


* * 
TAKE ANOTHER LOOK 
AT THIS 
—Different— 
MAGAZINE 


Different in: 


MARKET MAKEUP: Cuts across every 
major industry class from Autos to 
Zinc—all important manufacturers 
have a vital stake in Electrification 
developments. Our readers control 
or influence industry’s huge annual 
dollar expenditures for MOTORS 
AND CONTROLS — LIGHTING 
—ELECTRICAL HEAT DE. 
VICES (Resistatice, Infrared, In- 
duction-Dielectric) —AIR CONDI- 
TIONING — WELDING — 
ELECTRIC TRUCKS — and 
POWER DISTRIBUTION 
EQUIPMENT which feeds them 


all. 

* 
EDITORIAL COVERAGE: Always first 
with the news on the newest Indus- 
trial Electrification ideas—dug up 
not only by our own skilled staff, 
but by more than 1000 electric 
utility industrial engineers, whose 
job it is to promote production— 
improving applications. Presenta- 
tion: in the proven “best-reader- 
ship” picture-story form...nothing 
in the field like it. 


* 
OVER 


37,000 READERS 


* 


tiple-market station, providing intensive primary service to 
Kalamazoo, Grand Rapids and Battle Creek. Complete cov- 
erage area embraces 24 Western Michigan and Northern In- 
diana counties with a Net Effective Buying Income of more 
than 2 billion dollars. The WKZO-TV market has more tele- 
vision receivers than are installed in such metropolitan cene 
ters as Seattle, Houston or Syracuse. WKZO-TV dominates 
this market: A new 28-county Videodex Diary Study made by 
Jay & Graham Research Corporation in April, 1952, using 
the BMB technique, proves conclusively that WKZO-TV de- 
livers 91.9% more television families than Station “B”! 


RADIO: WKZO, Kalamazoo, and WJEF, Grand Rapids, are 
one of America’s most obvious radio buys. 1949 BMB fig- 
ures show that WKZO-WJEF have greatly increased their | 


4 


a | 
| 


| | time, 52.9% at night. WKZO-WJEF cost 20% less than the | 


unduplicated audiences over 1946—up 46.79 in the day- | 


next-best two-station combination in Kalamazoo and Grand | 
Rapids—yet deliver about 57% more listeners! 


Get the whole Fetzer story today. Write direct or ask Avery-— 
Knodel. 


*During his 24 years in organized baseball, Ty Cobb stole 
892 bases! : 


WKZ0O-TV 


ToP4 m WESTERN MICHIGAN 
amo NORTHERN INDIANA 


WKZO 


top ™ KALAMAIOO 
ano GREATER 

WESTERN MICHIGAN 
(CBS RADIO) 


ALL THREE OWNED AND OPERATED BY 
FETZER BROADCASTING COMPANY 
AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 


CIRCULATION CONTROL: This is an 
independent magazine with a spon- 
sored circulation. Subscriptions are 
paid for by leading electric utilities 
—whose industrial engineers hand- 
pick the men-who-buy in each of 
their leading customers...and pro- 
vide practically continuous check 
and double-check on plant and per- 
sonnel changes. YOU CAN’T 
DUPLICATE THIS ASSURED 
CONTINUOUS ACCURACY 
AND COMPLETENESS. 
* 
Results 
for Advertisers? 
REMARKABLE IN CONTRAST TO 
THOSE FROM ORDINARY MAG- 
AZINES . . . WRITE TODAY FOR 
DATA ON ACTUAL INQUIRY 
AND SALES EXPERIENCES 
published by 

B. J. MARTIN & COMPANY 
20 N. WACKER DRIVE, CHICAGO 6 
420 LEXINGTON AVE. 
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Chesterfield 
in King Size 
Bows in East 


(Continued from Page 1) 
“Make Believe Ballroom,” Bob 
Hope and Bing Crosby, through 
local cut-ins and live announce- 
ments. Spot radio will also be 
used. 

Point of sale material will in- 
clude 21x22” posters, ash trays 
and counter cutouts. All material 
will stress that Chesterfield is the 
first cigaret to offer premium 
quality in two sizes. 


s Liggett & Myers said the king 
size would be distributed on a na- 
tional basis as soon as production 
can meet anticipated demand. The 
larger Chesterfield was said to 
be exactly the same in all respects 
as the standard cigaret except for 
size. 

In a story in its Jan. 7 issue, AA 
spoke of “a trend to king-size cig- 
arets” and cited Pall Mall (put 
out by a subsidiary of American 
Tobacco, maker of Lucky Strike) 


as “the wonder brand of the ciga- 


ret business.” 

According to figures compiled 
by Business Week, king-size Pall 
Mall capped a 27.7% gain in 1950, 
with a 36.1% increase in 1951. All 
king-size brands, the magazine re- 
ported, jumped an over-all 26% 
during 1951—good enough to ac- 
count for 12% of the total cigaret 
market. 

Business Week’s _ statistics 
showed Chesterfield in 1950 sold 
64.6 billion and 64.1 billion in 
1951. Its share of the market in 


1950 was 17.9% and in 1951 it was | 


17.2%. 


AA asked several major cigaret | 


makers if they plan to follow 
Chesterfield’s lead. Here are the 
answers: 

Lucky Strike: 
ment.” 

Old Gold: “Oh no. That’s Ches- 
terfield’s idea and they can keep 
it.” 

Philip Morris: “Certainly not!” 


“Sorry, no com- 


Toni Names Green, Kalan 
Associate Ad Managers 

Toni Co., Chicago, has appointed 
Jack R. Green and William Kalan 
associate advertising managers to 


succeed Don Nathanson, who re-| 


cently joined Weiss & Geller. Mr. 
Green will have charge of media 
and facilities and Mr. Kalan will 


’ 


Jack R. Green | William Kalan 
head plans and creative activities. 

Each man is heavy on research. 
Mr. Kalan comes July 1 from 
Schwerin Research Corp., where 
he is v.p. in charge of client re- 
lations. Previous to his six years 
with Schwerin he did research 
work for Look. Mr. Green came 
to Toni last January from Leo 
Burnett Co., where he was a media 
research analyst. Previously he did 
research and statistical work for 
Spiegel Inc. 


Swift's Ad, Sales Chief 
Jones Now Executive V. P. 

O. E. Jones, v.p. in charge of 
Swift & Co. sales and advertising 
since 1938, has been elected an ex- 
ecutive v.p. in Chicago. He will 
continue to head the advertising 
and merchandising service de- 
partments. Porter M. Jarvis is the 
other executive v.p. at Swift. 

New head of the sales depart- 
ment as a v.p. is Harold E. Wilson, 
formerly sales manager for the 
New York district. 


YOO-HOO—The girl in the  Silf-Skin 
girdle, dressed by McCreery’s depart- 
ment store, New York, to resemble a 
pirate, seems to be waving at some- 
body—perhaps at the man in the Hath- 
away shirt. The girdle costs $8.50, ac- 
cording to the ad in the Herald Trib- 
une. No price is given for the eyepatch. 


Federal Trade Men 
Suggest Abandoning 
Pall Mall Complaint 


WasHINGTON, June 19—A Fed- 
eral Trade Commission examiner 
proposed today to throw out the 
commission’s “false advertising” 
case against Pall Mall cigarets for 
lack of prosecution. 

Hearing Examiner Earl J. Koib 
|said FTC staff members concede 
that many of the charges against 
|Pall Mall are moot. He said the 
commission has failed to submit 
evidence to support others. 
| Fred McManus, FTC attorney in 
| charge of the case, agreed that the 
case has not been pushed. He indi- 
| cated that the commission will be 
asked to issue a fresh complaint 
against Pall Mall dealing with a 
|limited portion of the old com- 
| plaint. 

In his decision, Mr. Kolb noted 
| that the Pall Mall case will be ten 
jyears old on Aug. 28. Only four 
| days of hearings have been held. 


ws The case was one of the first 
started by FTC when a crackdown 
on cigaret claims was organized 
lin 1942. All of the cases marked 
time during World War II. In 1950, 
orders were issued against Camel 
and Old Gold. Subsequently there 


has been an order against Lucky | 


Strike and a proposed decision 
against Philip Morris. 

Mr. McManus took over the Pall 
Mall case early this year from 
| John R. Phillips, who left the com- 

mission. Mr. McManus said he will 
ask FTC to issue a new complaint 
against claims that Pall Malls pro- 
tect the throat and filter the smoke 
to get rid of throat irritation. 

He said other portions of the old 
complaint are moot since they have 
been discontinued or can’t be 
proved. These include a theme that 
Pall Malls are of English origin 
and they do not cause finger stain. 


FREDERICK W. KURTZ 

PHILADELPHIA, June 19—Fred- 
erick W. Kurtz, 77, retired v.p. of 
N. W. Ayer & Son, died yesterday 
at his home. 

Mr. Kurtz, who joined the agen- 
cy in 1899, conducted advertising 
campaigns for a number of leading 
companies, including R. J. Rey- 
nolds Tobacco Co. From 1933 to 
1939 he was in charge of Ayer’s 
outdoor advertising department. 

Mr. Kurtz retired in 1940 be- 
cause of ill health. He was a mem- 
ber of the Poor Richard Club. 


| Last Minute News Flashes | 


Ads Ready for Colored Margarine in N. Y. 


New York, June 20—With the arrival of colored margarine in this 
state 11 days away, major companies are lining up for the advertising | 
assault. Even though it can’t be sold yet, yellow margarine is being ad- | 
vertised with notations such as “the above ad does not constitute an | 
offer of sale” (for Swift’s Allsweet). July 1, Kraft Foods Co. will 
launch ads for its new Parkay margarine which “spreads smoothly 
even when ice cold.” Blue Bonnet, Good Luck, Nucoa and others have} 
|scheduled drives, using newspapers, radio, TV, outdoor and other) 
| media. | 


| Wildroot Co. Staging ‘Gleam Girl’ Contest 


| Burra.Lo, June 20—Wildroot Co. is announcing a “$100 gleam girl’ | 
| contest via four-color ads in Cosmopolitan, Ladies’ Home Journal, 
| Look, Redbook, Seventeen and five other magazines; “The Shadow” | 
(712 radio stations), TV spots, car cards in all major markets and | 
247 college newspapers. Girls will submit snapshots, showing their) 
hair after using Lady Wildroot shampoo, and a shampoo box top. 
Winners get $100 and have their portraits painted for use in Wildroot | 
advertising. Batten, Barton, Durstine & Osborn is the agency. 


PM Whisky Moves from KGE to Biow 


New York, June 20—National Distillers Products Corp. has switched | 
PM whisky from Kenyon & Eckhardt to Biow Co., effective about 
Sept. 10. After Biow resigned its remaining Schenley accounts last 
winter, National named the agency to undertake “a special project.” 


Harvey Joins F&S&R: Other Late News 


New York, June 20—Frederick P. Harvey, formerly advertising man- 
ager of the tube divisions of Sylvania Electric Products, has joined 
Fuller & Smith & Ross as account executive for the electronic tube 
| division of the Westinghouse Electric Corp. account. Robert A. Pen- 
| field, formerly advertising supervisor, succeeds Mr. Harvey at Syl- 
| vania. 


vi. Russell B. Kahn, formerly circulation manager of Cue, has been 
named circulation director of Journal of Living, effective July 1. Cue 
will not name a successor for the present. 


e@ Keene R. Hasenyager, who joined Industrial Surveys Co., New York, 
last year, has been named v.p. in the client service division, 


e@ Emerson Drug Co., Baltimore, maker of Bromo Seltzer, has cut the 
list of agencies it is considering down to six. Announcement of the 
final choice is not expected for a while. 


e@ Twelve new subscribers have joined Advertising Research Founda- 
tion. The number of participating subscribers now totals 148. The 
twelve new members are: ADVERTISING Ace, American Broadcasting 
Co., American Home, Better Homes & Gardens, Broadcasting, Mutual 
Broadcasting System, National Broadcasting Co. (TV network), News- 
week, Phillips Petroleum Co., Redbook, Sponsor and Successful Farm- 
ing. 

e Charles F. Jackson, formerly advertising manager, has been named 
business manager of Boys’ Life, succeeding Paul W. Willson, who 
is retiring. There is no replacement for Mr. Jackson, who will also 
supervise advertising in his new position. ith the January, 1953, issue 
the magazine’s circulation goes up 25% to 750,000. New advertising 
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‘Boston Post’ Sold 
by Grozier Family 


to Financier Fox 


Boston, June 18—John Fox, 45- 
year-old financier, has bought the 
Boston Post for an undisclosed 
sum. 

For the past 55 years, the 121- 
year-old newspaper has been con- 
trolled by the Grozier family. Once 
the top-circulation morning paper 
in the U.S., it is now No. 2 morn- 
ing daily here. It is the only Bos- 
ton morning daily without an 
afternoon affiliate. 

Mr. Fox has had no previous 
publishing experience. His finan- 
cial holdings reportedly include 
10% of Western Union stock. 


s Executors of the estate of Rich- 
ard Grozier, publisher from 1924 
until his death in 1946, said the 
Post will continue as an independ- 
ent Democratic paper. Mr. Gro- 
zier’s will stipulated that, barring 
a sale, if any of his three sons 
showed the desire and aptitude for 
journalism he would be awarded 
51% of the Post stock and be 
named publisher. 

One longtime Post executive 
said it appeared that the sale 
stems from the family’s “election 
to get out of the newspaper busi- 
ness.” 

The paper came under the con- 
trol of Edwin A. Grozier in 1891 
when it had “no circulation and 
considerable indebtedness.” Prio¥ 
to World War I its circulation 
reached 500,000, then a U.S. high, 
Edwin Grozier pioneered in news« 
paper mechanical developments, 


= The Post’s circulation currently 
hovers around 300,000 circulation 
weekdays. This is second to thé 
Boston Record’s morning circulas 
tion of nearly 400,000, but well 
above the morning circulation of 
two other dailies, the Herald and 
Globe. Its Sunday circulation is 
second among four papers. 

The Post apparently was not 
“unloaded.” Its 1951 ad linage wags 


rates will be announced shortly. 


e Richard H. Burbank, account executive of Knox Reeves Advertising, 
Minneapolis, has been elected a v.p. 


Newsprint Makers 
Warn House Against 
Expanding Facilities 


WASHINGTON, June 19—The 
Commerce Department’s investi- 


off to a discouraging start today, 
as mill owners warned that high 
| investments and relatively low re- 
}turns make newsprint an unin- 
teresting venture. 


| after the House judiciary commit- 
| tee asked the Commerce Depart- 
| ment to determine what has to be 
| done to stimulate newsprint pro- 
| duction in the U. S. 

Representatives of the mills em- 
| phasized that, pound for pound, 
|the return on newsprint is less 
| than on other grades of paper. At 


|the present time, the U. S. pro-| 


duces about 21,000,000 tons of pa- 
|per annually, but only about 1,- 
| 000,000 tons of newsprint. 

8 Mil! people also pointed out that 
new mills are at a competitive dis- 
advantage because of high con- 
struction costs. They added that 
in some areas where wood pulp is 
available power costs are uneco- 
nomically high. 

Committee members learned 
that recent declines in the price 
of used newsprint has placed de- 
inking mills in a favorable posi- 
tion. Representatives of de-inking 
mills reported they are in a posi- 
tion to produce newsprint at a 
cost of approximately $105 a ton. 
They expressed confidence that 
de-inking mills could operate eco- 
nomically in six or seven market 


gation of newsprint expansion was | 


Mill executives were assembled | 


areas in the U. S. 

Industry members were pessi- 
mistic about bagasse and other 
fibrous materials. 


@ They pointed out that large 
quantities of raw materials are re- 
quired for these processes. 

The Commerce Department is 
supposed to report back to the 
monopoly subcommittee of the 
judiciary group some time this 
summer. It will consult publishers 
and other groups before preparing 
its report on the need for further 
expansion, and the steps that 
would be required to stimulate 
additional construction. 

Meanwhile, newsprint produc- 
tion was reported to be at an all- 
time peak. Industry members insist 
that supply is ample. 


Grant Opens Montreal Oftice 
Grant Advertising Inc. has 
opened an office in the Dominion 
Square Bldg. in Montreal. This is 
Grant’s first branch office for 
Canadian operations, with the Tor- 
onto office as headquarters. Claude 
Garneau has been named French 
director of the new office. 


Calvert Litho Expands 

Calvert Lithographing Co., De- 
troit, has opened a New York and 
New England regional office. 
Headquarters are located at 12 E. 
4ist St. James R. Wells, in the 
lithographing field for a number 
of years, has been appointed sales 
manager for New York and New 
England. 


Tracy-Locke Boosts Hall 
Wallace R. Hall, with the agency 
for two years in Dallas, has been 
promoted to art director in the 
Houston office of Tracy-Locke. 


the largest in its history and some 
1,200,000 lines above 1950. 


Carretta Okayed 
for FTC Vacancy; 
Carson Reappointed 


WASHINGTON, June 19—The Fed- 
eral Trade Commission was back 
| to full strength today as Albert A. 
|Carretta, Arlington, Va., was in- 
stalled as successor to the late 
| William A. Ayres, and President 
| Truman reappointed Commissioner 
| John Carson to a full seven-year 
| term. 
| Mr. Carretta’s appointment was 
|approved by the Senate without 
debate. The reappointment of John 
|Carson is also expected to go 
| through unopposed. 


|W. B. Doner & Co. Elects 
| Marvin Frank President 


Marvin H. Frank, executive v.p., 
has been elected 
president of W. B. 
Doner & Co., 
Chicago 

W. B. Doner, 
president of the 
Michigan corpor- 
ation of W. B. 
Doner & Co., with 
headquarters in 
Detroit, remains 
a member of the 
board of the Il- 
linois corporation 


Marvin H. Frank 


bearing his name. 


Chlorophylied Pard Coming 


On June 22, Swift & Co., Chi- 
cago, through J. Walter Thompson 
Co., will introduce canned Pard 
for the first time, via two-color 
pages in The American Weekly, 
Better Living, Family Circle, Life, 
The Saturday Evening Post and 
Woman’s Day. The new Pard is 
imbued with—guess what—chlor- 
ophyll. 
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Daniel Starch Reports on 
Newspaper Ad Readership 
Daniel Starch & Staff has com- 
pleted a two-year survey on the 
readership of 5,314 “above-aver- 
age” national ads in newspapers 
The report is based on 48,900 per- 
sonal interviews with readers in 
Boston, Chicago, Cleveland, New 
York and Philadelphia, The study 
gives averages for “noted, seen-as- 
sociated and read most" for 34 
product classifications. Men and 
women reading averages are given 


for each of the five major-size 
units. Food averages are in eight 
size units 


Copies of the report, at a charge 
of $2 to advertisers and agencies, 
can be obtained from Stan M 
Sargent, Daniel Starch & Staff, 


420 Lexington Ave., New York 


‘CUT ART COSTS 


This Week in Washington... 


Snyder Sees End of Retail Slump 


By STANLEY COHEN 
Washington Editor 

WASHINGTON, June 19—Treasury 
Secretary John Snyder thinks the 
slump in retail sales is about over. 
“For more than a year,” he ex- 
plains, “the civilian economy has 
been going through a corrective 
adjustment following the excessive 
post-Korean buying boom.” 

He reports that inventories have 
been reduced and production of 
consumer goods curtailed. “Signs 
of improved demand have been 
noticed recently in a number of 
consumer goods markets—in tex- 
tiles, shoes, automobiles and some 
household appliances. 

“Commodity prices during May 
showed a firmer trend. Consumer 


ily been due to a lack of money,” 
he observed. “On the contrary, 
people have been adding sub- 
stantially to their savings.” 

In the long run, these savings are 
one of the strongest factors in the 
outlook for the civilian economy. 

In addition, consumers can look 
forward to high levels of personal 
income, as deiense 
reach their peak in 1953, and con- 
tinue into 1954. 

“All these factors,” Sec. Snyder 
says, “add up to the prospect of 
well maintained business and in- 
come levels in the months ahead.’ 

* . e 

The Census Bureau’s report on 
retail sales for April is a bit less 
enthusiastic than Sec. Snyder. Ac- 


expenditures | 
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tagonizing Sen. Matther Neely (D., ‘Farm Journal's’ Wesiern 
W. Va.). A Neely man, Robert H. Edition Bows Late in ‘52 
Mollohan—currently clerk of the Farm Journal will be pub- 
Senate committee on the District!}i;-neq in three editions—East- 
of Columbia—put the finis to Rep.'| Midwest, South and Far West— 
Ramsey’s six-term career. Rep. within a few months. This will per- 
Ramsey’s bill prescribed a drastic) mit giving special editorial treat- 
cure for the problem of political) ment in each edition to subjects of 
advertising. It provides that the! sectional interest. The southern 
entire advertising claim shall be dition will begin with the Novem- 
disallowed if a company is found ber issue. The Far West edition will 

. “sited __ follow shortly thereafter—not in 
to be deducting as business expense July, as AA reported last week. 
|any ads which can be considered) advertising will continue to be 
“political.” | sold on a national basis only. 

« + + 

With Rep. Ramsey going out, the Granet Corp. Names Agency 

search is on for a new sponsor for Granet Corp. Framingham, 
| legislation to tighten tax treatment | Mass., maker of coated industrial 
| of advertising. One prospect is Sen.| gloves and waterproof mittens for 
|Hubert Humphrey (D., Minn.),| children, has named Meissner & 
who has actively challenged de-| Culver, Boston, to direct its ad- 
ductibility of some of the ads used | Vertising. 


by the steel industry during the 
| rece | Names Grosstfeld & Statt 


expenditures, after seasonal allow- 
ances, increased noticeably during 


cording to the bureau, sales of all 
retail stores were up 7% from 


nt dispute with President Tru- 
| man, Appalachian Mills Co., Knox- 
Another prospect is Rep. George| ville, Tenn., maker of Knox-Knit 


M. Rhodes (D., Pa.), former 
printer and labor editor. Today’s 


underwear for men and boys, has 
named Edward A. Grossfeld & 
Staff, Chicago, to direct its adver- 


the first quarter.” 

Sec. Snyder finds consumers in 
a strong buying position. 

“It is clear that the reluctance of 
people to increase their purchases 
in recent months has not primar- 


/ Let Filmack At Low Prices You'll Like 


with our 


Multi-Ad Services, lnc. 
105 Walnut, Peoria, Ill 


With our 35 years experience... 


highly trained staff . . . our complete labo- 


ratory and latest equipment, we produce 
quality TV spots, show openings, ete., at a 
price lower than anyone else can touch. 


Send us your copy for estimate 


FILMACK STUDIOS 


1335 S. Wabash Chicago 5, Ill. 


April, 1951, for a total of $13.4 bil-| Congressional Record reprints, one| 
lion, but this is an uncorrected fig- |der Rep. Rhodes’ name, an editorial | 
ure, without allowances for price} from the Trainman’s News, attack- 
changes, seasonal variations anc | ing political ads. Trainman’s News 
number of trading days. says associations and unions should 

For four morths of this year, the | be free to engage in political edu- 
bureau finds practically no change | cation but not corporations. 


tising. 


in retail sales (1%) from 1951. 
However, the eating and drinking 
groups registered a 6% gain, food 
4%, and apparel 1%. General mer- 
chandise stores were off 2%; lum- 
ber, building and hardware 6%; 
the furniture and appliance group 
8%, and automotive 12%. 
. e e 

The Ramsey Bill (H. R. 5888), 
penalizing corporations which en- 
gage in political advertising, has 
been orphaned by the people of 
West Virginia. Its sponsor, Rep. 
Robert Ramsey, was beaten in the 
Democratic primary, but his hos- 
tility to advertising was not a 
factor. He made the mistake of an- 


Only ten days left in which to create a red- 
hot copy theme for the new campaign .. . 
Client putting the heat on . . . account 
exec in a dither .. . boss looking hostile : . . 
Man, that’s when a feller needs a friend! 


Have you ever tried turning to the pages 
ee of Advertising Age for comfort and in- 


You'll find AA’s columns, when medi- 


“Freedom to press for or against 
candidates or issues is basic to our 
free way of life,” Trainman’s News 
said, “But such a freedom does not 
justify taking stockholders’ money 
for one purpose and using it for 
another. That is not only dishonest 
but is also unfair, since such ad- 
vertising is deductible as business 
expense, So much of this is paid 
for by the consumers or taxpayers 
that it might well be called social- 
| ized advertising.” 

7 * * 
| A special House committee under | 
Rep. Ezekiel C. Gathings (D., Ark.) | 


set out this week to probe “offen-| 7 Bought 
sive” books, magazines and comics 
Butane-Propane News 


! 

| 

books. At an organizational meet- 

ing, committee members cautioned, 

“This is an awful delicate field,” * 

and determined to take something Medes because it was the 

of a look before doing any leaping. first choice of customers 
and prospects in the Liq- 
uvefied Petroleum Gas 
Industry. Readership sur- 


committee is starting with a budget 
of only $25,000, which, by congres-} 
sional standards, is peanuts, For 


Best assurance of this is that the 
example, Rep. E. E. Cox (D., Ga.),} veys made by 7 leading 


}who is authorized to find out} manufacturers revealed 
|whether tax exempt foundations a2tol preference for 
are engaging in “un-American” BUTANE-PROPANE 
activities, submitted a $100,000) ” 
eran budget; got $75,000. | News. 

e * . | 


Rep. Gathings also sponsored a 
probe of radio and TV program- 
ming, but he turned this project 
over to a House interstate com- 
|} merce subcommittee, under Rep. | 
| Oren Harris (D., Ark.). | 

In an appearance before the ra-| 
dio-TV probe, Rep. Gathings failed | 


... and because BP-News has 


b 50% greater coverage of read- 
ers in Bulk Plants who represent 
85% of the industry's purchas- 
ing power. 


> Largest circulation, highest sub- 


to suggest what—if anything— scription rate, and the highest 
Congress could do to improve pro- renewal percentage in the in- 
gramming. About all the committee dustry. 


has heard so far is repeated ad- 
monitions from “drys” who want 
beer, wine and liquor kept off the 
air. 


> The Pioneer Publication with 
more than 20 years editorial ex- 
perience. 


spiration? We don't mean a hasty scan- 
ning of the ragged office copy that makes 
the rounds of the shop every week... 
We mean your own personal copy, 
delivered to your home every Monday, 
there to be perused and studied in the quiet 
and solace of your favorite easy chair. 


home address 
“Salesense”™ 


My Name 


Street 
Address 


City 


Please enter my 


articles. 


My check for $3 is enclosed. [ 


tated over at your leisure, an unfailing 
idea-stimulator in times of need. 

The coupon below will bring you a 
personal subscription to AA, plus a FREE 
compilation of James D. Woolf's widely 
acclaimed articles, “Salesense In Adver- 
tising.” 


Advertising Age 


Dept. J23, 200 E. Mlinois St., Chicago 11, Il 


l-year subscription to Advertising Age and mail it to my } 
I am to receive FREE your new compilation of the best of 


Zone State 


io 
3 
® 
a 
® 
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The radio-TV probe reassembles 
Wednesday to hear industry mem- 
bers describe their new TV code. 


Methodist Board of Temperance, 
who—you guessed it—wants beer, 
wine and liquor kept off the air. 


Quaker Promotes Williams 

J. S. Williams, who has been 
sales manager for the Ken-L-Prod- 
ucts division of Quaker Oats Co., 
Chicago, since 1942, has been pro- 
moted to sales director for the 
Coast Fisheries division, with 
headquarters in Wilmington, Cal., 
effective July 1. 


Keenan Moves Headquarters 


Paul Keenan, v.p. and treasurer 
of Dancer-Fitzgerald-Sample, New 


:| York, has moved his headquarters | 
‘| to the agency’s San Francisco of- 


fice, Dancer-Fitzgerald-McDougall. 
He retains his present post as v.p. 
| and treasurer. 


| 
} 
} 


Then on Thursday, it will return) 
to Bishop W. C. Hammaker of the | 


| 


> Publishers of the only library of 
technical books — Headquarters 
for LP-Gas information since 
1931. 


> An alert audience as shown by 
80 to 100 letters per month to 
the, editors, asking for engineer- 
ing advice. 

> First in display and classified ad- 
vertising for 13 years. 


> In 1951, 88 exclusive advertis- 
ers used only BP-News Publica- 
tions to sell this market. 


BUTANE PROPAS 


A JENKINS PUBLICATION 


198 So. Alvarado Street 
Los Angeles 4, California 
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Rubel Calls Speculative Presentations 
Unsound for Both Agency and Advertiser 


(Continued from Page 3) 

2. Personal judgment is not a re- 
liable index of the effectiveness of 
advertising. 

3. Cost of producing speculative 
presentations is so great that the 
amount available to serve clients’ 
accounts is automatically reduced. 


@ What is involved in an adequate 
knowledge of the client’s business 
—particularly his marketing prob- 
lems. As Mr. Brockway pointed 
out in his answer to Mr. Redden, it 
involves several years of close re- 
lationship. At the least, it involves 
more than the superficial familiar- 
ity gained by the kind of analysis 
behind the speculative presenta- 
tion. 

We ought to remember in dis- 
cussions of this kind what we know 
very well: Advertising is seldom 
the exclusive selling tool. The ef- 
fectiveness of advertising is, to a 
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Courtesy Laurence, Inc. 


| vertising, personal judgment was 


large exteni, dependent on a thor- 
ough understanding of the part ad- 
vertising plays in the entire mar- 
keting operation. Such things as 
price, competition, seasonal trends, 
retail outlets, market coverage and 
many other factors have a large in- 
fluence on sales—and in turn need 
to be understood thoroughly for ef- 
fective advertising. 

How much to spend on adver- 
tising is in itself a subject deserv- 
ing scientific investigation. No su- 
perficial investigation could famil-| 
iarize an agency with an adver-| 
tiser’s marketing problems to an} 
extent that would put that agency 
in a position to develop an adver-| 
tising program that would be likely | 
to produce the most satisfactory re-_| 
sults obtainable. Only an adver-| 
tiser who thinks his marketing] 
problems are simple enough to be) 
fully grasped in a few weeks could | 
rely on speculative presentations as 
evidence of an agency’s ability to 
serve him. 


@ Personal judgment is not a re- 
liable index of the effectiveness of 
advertising. The two men who saw 
a billboard ad and disagreed so 
violently over whether it was a 
“good” ad or not that they bet each 
other $100 the next person they 
saw would agree with each of 
them, were behaving as irration- 
ally, but not nearly so foolishly, as 
the advertiser who invests an 
enormous sum in a campaign on 
the basis entirely of his personal 
judgment. 

Before the “scientific method” 
was applied to marketing and ad- 


the only basis avaiiable for select- 
ing advertising. Now, however, a 
good deal of objective testing can 
be used to evaluate the effective-| 
ness of advertising. Since the most 
dependable testing is dependent on 
use, it is not practical to apply 
these tests to speculative presenta- 
tions, 

Experiments have proved that 


| 


GANG LOOSE-—Liberty Mutual Insurance 
Co., Boston, ran this 1,320-line ad in 
Massachusetts dailies to help protect lives 
of vacationing children. Batten, Barton, 
Durstine & Osborn is Liberty's agency. 


of agency business! In choosing an 
agency, an advertiser ought to 
be aware of how much that agency 
is spending in advertisers’ fees on 
speculative presentations. 

The Ruthrauff & Ryan presen- 


shown to be wise, fore-sighted, and 
constructive.” 


CONE EXPLAINS STAND 
AGAINST SPECULATION 


Curcaco, June 18—Foote, Cone 
& Belding will have nothing to do 
with speculative presentations. 

Fairfax M. Cone, president, ex- 
plained why this week in a memo 
to the agency’s staff. It reads: 

“There has recently been a great 
deal written on the subject of spec- 
ulative work by agencies in com- 
petition for accounts, and much of 
the discussion has had to do with 


ethics. | 


“However, until advertising is 
recognized as a profession, I think 
the question of ethics in invita- 


somewhat beside the point. 

“On the other hand, I am con- 
| vinced that professional status will 
be achieved much sooner, to the 
benefit of all business, if the agen-| 
cies decline to make such presen-| 
tations—purely on economic) 
grounds. 


@ “The fact is that speculative) 


tation in the Motorola case is not Presentations cost money—lots of 
subject to the criticism made here, ™Oney in most cases, and if it is 
because they were already familiar ™oney well spent for the single 
with Motorola’s marketing and ad- successful speculator, it is sheer 
vertising problems. loss for each of the speculators who 
is unsuccessful. Moreover, the cost | 
= What is the solution to the prob- |!" the long run must be shared by | 
lem? How should an advertiser se- the agencies’ clients out of the) 
lect an agency? The adequacy and time and effort and interest of peo-| 
effectiveness with which an agency |P!¢ ordinarily assigned to them 
can perform for an advertiser de- who are temporarily transferred to 
pends on two things: (1) the in-) the speculative activity. 
terest, knowledge, experience, skill,, “None of this is very good busi- 
and motivation of the people who| ness for anyone. For sooner or 
will serve the account, and (2)| later, if the practice becomes 
how much the agency will spend Standard, every agency and every 
to do the work required to serve | advertiser must pay the same price. 
the advertiser. “Since thousands of satisfactory 
Only agencies that know their 88¢ncy appointments have been| 
costs can give equal values to all made, and hundreds more are made 
clients. Without this information,| Ye@tly, on the basis of agency cur- 
service costs cannot be controlled. Tent performance, personnel, fa- 
This means that those agencies that | Cilities and operational procedure, 
do not know their costs make large| #4 the character and interests of 
profits on some accounts in order| 48ency principals, I think that 
to offset losses incurred on others. | Speculative competitions are, on 
The advertiser must realize the) the record, an unwarranted ex- 
above ways in which he is af-| Pense. 
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The things 
these people 
have in 


COMMON . «-« 


NATIONAL, 


—— 


--- make 


NATIONAL 


personal judgment about advertis-| fected by speculative presentations. | 
ing is not as reliable as testing. I| It is not sound business, either for 
refer you to Neil Borden’s impor-| him or for the agency. He must) 


tinue to have no part in these.” 


Fou cow sans een GEOGRAPHIC 


tant study, “The Economic Effects| realize that the kind of work an| TV Spot Standard Sought 


of Advertising,” pages 99 to 102.) 


Even without these experiments, it) most reliable index of what it can! Television 


is a self-evident truth that every) 
advertising technique (including | 
those in speculative presentations) 
is the best—in someone’s opinion; 
at least in the opinion of the per-| 
sons who develop it. Whose opinion 
—and what advertising technique 
—is correct can only be determined 
through use. The personal judg-| 
ment of the advertiser and his rep-| 
resentatives is not a reliable one.| 
When the advertiser relies on his 
own impression or “hunch,” he is, | 
in the most elementary sense, | 
gambling. 


& The cost of producing speculative | 
presentations is great. Advertisers | 
can’t be expected to worry about 
these costs—but they should. The 
agency executives who responded 
to Mr. Redden’s statements have 
already pointed to this extremely 
important factor. 

My experience with agency fin-| 
ancial management convinces me} 


| of the following: 


That most agencies should not 
spend more than half the agency 
income (commission and percent- 
age charges and fees) to counsel 
with clients and to create and de- 
velop their advertising. The bal- 
ance is needed to cover overhead 
and earn a fair profit. Objective 
analysis of agency operations 
| proves that the more an agency 
|spends to get new business, the 
|less there is available to serve 
| clients’ accounts, Let it be remem- 
bered then that the speculative 
presentation often costs as much 
| as $20,000. This is the entire profit 
jon more than one million dollars 


agency is doing for its client is the 


do for him. 


BROCKWAY QUOTED NEW | 
FOUR A’S STANDARDS 

New York, June 18—The quete-| 
tion on speculative materials in the 
letter from Louis N. Brockway 


The National Assn. of Radio & 
Station Representa- 
tives, New York, is taking the lead 
in a move to get video stations to 
agree on a set of standards for 
handling eight-second chain 
breaks. The group suggested that 
three-quarters of the screen be de- 
voted to the sponsor’s product, 
leaving the upper right quarter 
for the station identification, and 


which appeared in the June 9 is-| that the audio portion of the com- 
sue of AA was correct, the Amer-| mercial precede the identification 
ican Assn, of Advertising Agencies | audio. 


| 


Says. 


In an editorial note, AA ques-| Hundred Million Club Elects 


tioned Mr. Brockway’s quotation | 


Lester Suhler of Look and Quick 


from the Four A’s standards of} has been elected president of the 


ethics, saying, “Unless the Four 


Hundred Million Club, New York 


A’s standard has been changed, the| £roup of mail order specialists. 


wording is ‘unsound, uneconomic) 
and unprofessional.’ ” 


The wording of the standards of | wacDougall 


Other officers are Gardiner Gibbs, 
McGraw-Hill; Paul Murtagh, Moo- 
dy’s Investor Service, and Robert 
New York Times, 


practice was changed by the board) y.p.s; Helen Buckley, Parents’ In- 
of directors June 5, 1951, and the) stitute, treasurer; Patricia Miller, 
statement on speculative materials| Parents’ Institute, assistant treas- 


was changed to read: 


|urer, and Muriel Gilmore, Mail- 


“It is unsound and uneconomic) ings Inc., secretary. 


to submit speculative copy, art) 
work, detailed plans, market sur- 
veys, or other speculative material | 
in competitive solicitation.” 


Milwaukee Marketers Elect 


Harold Heinecke, Allis-Chalm- 
ers Mfg. Co., has been elected 
president of the Milwaukee chap- 


= Considerable rewording of the| tet of the American Marketing 


standards of practice in other par- 
ticulars was aiso done at that time, 
but apparently 
made by the Four A’s to publicize 
the changes outside its own mem- 
bership. 

One portion of the revised pre- 
amble reads: 

“These standards cannot be en- 
forced. Nor should they have to 
be. They should be accepted and 
practiced voluntarily because they 
are a guide to the kind of agency 
eonduct which experience has 


little effort was) 


| Assn. Other officers elected are 
| Fred Sielaff. Miller Brewing Co., 
|and James Burns, Webster Elec- 
tric Co., v.p.s: Jay Tompkins, Sta- 
tistical & Tabulating Inc., treas- 
urer, and Joann Markward, Klau- 
Van Pietersom-Dunlap Associates, 
secretary. 


Oliver Corp. Boosts Donagher 

Homer F. Donagher, v.p. in 
charge of export since January, 
1951, has been promoted to v.v. 
and general sales manager of Oli- 


ver Corp., Chicago maker of farm | 


and industrial equipment. 


an uncommonly 


good buy for 


your advertising! 


@ NATIONAL GEOGRAPHIC sub- 
scribers, more than two million 
strong, cut across almost every 
business, profession and occupa- 
tion! They write us up to 63,000 
pieces of first class mail every day. 
They renew their subscriptions at 
an amazing rate of more than 87%. 
They have a warm spot in their 
hearts for our product. We think 
there’s room there for your pro- 
duct, too! The National Geo- 
graphic Magazine, Washington, 
D. C. Member of Audit Bureau of 
Circulations. 


America’s most 


aCtive minds 


Now more than 2,000,000 circulation 
according to publisher's current records, 
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Just this . . . Santa Claus is the best 
point-of-sale idea we know. He opens 
purses .. . starts people buying 

... creates the greatest shopping 


season of the year. 


Making people buy is the job of | 
Advertising at the Point-of-Sale. 
Putting a ‘Santa Claus punch”’ into 
your advertising at the point-of-sale, 


any time of the year, is our job. 


We specialize in advertising at the 
point-of-sale. We know how to make it 


sell. Let us show you! 


Write for samples of ideas that sell! Incidentally, does the 
above picture remind you to get next fall’s promotion material 
in work? Get us started now! Chicago Show Printing Co., 
2640 N. Kildare, Chicago 39; 400 Madison Ave., New 
York; offices in principal cities. 
| PRINTING COMPANY 
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¢ Lithographed displays for ind and outdoor use 


+ * 
Cardboard Displays + Cloth and Kanvet Fiber Bonners and Pennants * Mystik® Self-Stik Labels 
* Animated Displays * Mystik® Self-Stik Displays >a et Truck Signs Hvertising. t the POINT-OF 3 SALE 


* Stanzall Outdoor Signs * Mystik® Con and Bottle Holders * Booklets and Folders 
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